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$110 value for just $79.95 


$30 consumer saving on all active patterns 
including new “Romance” 


What an offer you can make to customers! 
This 57-piece service for 8 including 
5 most-wanted serving pieces...of sterling inlaid 
Silverplate ... the best silverplate money can buy! Choice 
of handsome tarnish-resistant drawer chest 
with rich mahogany or blonde finish. 


Write now for full details. 


Imogene and Sid pre-sell for you! «your show of shows” 
presents this offer to 22 million viewers April 3, April 10, April 17, April 24. 


we 
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Copyright 1954— The International Silver Company, Holmes & Edwards Div. ~ Meriden, 
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HAMILTON AUTOMATICS: 


A. K-200 14K. Gold............ $185.00 
B. K-300 10K. Gold............: $150.00 
C. K-400 Gold-filled............ $ 97.50 fF 4 
D. K-500 Stainless Steel... ...... $ 71.50 | | j SP 4, 







~ A, 


ILLINOIS AUTOMATICS: 


E. SIGNAMATIC SS (Band) ....$ 69.95 A | : C) \/I 


(Strap) ....$ 65.00 


F. MODEL B SS (Band) ....... $ 65.00 


re $ 59.95 THE ULTIM ATE IN Self: GAALG 


... WITH BUILT-IN RESISTANCE 
wee ee  - - - - ----, TO MOISTURE*, MAGNETISM — 
AND SHOCK 


*As long as watch remains in original condition 


ceT THIS FREE 
AUTOMATIC DISPLAY 


with your order for 3 or more automatic 







watches. You get this beautiful, 3-color 
plastic display—for effective point-of-sale 


promotion of both Hamilton (as shown) 





and Illinois (reverse side of round panel). 


. % i - : pa ‘ 


. 
IT MEANS SO MUCH MORE i 1, LI N () i ~ 
TO GIVE, TO GET, TO SELL 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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Ster Ing 
Silver 


HAS A SPLENDOR 
ALL ITS OWN 











To a great extent Sterling Silver’s matchless 


beauty comes from its exclusive luster. There’s 

a quality to its surface no other metal can equal — 

a softness and richness that appeals to most everyone 
and creates a strong urge to possess. It is one big 
reason why there’s no substitute for Sterling in the 
universal esteem it always has enjoyed and will 
continue to enjoy. As a principal fabricator of Sterling 
Silver we take an important part in maintaining its 
age old reputation by providing metal having all the 
qualities essential to manufacturers of finished articles 
in bringing out the full appeal of its well known beauty. 


A tasteful display of Sterling 
Silverware in your store 
irresistibly attracts people 
and opens the door 

to added sales. 


HANDY & HARMAN 





82 FULTON STREET NEW YORK 38, N. Y. 


UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK 36,N. Y. 


Qualily precious metals since 4867 


BRIBGEPORE, CONN. * CHICAGO,ILL. * LOS ANGELES, CALIF. ¢ PROVIDENCE, R.1I. * TORONTO, CANADA 
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USE Our RESOURCES... 


TO SOLVE Your PROBLEMS! 


Dll min mcomilolilehiolaitic-mellm celui 
items—you can get rid of your 
of-SSrerallalemelilem olgetelletilolsmmil-volon 
aches’ by allowing KB to supply 
you with all your ring finding 
needs. 


Olt] mreoloh Zeolala-to MM asl-sislelo Maoh mmole 
signing and our skill in quantity- 
production give you thousands 

of styles from which to choose. 

This means more sales, consistent 

savings—bigger profits for you. 


SPECIFY K&B DIE STRUCK RINGS \ 
\ 
AND FINDINGS...AND BE SURE \\ 


905—7 mm 


CTURERS 
709! FINDING MANUFA 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S AG 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER 9 


(reatecvdleciiesdidieladiy 
188 WEST FOURTH STREET MEW YOBK 14.8 Y 
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FOR EVERY TIE AND EVERY TASTE 








THERE’S A STRIKING 














SSTK 1 
Sannestes Keystone $3.50 









SSTK 1 
Suapected Keystone $3.50 








SSTK 2855 
Suggested Keystone $6.00 


SSTK 1 
anesied Keystone $4.50 












For the new narrow ties... for the widest 
tie in Brooks Brothers window .. . for every size 
and every shape, there’s a complementing 


Simmons Tie Klip. 


Craftsman-fashioned, beautifully designed, 


SSTK 22 Simmons Klips — like all Simmons Jewelry 
Sccmmected Keystone $4.75 





— are fast-moving, profit-making items. 


COMPANIONS — available with cuff links 
— pleasingly packaged in the 


attractive brown Simmons box. 








R. F. COMPANY 


ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 8O YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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in our ring blank line, you will find a 





complete assortment of shapes and 





styles to. meet every requirement... 





no matter how varied your needs may be. 






Also, you will discover, when using 





our line, that production has been 






carried forward to a point where a 






minimum of labor is required to turn 






out the finished piece. 









Included, are plain blanks in all shapes 





and widths, rim rings for wide 






ornamental bands, channeled and azured 






rings for any size diamonds, fishtail 






and fancy rings. 






All these are made in jewelry 






palladium and gold and in 10% iridio- 





platinum. Segmental and fancy rings may 








be had in jewelry palladium-gold 





combinations, too. 





BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, NEW JERSEY 





NEW YORK « SAN FRANCISCO + CHICAGO + LOS ANGELES 
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1954 GRADUATES all over the 

pee, country will be setting their 
== caps for Elgin—the watch 

tested and voted best by students. 





They and their parents will see the youth- 
tested Elgins in full-page, full-color ads in 
LIFE on April 19, Look on April 20. And 
in the April issues of FARM JOURNAL and 
PROGRESSIVE FARMER. 


You know how Elgin’s dynamic magazine 


For what’s new in the watch business, watch 


MEMBER 





= 8} Elgin National Watch Company ®° Elgin, Illinois 








advertising “showcases” watches. To this 
add the emotional appeal of Elgin grad- 
uation television spots during April and 
May and you can see why plenty of your 
customers will be set for an Elgin. 


Your complete graduation promotion has 
newspaper mats, car-cards, radio scripts, 
mailing pieces. All set for Elgin business? 


Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 


aw 





ELGIN 


THE JEWELERS’ CIRCULAR-KEYSTONE 






take your pick... 
Choose any ring. You can’t go wrong with 
BRISTOL styling and quality for BRISTOL 
price. Manufacturers of 18K Gold, 14K Gold, 
10% Irid. Platinum and Palladium Diamond 
Rings. 


your best buy is BRISTO BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street, New York 38, N. Y. 











_ 
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i dare say... 


that 1954 has begun as we all expected — a year 
in which jewelry salesmanship has become more 
than just a catchword. You’ve probably felt the 
pressure already. But instead of continuing to take 
it on the chin, here’s your chance to fight back — 
for even better watch sales and larger profits. 


ZY 





If you were left high and dry during 1953 with 
low turnover and large inventories, you’re prob- 
ably guessing what to do now. The answer is 
simple. The boom times are over. These are days 
of realistic buying and hard selling. There’s no 
law in the jewelry business that forces you to 
follow an outdated sales and inventory pattern. 


If a watch line doesn’t give you the turnover you 
want, get one that does. That’s where Waltham 
fits in! 


Waltham is the only nationally advertised watch 
sold through wholesalers. Carry only a represent- 





Lady Waitham, 
with modern marker dial, 

17 Jewel — 14K Gold — $69.50 F-T1. 
One of the Lady Waltham series 


Waltham Watch Company ¢ Waltham “The Watch City” Mass. 


10 





ative stock; get your fill-ins from your Waltham 
wholesaler as often as you need them. He saves 
you the expense—and the trouble—of keeping an 
excessive watch inventory in your store. Your 
Waltham wholesaler can be your key to (1) lower 
investment, (2) higher turnover, (3) better sery- 
ice, and (4) a complete, respected, popular-priced 
line of watches. 


I dare say watch sales don’t come easy. So when 
you have the chance for a sale, why turn it into a 
struggle? Make it easy, make it profitable, and 
make it stick—with a Waltham. Your customers 
will buy a Waltham with confidence. It’s a name 
that inspires pride of possession; a name with 
over one hundred and four years of consumer ac- 
ceptance behind it; a name that has spelled out 
‘“‘watch”’ to more generations of men and women 
than any other American watch. 


And with Waltham’s quality standards now higher 
than ever, it’s easier than ever to sell—and keep 
on selling — Walthams. So if you’re ready for big- 
ger profits and higher turnover, your friendly 
Waltham wholesaler is ready to show you how 
to do it. Get in touch with him today. 


Dewel. Aanct al 


President, Waltham Watch Company 





The Jeweler’s Watch .... Since 1850 
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BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N.Y. 


We are prime contractors in the Defense Effort. 
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FREE! Chest Hook-Over Card in Full Color! A smart in- 
store display! And it tells Community’s money-saving story 
fast! Use it near your heavy-traffic area! 


Rent 


n this ectenemy arise 


verplate! 


ea 
oe 
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‘ORATION Ser 
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A-WALLOP SALES AIDS 
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FREE! Small Mats, Large 
Mats, Giant Mats! From 252 
lines to 1,512 lines! Order a 
complete selection for your 
local papers. Your bride-age 
customers and Mother’s Day 
shoppers will be looking for 
values like this! 
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FOR COMMURITY’S GREAT 


ELEBRATION OFFER! 


(See back cover for full details) 








Everything you need to help you profit from this exciting limited-time 
Celebration Offer! Watch for the big full-page, full-color cover ad in the 
April 26 issue of LIFE, telling your customers to visit their jewelers and 


save $27.45 on a 60-piece service of Community*! 






CELEBRATION OFFER 
COMMUNEY SAVE 


FREE! Full-Color Window 

Banner! This dramatic, color- 

ful banner will flag every sil- 

verware and gift customer in 

town! Put it in your window 
. hang it in your store! 

















IN YEARS 
BUYING OPPORTUNITY 
EST SILVERWARE sow (a svonn naa) cuss mer 


3-Way Mailer! Ready forYour Imprint! Includes 

a reprint of a /4-page newspaper ad bearing your 
a signature, plus a return-order post card with your re- 

turn address! $12 a thousand. (Min. quantity .. . 

2500.) Suggested letter to use on your own letterhead 
furnished at no extra cost. 





imprinted Envelope Stuffers! 
$3.00 per thousand. (Minimum 
order 1000.) Mail them the day 


before you run your local ads! 





ORDER TODAY FROM YOUR FRANCHISED COMMUNITY WHOLESALER! 


*TRADEMARK OF ONEIDA LTO. 


PACK COVER FoR Fut. DETAIL 
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Hand Carved for 
the Hand Beloved 





The rare creative genius of designer Fred Barel has made his 





brilliant collection of Hand Carved Matched Wedding Ring Sets the most 
distinctive .. . the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and grooms 


because of their expert craftsmanship and magnétic 





. sales appeal. There’s nothing finer than Barel 
exclusively 


Bridals, truly beautiful beyond compare. 
designed by 


Sold Directly to the Retailer by the Manufacturer 


Zekl Fare? Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


BRIDAL RING COMPANY, INC. + 87 Nassau Street - New York 38, New voll 
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JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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A NECKLACE CLASP 
THAT ELIMINATES REPAIR COSTS 


Chis Ballou creation is dainty but strong. 
It has no delicate coil spring to get out of order. Manufacturers 
who use this clasp say their “returns for repairs’ end when their 


necklaces are equipped with Ballou’s No. 97. 





FINDINGS—— 


B. A. BALLOU & CO., INC., Providence, R. I. SOLD TO THE MANUFACTURING TRADE 
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‘stellar styling in a 
brand new version of the 


A\ Golden Wisp 


The dress-up design destined for 
rocketing popularity...a new, 
streamlined style in the famous 
“Golden Wisp” series of “tele- 
scope” expansions. Retail F.T.|. $7.50 : 


6097—Yellow, Pink or White? et gery, 


Other Wisp designs (right)..Retail F.T.|. $7.50 
6085—Yellow or Whitet 

6075—Yellow, Pink or Whitet 

6094—Yellow or Whitet 


#1/15-12K gold-filled 










More style More gold 














33% to 60% heavier layer 
of karat gold* than in the 
majority of leading bands 
sold at competitive or 
much higher prices! 
*1/15-12K gold-filled top shells, 
Stainless steel backs. 


]-B is first again with 
trend-settingstylesfor’54! 
Again...a demonstration 
of style leadership recog- 
nized by fashion experts 
and customers alike. 






















More gold 


33% to 60% heavier layer 
of karat gold* than in the 
majority of leading bands 
sold at competitive or 
much higher prices! 
*1/15-12K gold-filled top shells, 
Stainless steel backs. 








More wear 


The heavier top shell of 
gold on a base of pure 
nickel makes J-B bands 
wear longer than other 
bands by an amazing 
margin — according to 

a nationally famous 
testing company. 


brilliant new series for popular “rounds.” 


Champion Shilling (8016)—Stainless Steel....... Retail $5.95 


Golden Shilling (7016)—Yellow Gold-Filled* 
Retail F.T.1. $10.95 


Wellington (7014)—Yellow Gold-Filled™... Retail F.T.1. $9.50 


*1/15-12K gold filled top shells, stainless steel backs. 


jJ-B bands are sold only 
through authorized wholesalers 


More profit 


J-B superiority brings 
customers back for more 
... helps maintain the 
jeweler’s fine reputation. 
Every J-B band is fully 
guaranteed. You enjoy 
full profit protection. 


Litho. in U.S.A 











New meteoric styling 
for ladies’ 
Straight-end watches 


In tune with the demand for new wider bands with straight 
ends. Perfect with fast selling sport watches and straight-end 
round watches. Crafted with J-B genius for deluxe detail. 


Golden Triumph (2025)—Yellow Gold-Filled’.......... Retail F.T.I. $9.50 
8061—Same as 2025 in Stainless Steel.......................... Retail $5.50 
Lindella (2023)—Yellow or White Gold-Filled*..... Retail F.T.1. $9.50 


*1/15-12K gold-filled top shells, stainless steel backs. 


Hoval Lancer 


Polished golden escutcheo 
distinction to the Royal I 
Under the heavier layer o 
gold, pure nickel, best bi 


long life and corrosion-res! 
7017—Yellow Gold-Filled*.......... Retail F 


*1/15-12K gold-filled top shells, 
Stainless steel backs. 





Neer belore com 


outshining all others 





hoval Lancer 


Polished golden escutcheons add 








distinction to the Roval Lancer! 






Under the heavier layer of karat most glittering star in 
gold, pure nickel, best base for the fashion firmament! 
long life and corrosion-resistance. “Tiamond Lad iH 
7017—Yellow Gold-Filled™.......... Retail F.T.1. $9.50 | V 


*1/15-12K gold-filled top shells. Glorifying the feminine hand 


stainless steel backs. 






...the golden circlet accented 
with a blaze of rhinestones. A 












precious look at a little price! 


Diamond Lady (6046)—Yellow or White Gold- 
Pe Retail F.T.1. $9.95 


6047 —With hand set baguette rhinestones 
Retail F.T.1. $10.95 


AJ 





Beautify 
YourWatch % 


Newest 


FREE! 


“Diamond Lady” Display 
You pay only the cost of the 





. 
5 
My 
: 








\ 
y 













bands themselves! ~~ ‘6 (/) Lamond 
Your cost ......... $12.75 i ci ee | 

: : : = : Le e 
Your selling price... $30.857 a 







Only 





tFederal Tax Included 
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“the only watch band ever ATTACHED 20 youl WATCH Prec 


=” selected for fashion’s highest award” ° | nt WHILE YOU WAIT 














Priceless Heirlooms? F 


No, but they have a priceless heritage “FF 
... they’re WHITING & DAVIS 4 % 












\\ | | MT \( ) 
VU 
) : ; Theyre new, they’re old, they’re good. 
They’re part of a quality jewelry line by a 
(\ | \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 


Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 









That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 


V 





HAND IN HAND WITH FASHION=—SINCE 1876 
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More than 10,000,000 watches are sold annually under 
$20 by outlets other than jewelry stores. Bring this 
business back to your jewelry store with MEDANA — 
the jewelry store watch — the remarkable watch with 
the unique RUBY-MASTER MOVEMENT — made in one 
of the largest watch factories in the world — over 100 
designs for men and women, boys and girls — retailing 
from the sales-producing, volume-promoting price of 
$10.95. You can’t do business these days without this 
low-priced, nationally-advertised watch line to bring 
back the 10,000,000 ‘‘lost market’ sales and step up 
store traffic. Inquire today! Write or call — MEDANA is 
the $ales ammunition you need! 


Medana uses curved-top balance hole jewels. Its © Medana has Ruby jeweled (roller) impulse pin. 


balance pivots are turning in olive-shaped hole Its fork is made from hardened steel, contact 
jewels. Both conditions are required for low friction surfaces bevelled and polished. Both features 


and perfect oil retention. reduce friction and insure long life. 


MASTrr 
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LOUIS AISENSTEIN & BROS., INC. - 16 East 40th Street, NEW YORK 16, N. Y. 
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Medana uses a direct regulator that 
can time the watch by simply turning Medana uses a temperature compene 


its index (or end). With Medana's sating rustless and anti-magnetic haire 
mobile studholder the in-beat position L- spring... 
can be maintained and can... 


in today’s frequent changes in tem- 
perature conditions (from sunheat to 
cool air conditioning). 


fe oy) 
"ft ; , 
ar = 4 © — easily be regulated on any watch , : -- necessary for accurate time-keeping 


rate recorder (Time-O-Graf, Watch- 
master, etc.) to give best escapement 
reading. 





MEDANA—A PRODUCT OF THE ROAMER WATCH (CO. 
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MATS AVAILABLE 
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From $75.00 


Keystone to 
$500.00 


NR re ane 


DIAMONDS 


ENLARGED 


f 
ASG 


° 
‘ 


. 
fe : “4 
 6'e4) 
a4 
44 
L,Y 
"tag 74 ptt 


My 
“Uy 


4 


DETAIL 


PS BRL ERI NC ERID I EBILS OO BO RID ORD LRP D NS 


i i rE rere 


From $60.00 
Keystone to 
$500.00 


DOORN EL AIIL EL EIO EDL DIL DLO DEDEDE AIDE IPP ABD AID ODED A OPOAED DALE AB ADDED PEDDLE RM eR 


GOODMAN 
& COMPANY 
uae? 

Makers of HH? foualny 2 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. 


904 


' the same in composition, hardness, cause of 
‘star effect, type of star, specific gravit 
_ refractive index. Only in cost is there a differ- 
_ence — for Linde stars are available at only a 
fraction of the cost of mined sapphires and rubies. 
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KOMEFIT 


A 


KOMFIT Bands are thin as a dime, completely 4 
: flexible, instantly adjustable to wrist size. TWN 








Lady KOMFIT 


K800 $6.50 


{yellow or white) 


Stainless Steel Lining 
1/20-12 Kt. Gold Filled Trim 


The KOMFIT Standard 1” wide 
















oa Sa St Se ee oe ae a ae oe &% : i ; fee ie: i? ; 2.015.308 
TE 2.184.319 
sien ra tea ia ata 2.333.048 
K711~-Stainless Steel Lining with 1/20-12 Kt. $K711—All Stainless Steel $6.50 
Gold Filled Trim (yellow only) $10.60 14/108—All 14 Kt. Gold... cccsccccouce $144.00 
K711—Stainiess Steel Lining with 1/10-14 Kt. 
Gold Filled Trim {yellow only)................ $16.20 








The KOMFIT Royal 6” wide 


K811—1/20-12 Kt. Gold Filled 
(yellow only) ...0....... $15.75 
$K811—Al! Stainless Steel ........ $6.00 


The KOMFIT Grand se” wide 


K801~—Stainiess Steel Lining with 
1/20-12 Kt. Gold Filled Trim 
(yellow only) ..0.0... SEES. $13.50 


$K801—All Stainiess Steel............ $7.00 


4 
] 
E 
; 


827-—1/20-12 Kt. Goid Filled 
‘yellow or white) 000.0000... $8.40 
individually Boxed 


with ALL PRICES KEYSTONE 

C-O-N-T-R-O-L-L-E-D S$-T-R-E-T-C-H 
Exclusive. FORSTNER Expansion Feature 

It pulls out to slip on easily! It snaps back to 


hug wrist snugly without pinching! 
"Patents Pend. 


JEWELRY'S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, WN. J. 


Something 


With the Squire line you get originality of design that 




















will help you make your store “different”. This “something extra” 
shows up in profits because your customers like it. Metal. Stones. 
Pearl. Wood. Daring. Dignified. Tailored. Colorful. Squire 


gives you everything you need to become the leader, the jeweler 


t to whom the entire community goes to get that “something extra” 


at a popular price. 


Ask your wholesaler to show you the Squire line —a 
product of the Taunton Pearl Works. 


Squire 


eet ———— SB) Leadership in 


packaging, too. 


SS 


Dy tie . we | ff Prices retail — 


\ oe | ie I tax extra. 


Pn: aero 


POO noe 


Ore 


L1399/41T 
Red & White 
2-Tone Pearl 
Set 5.50 





A product of the Taunton Pearl Works, Taunton, Mass. 
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squire 


XWA...: squire 


Introducing the SELLING DISPLAY 


The modern way to buy and sell men’s jewelry 





















Save your time,— in buying, in displaying, in stock handling, in 
selling. Squire’s new counter merchandising unit does all four of these 
big jobs for you. The Squire tray gives you space saving storage with 


popular Squire sets and items ready to sell at a moment’s notice. Change 







a display . . . show a new group of jewelry .. . you can do either in a 


matter of seconds. 


Ask your wholesaler to show you Squire. You always see what’s NEW. 





Shown here — 

the Squire exclusive 
MOSAIC PEARL tray, 
colorful, different, 


really saleable. 


a 


ANIA AND PICA 


#811 Assortment (12 items) 
4 sets each style 
in 1 SALESMAKER tray. 


1456/19T Oval 
Sais ES Peve 2 ~ 1457/19T Diagonal Stripe 
retina . _. Ee coe . oe 1458/19T Plaque Centre 
... — | . - Available in green & white 
: | a . or maroon & white. 


Sets 5.00 
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OULU Od ae LL ee 


ere are the facts- 





... and the facts prove that 


Columbia “Tru-Fit’’? Diamond Rings will 


stimulate your diamond business 








and put more profitable sales 


RIGHT INTO YOUR HANDS! 

















1 oe ee Or) ee Gee On Om ee, RING MADE TO Fit THE FINGER PERFEC: 


gs 1954 will be a year of challenge . . . a challenge that must be met 
with ACTION! Your diamond department is the one department that can meet 
this challenge with action. It is the KEY to a successful 1954! 


2 Columbia “TRU-FIT” has demonstrated its unparalleled ability to CREATE 
diamond sales because your customer prefers “TRU-FIT” over any other diamond 
ring ... giving your store a definite advantage over any and all competition. 


g “TRU-FIT” opens the door to a vast new REMOUNT and TRADE-IN market 


for you ...an untapped and neglected source of diamond business. 


4 Columbia “TRU-FIT” gives you the sharpest advertising tools developed 

in the industry—PLUS a library of traffic-building diamond promotions developed by 
men who understand and are interested in your problems and your needs .. . 

designed to accomplish one thing—help you sell diamonds. 


QD Columbia “TRU-FIT” gives you a well-merchandised, expertly balanced, 
priced right, diamond inventory that enables you to get greater turnover at a 
smaller investment . . . providing you with the proper profit margin 

you need in these high cost, low profit retail days. 


6 NOW—*“TRU-FIT” is a self-contained, completely 
enclosed, self-adjusting unit that is mechanically perfect from every 
stand-point and is guaranteed for the lifetime of the ring. 


Here is what “Tru-Fit” has accomplished for some of America’s leading jewelers: 


...’Tru-Fit’’ has been responsible for the great- 


est diamond business we ever had.” 
Irving J. Wolfgang, Pres. Cole & Erwin, Detroit, Mich. 


“We have secured a 25% increase in our 
diamond business solely with the use of the 


“Tru-Fit” feature.” 
S. A. Meyer, President, S. A. Meyer Co., Washington, Pa. 


... ‘We have found “Tru-Fit’” to be a sales 


stimulus because of ‘‘Tru-Fit’s’’ ability to create 


diamond sales.” 
Jack A. Getz, Pres., Getz Jewelry Co., Cincinnati, Ohio 


“l frankly have never seen an idea that sells 


so much diamond goods so profitably.”’ 
Emil Rose, Pres., Rose Jewelers., Detroit, Mich. 


IT’S A FACT! .. . tried, tested and proved Columbia “Tru-Fit” Rings are the most dynamic, 
effective sales tools ever put into the hands of the retail jewelers of America. 


y “TRU-FIT” will put more diamond sales into your hands! It’s a must for 1954! 


C¢ olumbia Cufit™ 


DIAMOND RINGS 


An exclusive product of AXEL BROS., INC., 21-10 49th AVENUE, LONG ISLAND CITY, NEW YORK 
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Recording chronograph with adjustable hammer and minute 
heart, and calendar device 


DISASSEMBLING : 





pcg OEE - 
sane nnet 





aiee 


ECHI 


Chronogragh 185 13 the same os caliber 143 fsee Technicai Commu- 
nication Min. 9%, with the addition of o calendar device 


Te gain access to the calendar device, tf & necessary first of ull to 
5605 & for Guassembling the chranagrap?: 


SEG cen be disns- 








This information is in the 
form of 11 Technical Bulletins. 
Forty-six pages, some in ful] 
color, cover the handling and 
repair of self-winding, chrono. 
graph and calendar movements 
—showing detailed assembly 
and disassembly of basic types 
that apply to practically all 

such watches now on the mar- 

ket. Sheets are standard 8! "x 

115,” in size, and are punched 
for loose-leaf binder. 





si} Seris, 


te following special 
hy deiving wheel 2580 
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DN: 


ora ond slightly grease 


CALENDAR : 


' yiem orki the day dak 
her ond minute hors, 
the secand ieand . then, 
is by mtanm OF the zero 
hag the minule-resoraing 
yy aet the caiendor to the 
embering that tee honds 
e pushera te work Him £C~ 
the autamatic “humping” 


bd im the side of fhe case. 
se day disk and pusher T 
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pine + memento pent «mitted ot 


hesris OF the movement, chronograph mechanism and Calendar deuce corserpar 
res of the cuiandar deuwre, oH THe same page 





oeanert 


help you service 





Recording chronograph with adjustable hammer 


heart, and calendar and moon phase devices 


Chrenogreph 18 is the same as caliber 145 {see Technica) Commu- 
nication No. F}, with the addition of calendar and moon phase devices. 


DISASSEMBLING : 


Tx gain arvcess ta the calendar and moan phase devices, 8 iS mRcEssary 
GSrst of aif te go thraugh aperctians 1 to 6 far disassembling the chouno- 
graph mechanism isee under <o}. 148), after which ten maon prom 
device can be diamembled essily. Check Ceannass snd wear of 
ali paris, 


ASSEMBLING . 


The device 4 squatly easy to ausemble, but the tolicwing apecia 
panes should be taken into account: dots star driving wheel 2556 
(xen Giagram) should be piaced with sf murk MH an the kom polning 
the comer of the movement and the cemer of the wherl, 8 is odvisebix 
to make snoun phase star 2547 jump formerd about 12 hoya after 
the “jumping of the calendar stars oxturs, 50 ot bo reduce the resistance 
of the gears concersed. To do this. piace macs phase star driving 
whent 2907 with it mark | on Me extensimm of the fies jonieg 
the tonter of the mosemant and the curtec of the whesl. Then place 
day star driving whee! 2560 with its mark K on the tine joining fx 
canter of the movement and the center of the wheel. 


CHECKING AND LUBRICATION, 
WORKING AND SETTING OF CALENDAR 
AND MOON PHASE DEVICES: 


As for culider 185. Any aimance will show the phase of the muon 
at the time of setting, Pusher O works the moon phate dak Oc 
not use the pusher tx work the moan ofase disk Defwren 18 a. m. 
ond 2 n. m.. when the cuinmalic “jumping tskes piste 
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and minute 
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On nage & of this loufiat ¢ 3 shawn dow the carts af fhe movement, ChranogreP 
Da pusge a 
hase dewres correspond. There is alse on titustration showing the screws of the 
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chronographs, 
self-winding watches 


1} calendar watches— 


|/BULLETINS 


THE WATCHMAKERS OF SWITZERLAND 

















ROM SWITZERLAND come I] different detailed and up-to-the-minute 
bulletins—required reading for everyone who services or repairs 
chronographs, self-winding movements or calendar movements. 


Our recent trial introduction of the first six of these bulletins was 
so successful that it was decided to expand the set to eleven, and make 
them available in a handy folder—free of charge. ‘They tell, in words 
and keyed diagrams, the correct procedure for disassembling, assem- 
bling and casing these movements. 

Like the Official Catalogue of Swiss Watch Repair Parts, its sup- 
plements and other publications, these bulletins are a service to the 
Watchmakers of America... from The Watchmakers of Switzerland. 


HOW TO GET YOUR SET 


of these new Technical Bulletins: 


Your watch materials distributor has an order card for you. 
Ask him for it . . . fill it out and mail it in. 
Supply is limited, so mail just one card, please. 


v2 
The WATCHMAKERS 2 OF SWITZERLAND 
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here's the - 
one line of 2 
nationally advertised billf 
that gives _ 





you a 


full 50% pro 








FINE LEATHER STITC 


With smarter styling...more features... 
NEWER features than any other line 

in the entire industry...with 
DOUBLE-YOUR-MONEY-PROFITS 

FOR YOU! e.g nee 


Illustrated here is further proof that you 
can always count on CRAFTSMAN for 
those important extras that mean extra 

sales! Added to the many features that have 
made CRAFTSMAN “Citation” the out- 
standing value on the market, the 
“Citation” now comes to you with the 
famous “PASS-O-MAT™ bar...the exclusive 

CRAFTSMAN-DESIGNED bar that opens 

for easy addition or removal of windows! 
Another ‘plus’ from CRAFTSMAN the 
leader! Another reason why the 
CRAFTSMAN line... the double-your-money 
line...should be YOUR line, too! 


“Citation” billfolds from $5.00 
“Lady Citation” billfolds, with 
inside gusset change purse from $5.00 NATIONALLY ADVERTISED in LIFE, ESQUIRE, 


Other CRAFTSMAN BILLFOLDS MADEMOISELLE and other leading publications. 
from $2.50 to $20.00 


ee nn ee 











If you are interested in doubling your money... faster 
and easier than you ever thought possible...get in touch 
with your CRAFTSMAN distributor now! Or write for 


CR A ETS M AN illustrated catalog and price list to: 


BIiILLFOLDS i. SMALLMAN & SONS CO. « 47 West 34th Street © New York 1, N.Y. 
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DISTRIBUTED BY  —s—iw 
CROTON WATCH sete IN 













you can ines it “with —_ ~ ) 
... offer it at a price that will se 





The Lamont Phenis Shock. 
features: 

17 JEWEL MOVEMENT 
SHOCK RESISTANT, 
with unbreakable a 


LIFETIME GUARANTEE 
on balance staff and a 



















in this price range. 
HANDSOME IN ‘DESIGN 





every Lamont Phenix assures unfai 
precision, inevery climate. __ 











a 
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Gentlemen: * 


Please send me sample watch a 
plete information about the | 
~ PHENIX Shock-Prote — 


SIGNATURE_ 
STORE NAME_ 


















































THE JEWELERS’ CIRCULAR-KEYSTONE 








American Silver Co. Jacoby-Bender Ine. 


















Apex Watch Case Mfg. Co. Jonell Watch Case Corp. 
Caso Studios Jim Jones Advertiser’s Service 
Circle Press Ine. Max M. Klein & Bros. 


Contempo Advertising Artists Lasko Strap Co. 


Major Watch Case Co., Ine. 


poraphing D. E. Makepeace Company 


Div. Union Plate and Wire Co. 


ABS Stat Co. 


Rss Inc. 


Swiss Radium and Dial 


Painting Co., Ine. 


Fontrols Corp. 
Thompson Company Printers 


Louis Gratz Sons, Inc. Ine. 


Oscar Handelsman Joseph Waldman & Sons 


I. D. Watch Case Co., Ine. Whitestone Photo 
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A new low-price wall clock — 


98 


plus tax fy 









new SWIRL 


C 


CHERRY RED + NAUTICAL BLUE lelechron 
JONQUIL YELLOW + CHARCOAL GREY hose 








Special twin-value offer 


gf ? ; 5 : ro 
“2 % ase , > © w s 2 
Pg oO % " e ; KaSV OO GOALS ie . 
a . a Kay v4 ras 
x eae Zz 4 7 
g o 


all ready to set up and sell! 


>... , : om 4 \ Total retail value... . . . .$26,88 


Your cost complete with display . . 17.99 


Your profit . 48 Rg 
& 






SWIRL and DORM 


merchandising kit contains this colorful display! 


Kit includes: display (that holds all colors of Swirl and both Dorms), 
streamer, ad reprint, display suggestions 


elevision 


when you buy— 
fF K 7 : 24 Swirl (6 each of 4 colors) 
12 Dorm (6 plain and 6 luminous) 
Ten million Television Viewers 


as Dave Garroway Tells Viewers about Telechron electric clock Top Values 








on TV’s Terrific Vehicle “TODAY!” Tuesday, Wednesday and Thursday mornings 





beginning March 2 on 48 NBC-TV stations plus local TV announcements 





in Seattle, San Francisco, Los Angeles, Salt Lake City, Denver! 





Other Telechron clock ad Vantages: Top Visibility in Top Vehicles: Life, Saturday Evening Post, full pages, 4 colors! Also FREE tie-in ad mats with copy! 
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OW...more than ever 



















Uf 






greatest money-maniny 
pver created! .... 


WALZ 


| 












\\\ 
\\ 








Imagine! 4 picture pages to hold photos of classmates, teammates, 
boy friend, girl friend, parents 
and all loved ones... . a : a 7 | 


teen-agers will love it! 


FLEX-LET 


Zs DY, MUI 


ALBUM IDENT 













_ &» 











not 1...not 2... 
not 3...but... 


< - ’ 
: teen Bae et wee 
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Guys... 
for the Uys e e e (above) 





















“Picture Frame’ 
gift box becomes 










SRNR Sita a" 














NO. 385—White, 95 an attractive 
retails plus tax easel-back 
NO. 395— Yell 50 picture frame 
° — Yellow, 
retails 2 hus ta2 when Ident 





is removed! 


“CG JI 
for the wh. e @ (below) 


NO. 360 —White, 95 







actual size 






retails plus tax 
NO. 365— Yellow, ge 
retails plus tax 





(MUMMY YUL 


feemage promoti 





doors will be swinging... 


: . . tig ts A, 
register ringing $$$ @ 4 a 


FLEA-LET TEEN-AGE «<<< CONTEST! 


it’s so easy! Here’s how it works! 


1. Teen-Agers guess which 3 of the 10 photos shown on the big Don’t Delay! Order your Teen-Age 
17” x 22” poster in your window are sealed in the Idents dis- Contest Promotion Kie and Starter 
played in your window. 


2. All contestants come into your store for free entry blanks and 
check their 3 selections. HERE’S HOW YOU CASH IN! 
12 yellow and white Idents 


3. Once a week, on a given day you open the sealed Idents. (6 Boys — 6 Girls) 


4. Contestants who guess just 1 out of 3 right win a $1.00 gift 1 complete Contest Promotion Kit 
certificate toward the purchase of a 4-picture ALBUM IDENT! you sell the Idents for 
Should they guess 3 right, they win a $10.00 gift certificate. PLUS TAX 


It can’t miss! Teen-Agers will flock to your store! § YOUR PROFIT $6825 
You’ll start a craze that will spread like wildfire 
among the Teen-Agers in your area! 


Assortment today! 





Here’s what you get 


BE SURE To ges — 
mF! YORE Aw 


E£ for your window and counter! 






‘ 
THESE f\th t 4 Facto rasan IDENTS 








nant hE 
@ Tent card for window use 
@ Contest entry bianks containing ‘‘Come in now and get your 
10 photos and rules free entry biank.’’ 


@ Special, compact window display 
to hold 2 sealed Idents. 






WINSSS cexrrcarss 


4 
q Teuyerer thi 











@ 50 gift certificates 


Counter display carton 
Cree 8 Ae eae for winners. ad wetaaps eatin 


for free entry blanks 
* colt ir x 22" wi window asathe ieatilewie @ Permanent ‘Guys and Gals” window display 
He: phot %S, rules and. prizes. featuring 2 Idents. and dramatic, giant 3 dimensiona 


a 4-Picture ALBUM IDENT ait 
x . zi RES 





A FABULOUS ACHIEVEMENT 
FOR ONLY $835, 


hedpain ou, caked for it | 


CREATE 
a sales... (L completely new Ayle 
. mous CpOusion Domi 





the dramatically ingenious — 


GOLDEN SQUARES | 


3 individual links ingeniously combine to Here, at last, is your golden opportunity for © 
create each multifaceted golden square of this replacement sales in tremendous volume be- 


* 


unique band, designed especially to enhance cause Golden Squares makes the present band : 
square and oblong watches! on square and oblong watches old fashioned! ” 


¥ 

as 

y 
7 


no. 1085— yellow gold filled top, stainless 995. 
steel back. — Retails, F'T.1. a 


oo = 
+ ety ae 


because it’s a FASHION-FIRST! © 


F I E x LET fashion leadership helps you create 0 


Bae: 
ee 





a : . | Stainless steel back. 


will be the most. 
talked; about new Danc 
Auyle im 0 decade | 


the strikingly handsome 


EXECUTIVE 


with curved or straight ends, for round 
(0r square watches. Each rich, bold, flexible 
end link is crafted in the manner of solid gold 
jewelry. Center expansion links are fluted to 
harmonize with the smart concave design of 
the end links. : 

NO. 184—ycllow or white gold filled top, 239 

Retails, ETI. 


because it’s a FASHION-FIRST'! 


“pring aang sone 


now Alyle thend in 
Women's wotel bands | 


the stunning, graceful 


PRIMA DONNA 


Never before, so much fashion for so little 
money. Completely daring with gleaming jet 
black jewel-tone inlays, imparting a new note 
of luxurious beauty to a smooth-fitting tele- 
scopic expansion band. 


no. 247 — yellow gold filled, top and back. 95 
Retails, F.T.I, 


SALES SURE because it’s a FASHION-FIRST! 
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your stock—‘musts” 
for your window 
and showcase! 

rder today! 





STYLE NOS. 


LC / 265 
LC / 266 

LC / 267. 
LC) 268 | 
LC / 269 . 
LC/270. 
LC /271.. 
LC/ 272. 





. 
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STYLE NOS. 
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new! 
never before 


such irresistible appeal... 


they'll sell on sight! 


~ yy 


UNBELIEVABLY PRICED 450 95 
TO RETAIL FROM..... @T.|.TO @ T.!. 


and you get Keystone-Plus mark-up! 


So entirely new...so entirely different...that the 
women who buy for men and the men who buy for 
themselves will buy to give and buy to own—that 
means daily impulse sales, multiple sales...steady 
year ’round volume! 


CAPTURE THE JEWELRY BUSINESS THE 
HABERDASHER IS GETTING! 


STOP shoppers : 


at your windows! 


BRING buyers 
into your store! 
with this 
dynamic, 
dramatic 





RETAIL BEAU BRUMMEL MEN’S JEWELRY 


ai WINDOW MERCHANDISING UNIT 


6.95T 
Cc on™ T ; 


— ... With your order for 
7.957 | 24 assorted pieces or more! 


Don’t delay! Order today’ 





satiate eet ee ee ee ere ~ 


















help you 
M CREATE 
Vie, Sales... 






THIS FLEX-LET GUARANTEE 


keeps your profits on watch band sales from shrinking 
... keeps them where they belong, in your cash register! 











YOU PAY FOR FLEX-LET WATCH BANDS ONLY ONCE! 


With most other makes of bands, you have to pay out 75¢...$1.00... $1.25 
each time you send a band in for repair! With every FLEX-LET band you 





sell, you keep the full profit for yourself—you never pay for repairs’ | 
Jewelers know it’s these repair costs that eat up profits! 


RARELY A REPAIR — NEVER, BUT NEVER A REPAIR CHARGE! 


FLEX-LET’s powerful guarantee will clinch more watch FLEX-LET’s fabulous fashions will create more watch 
band sales for you today! | band sales for you tomorrow! 


Just one more aS 
example of what & 

we mean when %©& () | : : 
WE SY... ui ALiVa eC} € : 


(% ¥ mie. 2 ati : 
| Sy 4 \ ! ) P< i t J E | 





FLEX-LET CORPORATION ° 580 Fifth Avenue, New York 36, New York - factory: East Providence, Rhode Island 











Printed in U.S.A. Copyright 1954, FLEX-LET CORPORATION 








It happened im... 
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The title of this story might be ' 
in Washington”, since it all took pl. 
in less than a day. ‘The manager of Ayre 
Taylor Co. had phoned us to come; thi 
fine store was going out of business. (We | 
were the second concern interested in buy- — 
ing it. The first, a large and famous 
wholesale and retail firm, had spent con- 
siderable time studying it and made an 
offer.) Arriving in Washington, we met the 
manager at our hotel for the necessary gen- 
eral information and a look at the financial 

















statement. After that, our visit to the store 
could be most brief. Being very familiar 
with this type of quality stock, we looked at 
just one piece of merchandise. From the 
store we went directly to the attorney, who 
was also a principal stockholder. Before 
talking business, we asked him to have his 
bank phone ours for information about us. 
In less than a half hour he had his satisfac- 
tory report. Within the hour, the deal was 
closed and the money transferred. Need we 
say? at a price substantially higher than 
their prior offer! 
















Stories from our 50 years* 
experience with truths of 
just as great significance today. 
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Now-DuraPower in 
Product of Elgin 





Here’s the latest proof thaf what we said two years ago is still 
true: “‘Wadsworth is not just another line of low-priced watches.” 


IN JULY, 1951 WE ALSO SAID: “Wadsworth Watches will make it 
possible for reputable jewelers to make money out of the fact 
that | out of every 4 watches sold is in the low-priced field.” 


WADSWORTH SALES HAVE JUMPED EVERY YEAR SINCE! 


What we promised you in 1951: What Wadsworth offers you now: 
Quality watches that protect Jeweled lever movements of uniform 
jeweler reputation. excellence... plus the famous 


Wadsworths cased, styled and unbreakable DuraPower Mainspring. 


timed by Elgin. An even better selection of models... 


An established, reliable source of still priced from $19.95. 


supply... all orders Policy hasn’t changed .. . delivery and 
shipped direct from Elgin. service have been speeded up and improved. 
Page ads in national magazines to build Color ads... including a 2-page spread 
consumer confidence. for Spring... following the biggest 


Christmas campaign ever 
built for low-priced watches. 


OBVIOUS CONCLUSION: 


IT’S TIME YOU ORDERED WADSWORTH WATCHES 
(A LOT OF PEOPLE ARE) 
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WADSWORTH Watches 


- SH priced from *79. 








PL US: the most colorful 


gift package at or near 
Wadsworth’s price range 











PRODUCT OF ELGIN National Watch Company 


WADSWORTH 


A GOOD WATCH AT A BETTER PRICE 
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more than an alarm wrist watch 


proved one of the most accurate watches in the 
















The only alarm wrist watch that rings clearly, his si 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 


Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 


Gold-filled, stainless steel back............ $ 99 
| on ee 99 
I ahaa italia ealieeaictes 210 


(including Fed. tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. pe 

WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 

MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, III. ITH 

SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 

CANADA: Norlé Ltd., 637 Craig Street, Montreal, Quebec U. S. PATENTS: 2554402, 2560798, 264420 §=Hoy g 
inclu 
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9 wonder 
Jeltah 
rromotions 

re popular = = =... ~ 
housands P = - 
ustomers! 










Sonera 








his striking 2-color display helps 


you cash-in on Deltah’s _ | ? 
powerful national advertising : ty V b4 [ De [ tah R O Y GQ 


A NEW GROUP OF SIMULATED PEARL CHOKERS, COLLARS AND EARRINGS 





Take the rich, deep beauty of Deltah’s magnificently simulated pearls, place them 
in beautiful gift cases worthy of their quality—price them right—add 

the extra sales influence of a handsome free premium, and you have the makings 
of large volume, speedy sales and full jeweler mark-up! With the persuasive 
publicity of Deltah’s big time magazine national advertising campaign back of such 
a promotion, jewelers know that—to profit more—it’s Deltab Royale for ’54! 









SE oe . . 
PS RPS Fe 


Special Profit Bonus 


ITH DELTAH ROYALE GROUP Remember—the FREE GIFT OFFER AT BETTER = JEWELERS 
will be featured in DELTAH’S BIG CJ 


SPRING NATIONAL AD CAMPAIGN— 

in LIFE, AMERICAN WEEKLY, GD, | t Lh 
PHOTOPLAY and TODAYS WOMAN— C a 
tie in your windows and ads! SIMULATED PEARLS 


ou get this lovely collar FREE 
including silver plated shell) and 
ake $12.75 additional clear profit! 












ONSULT YouR WHOLESALER 





L. HELLER & SON, INC. e 411 FIFTH AVENUE, NEW YORK 








The market LIFE reaches with a single issue— 
11,880,000 households*— is big enough, all by itself, 
to consume the entire yearly production of most 
brands, many manufacturers, many entire industries. 








Fiow BIG is the 
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If, this year, just one watch at $35 were bought by 
someone in each of the households reached by a 
single issue of LIFE, sales to this group alone would 
exceed the estimated total retail volume of watch 
sales through all U.S. jewelry stores in 1953. 

















Dory 


Estimated total 1953 watch 
sales through jewelry stores 
at retail—$400,000,000. 


One $35 watch bought in each 
of 11,880,000 
households—$415,800,000 





*Source: A Study of the Household Accumulative Audi- 
ence of LIFE (1952), by Alfred Politz Research, Inc. 
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Wer 
: 


A. Kahn, Inc., Washington, D. C.: Dramatic “Ad- 
vertised-in-LIFE”’ window helps turn window- 
shoppers into watch customers. 


Losee Jewelers, Whittier, Calif.: ‘‘Advertised-in- 
LIFE” counter displays deliver effective sales mes- 
sages at the point of purchase. 


FFF FS SSDS DDD D SDS DDD SDS SD SS Se SS OS SS OS OS ee Oe ee eee ee © eo © © 
“preretetet tater ete tetera eters "ore" erererere terete ererererererere ererereterererereteteteteererere ee eters tete terete erevetetereteretereretetetete tet etetetetereteret ete eteretetetererereretetererererereteteteterererete stetetereteretete”, SOOO OOOO OOOO ICICI srererececererereserecerestcbssrere erersrereserererereverstent 
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,, 2. 
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How can LIFE boost sales for YOU? : 


Leading jewelers from coast to coast take advantage of LIFE’s enormous 
market locally . . . capture sidewalk traffic with ‘‘Advertised-in-LIFE”’ 
windows... create customers at point of sale with ‘‘Advertised-in-LIFE”’ 
displays. 


When you add LIFE promotions to your sales strategy, you’ll see how 
powerfully LIFE can sell—for you! 
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First in circulation 


First in readership 
First with retailers 





9 Rockefeller Plaza, New York 20, N.Y. 
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Geneva Observatory Contests Prove | 






































Number 

of Position Fahrenheit 

Days of Watch Temperature 
1 66° 
2 
3 
4 seal 
* 
6 
7 
B 
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The timetable on the left shows how competing watches 
are subjected to a grueling 44 day test in different 
positions equivalent to normal wear; also extremes | 
of cold and heat. Omega has come closest to attain- 
ing the theoretical maximum of a thousand points. 


From the renowned Geneva Observatory comes indis- 
putable evidence of Omega superiority. Here you see 
the official reports on competitive ratings in Category 
D (wrist watches) as published by the Observatory. 
Year after year, Omega heads the list —a record 
unequalled by any other watch. And it should be 


noted that only the world’s finest watches compete. 


In addition to the Geneva contests, Omega has set 
highest records for accuracy at the famed Neuchatel 
Observatory in Switzerland and the British National 
Physical Laboratory. And Omega has just been : 
selected as official timekeeper of the 1956 Olympics 
—the fifth consecutive time since 1932 that the Inter- 


national Olympic Games Committee has chosen 


Omega. 


No wonder Omega continues to be the most sought 


after quality watch throughout the world... no 





wonder it is America’s largest-selling quality watch. 


oa 


OMEGA| 
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The Watch the World has Learned to Trust 


NORMAN M. MORRIS 
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Omega Most Accurate Wrist Watch 


Points 





Category D refers to wrist watch chronometers. Cate- 
gories A, B and C cover deck and pocket chronometers. 


CORPORATION e 


655 MADISON AVENUE e 


NEW YORK 21, 


N. Y. 
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J. H. GROSS & CO. 


Proudly announces 
appointment as 


Franchised 
Wholesale Distributor 
f 


COMMUNITY 


THE FINEST SILVERPLATE 


ONEIDA COMMUNITY (Gig) STERLING 
TUDOR PLATE 


BY ONEIDA COMMUNITY SILVERSMITHS 


0} 
ONEIDA COMMUNITY LTD. HOLLOW WARE 


ONEIDA LTD. HOLLOW WARE 


J. H. GROSS & _- 


3210 EUCLID AVE. CLEVELAND 15 OHIO 
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"Two NEW CLocks! 
GS TOPPER 
ata low 
398 


At last a high-style G-E Electric Kitchen 
~~ P . mf ©Clock at a budget price. Easy-to-read 
> Ps) # numerals. Charcoal gray hands. Comes 

= : in red, yellow, gray or blue. Crystal is 
shatterproof. 

At back, a convenient clip to wind up 
excess cord and get it out of the way. 
Special merchandising kit. Retail price 
—only $3.98.* 


ARCHITECT 


728 


New wood-case alarm in choice of three finishes: dark 
mahogany, light mahogany and birch. 

This smart addition to G-E Clocks has brown hands 
and numerals, gold-colored, sweep-second hand and a 
luxury look that makes it saleable for executive office, 
living room, den, playroom or bedroom. Special in-pack 
display. Retail price—only $7.98.* 












PR a 


























GENERAL @@ ELECTRIC 


* Manufacturer’s recommended retail or Fair Trade price, plus applicable taxes. 
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Don’t forget — these 
store-tested, sales-proven 
display pieces are yours 
free with a small qualify- 
ing order. Ask your 
wholesaler about it! 


FOR YOUR WINDOW 








Ret An a AA NAR POA 








FOR 


your 


THIS GOLD FILLED 
CULTURED PEARL 
BRACELET to retail at 


*10.80 


YOURS FREE: 


With Every Dozen Earrings You Order — 
Boxed in Our Exclusive Shadow Box 





COUNTER 





have you heard about JEMS' 
sensational bonus 
promotion? 














Cr esteeenictehardloras eta soncte Peter aeeetntahet tae 


i oN ROS MN eggs 


ASK YOUR WHOLESALER about this new profit- 
packed promotion. Let him show you how much 
money you can make on it. Ask him also for 
the JEMS 1954 line of 10 kt. and gold filled 


earrings and JEMS wonderful new bracelet line. 


Tie in with America’s most profitable line of earrings and bracelets now, and 


watch your sales soar. 


MS JMS Je 





welry Manufacturing Company 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 


WORLD'S LARGEST MANUFACTURER OF QUALITY EARRINGS 


THE JEWELERS’ CIRCULAR-KEYSTONE f 


























TO RETAIL 
FOR $19.95 


17 Jewel Waterproof, Shockproof in Stainless Back Chrome Case. 


Luminous Dial and Sweep Second Hand, Velvet Covered Box. 


Also available in All Steel and Yellow Top Case. 


JUST OFF THE PRESS 
Our 1954 Catalogue. 

Write for it on your 

letterhead. 


FOR MARCH, 1954 


TOWNE WA 


29 EAST MADISON STREET 





CHICAGO 2, ILLINOIS 








PANY, INC. 


RAndolph 6-304! 
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With fingernail, gently neh a eele qivie 
pull down concealed 
key-pin in Engage- AMERICA’S MOST BEAUTIFUL 


ment Ring mounting. 
| DIAMOND RINGS 








——— 


Hold Engagement sensational achievement in Inter-locking 


oA a = p00 to 
edding Ring an in- . sill il 
sert key-pin in slot bridal sets that completely eliminates “BUGS 
Aware that interlocking sets were fast becoming a “must” in retailers’ 
stocks, ALSAN, one of the nation’s outstanding manufacturers of ring 
mountings, made a thorough survey of all interlocking rings on the 
market and found that most lock-sets had numerous drawbacks from 


— —_ “4 — the standpoint of breakage, costly servicing and dissatisfied customers. 
ion. ey stay 


= ye = a This led to a development program over a period of years in which 
the many problems, from ring sizing to foolproof operation were solved 

...and to the eventual perfection of ALSAN-LOCK Bridal Sets: 

ALSAN-LOCK is completely different. The lock itself is an integral 

part of the mounting...it is sturdy, absolutely trouble-free and simple 

to operate without the need of special tools and involved procedures! 














Seeing is believing! Get in touch with your wholesale distributor and 
solve an important merchandising problem in a jiffy! 


ALSAN MANUFACTURING CO. 
| 62 WEST 47th STREET. 
NEW YORK 36, N. Y. 
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incabloc 


will work for you 
ere X=) | ae c:) am 40) 08 


It’s like having 
another salesman 
behind your 


watch counter! 


Never before in the history of watchmaking has a component of a watch done 
so much as INCABLOC Shock Absorbers to create and close watch sales. 
Only INCABLOC-equipped watches give you these strong selling points: 


@ INCABLOC protects the vital parts of 
a watch against damage from everyday 
shocks. 

INCABLOC maintains the accuracy of 
a watch. 

INCABLOC extends the life of a watch. 
INCABLOC is now used in over 75,000,000 
watches—proof that watch manufac- 
turers and customers recognize the im- 
portance of INCABLOC in watches. 

And just as important, INCABLOC protects 

you because —it reduces unprofitable 


returns and servicing to a minimum during 
the guarantee period of the watch—keeps 
your customers satisfied. Tie in with 
INCABLOC’s powerful national advertising 
in LIFE, SATURDAY EVENING POST, WOMAN'S 
HOME COMPANION. Use INCABLOC free 
selling aids—colorful six-page booklets, 
counter cards, mats, watch tags. 


Remember, when you feature INCABLOC, 
you sell more watches. It’s like having 
another salesman behind your watch 
counter. 


For the attention of watchmakers and repairmen: When routine cleaning or repairs are 
required, INCABLOC permits easy cleaning of balance-pivots and oiling of jewels without 


disassembling the watch movement or affecting the adjustment. 


“y 


incabloc 


Made In Switzerland 


INCABLOC CORPORATION, 15 West 46th Street, New York 36, N. Y. 





Volupte presents an exciting, all-new line of tailored costume jewelry, plus a igs 


wide variety of other original styles for Spring and Summer. Tailored to the 


big buying trend, tailor-made for big selling profits. From $2* to $25* retail. 


, 
NATIONALLY ADVERTISED IN VOGUE & HARPER’S BAZAAR. OL PTE 
Costume Jewelry by 


*PLUS FED. TAX 347 Fifth Avenue, New York 1, N.Y. 
COSTUME JEWELRY:- COMPACTS: CARRYALLS:- CIGARETTE CASES.:-LIGHTERS.- PILLBOXES 
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narrow | 
medium! 


wide! 








you get this “customer pleasing” 


range of styles only in 


ttl = 











All over America... women with badly worn rings... that 
separate and shift... are remounting in Wed-Lok Ensembles. 


WHY? Because Wed-Lok is the only locking principle that 
adapts itself to a diversified range of styles...narrow, 
medium and wide. 


This exclusive advantage—plus other Wed-Lok points of 
superiority—the quick-clicking lock GUARANTEED FOR LIFE 
—Tempered* metals for maximum diamond security and 
resistance to wear — impeccable Granat craftsmanship — 
have opened new avenues of profit for jewelers. 





Ask our representative to show you how you can get your 


share of this remounting business... or write us. 
2 & 


























| Manifladaring Company: 


114 GEARY STREET, SAN FRANCISCO Kates CALIFORNIA 
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FLAGSHIP 


Typical exclusives a4 a. : | WPT a pauise 
created by Wyler Mm... , 4 Ls” = 


FLAGSHIP—continental style waterproof* 
$55.00. Dynawind model $71.50 


STRATO-WIND—round-the-world time in STRATO-WIND 
24 leading cities. Waterproof* $71.50 


MARQUISE—push button shutter conceals 
watch. $95.00 . 


*Guaranteed waterproof as | | _. = ep as - x 
long as crystal is intact and | - a a, 


genuine Wyler parts are used. Product of Wyler Watch Factory 


Pioneers for 30 years in waterproof* 


and shock-resistant watches 


Write for booklet on the exclusive Incaflex selling feature WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20 
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No. 1 CRUSADE for Survival* 


Are 


retail jewelers 


committing 


MASS 
SUICIDE? 





The plain, simple fact is grim. The threat, gentlemen, is piracy. It 
must be stopped—now! 


In the jewelry trade, that is no longer a matter of principle. 
It is a matter of survival. 


For years the pride and the conscience of the ethical retail jeweler 
have held him rigidly to professional standards, with “Value” his 
watchword and “Customer Confidence” his reward. 


Meanwhile, the discount house and the catalog peddler have cut 
prices and reduced their standards to the one word, “Volume.” Merit 
of merchandise has surrendered to the illusion of the bargain. 


The Time For Action Is Now! 


The next step retail jewelers take may well decide whether they 
will advance to new horizons of authority and earnings—or be 
steamrollered into eventual oblivion. 

The retail jeweler must help to save himself. If he continues to 
stock lines that discount houses use to overpower him, he will be 
committing suicide. 

The retail jeweler is in serious danger the moment he promotes 
such brands. The discount house can and will drastically undersell 
him on the identical items. And when the public compares prices, 
the jeweler will appear in unfavorable light. 


Thus, the retail jeweler risks more than the loss of a sale or a cus- 
tomer. His good name is at stake. 


You'll Get Help! 


Several reputable manufacturers are determined that bootleggers 
of their brands must be stopped, once and for all. They re carrying 
the fight to every level of distribution, and in the courts. They won't 
call it quits until this piracy is stamped out. But they can’t accom- 
plish that alone! 


The future of the retail jeweler rests primarily on his own efforts. 


His position as the community's standard of judgment and value is 
worth protecting, because it’s his reason for being. 

He cannot long continue to enjoy that position if he promotes 
brands which deny it. But he can strengthen and preserve it by 
promoting products of manufacturers who regard his future as 
essential and act accordingly. 


ANSON makes this pledge... 


1. We will continue to Fair Trade tickets on Anson merchandise. 
our merchandise at the wholesale- 5. We will continue to price our 
distributor level. merchandise at a level that provides 


a just profit to you...and an excel- 


2. We will continue to refuse to sell 
lent value to your customer. 


to “cut-rate” houses and discount 
catalog operators. 6. We will continue to maintain at 
every price level the exceptional 
standards of quality, materials, de- 
sign and packaging that have made 
Anson “the jeweler’s jewelry,” and 
4 .There will be no up-priced retail the customer’s finest value. 


3. We will protect ourselves and 
our retailers against any attempts 
to bootleg Anson merchandise. 


* This message is the opening gun in a campaign 
that will continue. If you share our convictions, 
let us share your ideas. Write us. Call us. And if 
you want reprints, we'll send you all you can use! 
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JEWELRY FOR MEN 


ANSON, INCORPORATED 
24 Baker Street, Providence 5, Rhode Island 
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Terrific . . . aren’t they? And this is only a taste! 


Anson’s line is bursting with exciting news in links . . . over-size links. . . 


every size links. Yes, and in sets and slides too, for men . . . for women. 


But links get their big play. It looks like they’re going to have their 


biggest year. French cuffs are really taking over! 
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Better be ready with the line so big, so brilliant, so original it 


: 


2 e*. 


_¥ 
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sells every type and taste. That’s Anson, of course. 


2 ¥ 
& ¥ 


And remember— 


Anson protects your sole right to those bigger-than-ever jewelry profits. 


Conclusion? The smartest move you can make is to promote Anson this Spring! 
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jewelry for men 


Sold only through your wholesale jewelry distributor 


Anson, Inc., 24 Baker Street, Providence, Rhode Island * Anson Ltd., Canada 
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A NATION WIDE S TARAS 


SELLING IDEA FOR 1954 


SAME SIZE DIAMON 





BUT WHAT A DIFFERENG 


OLD-FASHIONED RINGS 
conceal diamonds. 


“—~FOR THE LATEST i 


: MAE AY 
ORL LEAL 
SS" AGE eee ee? 


a 


FREE! This exquisite Window Display 
Tray MERCHANDISES and SELLS ON SIGHT! 
No extra overhead or operating expense! 


A Huge “REMOUNT MARKET” Is Yours! FEATURE LOCK Shows You How! 


_ Adynamic selling feature . . . a perfect lock . . . plus sales-creating advertising helps including: 
Newspaper Ad Mats, Window Streamers, Colorful Window Displays, Movie and TV Films and Slides, 
ss Self-Mailers, Jumbo Mailing Cards available . . . all BACKED BY POWERFUL FEATURE LOCK 

ATIONAL ADVERTISING reaching more than 100,000,000 readers! Contact your wholesaler today. 


y | Rings enlarged to show detuil. Pat. No. 2,507,348 and others. 


IC. © 130 WEST 46th STREET, NEW YORK 36, N. Y. 





FEATURE LOCK’S ‘‘MAGNIFIED DES) 
displays the FULL BLAZING BEM) 
OF DIAMONDS... MAKES DIAMON 
LOOK LARGER...LOVELIER INSTANT) 


FEATURE LOCK’S “MAGNIFIED DESIGN” 


MAKES THE SAL 


NOW you can RESET yo 
customers’ diamonds WITH 
TEN DAYS... quickly... 
PROFITABLY! 


12 SALES-PROVEN STYLES..) 
available in white and ye 
low gold ...in 3 DIFFEREN 
HEADSIZES ... A COMPLET 
RANGE OF MELEE SIZES... 


specially selected to satis! 
every style and price need 


® Streamlines your tt 
MOUNT SALES! 





® 


‘*¥ried and Proven’ 
A PERFECT LOCK 


A tiny lock swings 
oct of secret hiding | 


piace. "< x 


eta 
isi Sig 
A ; 
" a 


Rings lock together 
., easily...securely! 


Rings in perfect po- pes 
sition ... show dia- 

monds in full view “ 

at all times. Never y. scan) 
@ sign of the lock % Rima) 
whether worn sepo- z 
rately or together. 





This New Display FREE with iy 3 TDASTMASTER toasters! 


FEATURES 


Hinged display can be 


arranged back-to-back, ies 
end-to-end, or at any TOASTMASTER 
angle in between. oo — TOASTER 


Sturdy, attractive, and 


takes little more space 
than two toasters. 


Twin platforms printed 
in beige-colored fabric 


Six-color display high- ¥ 1 / : a 4 Sales features on back for 
lights sales features of § i j me. | if . ready salesperson reference. 
each toaster. 4 . | : 






























You get Selection, Double Sales Potential, and Trade-Up! 


| NEW TOASTMASTER 2-TOASTER DISPLAY 


Only here can you offer selection right from this 2-foasfer display! 


Selection... Only ‘‘Toa s tmaster’’ —.. ee Th e Pi sh behind it! 


offers you that always-desirable mer- 


chandising feature. This compact dis- “SP ECIA L OF FER R 


. edie lage : : ff) 
0 play spotlights this price choice in cc ee ; MMithray Meethie 


al America’s most-wanted toasters. 
i doesn’t leave room for a “‘no’’ answer. 50 consumer leaflets—1B16 
Double Sales Potential... Two _—_ 50 consumer leaflets—1B14 _ No other manufacturer has ever given its 














Mths 





Toaster do you prefer?’’—this display Tf vo ew 
wh f/ 
Nr closing choice. 


When you ask the sales-producing — counter display . yi 
question —‘‘Which ‘Toastmaster’ _ cccccccce RO CRENBD J Mh NG, hor x? 
fh It pulls your customers toward asales-  _ LTT 


f Toastmaster’’ Toasters mean twice = eeeeeeeeee-NO Charge __ retailers such consistent support! McGraw 


the sales potential for you. Here,ina _ Electric POST ads will be pulling for you 


each and every week for 52 weeks, during 
1954! Week after week, powerful ads will 


ee 


single brand, are two models of the Cut and mat sheet 
world’s most-famous toaster. 
Trade-Up ... With two “Toast- | x04 _ build a preference for ‘“Toastmaster, 





master’ Toasters you can now trade- _ __ Manning-Bowman, Tropic-Aire and Ever- 
. . . . _ All this with the purchase _ hot products as never before. All this, 
up without getting involved in con = P PLUS a total of 166,000,000 hard-hitting 


fidence-destroying brand switching. (at your regular cost) of | advertising messages in these magazines... 
— that isn’t possible on any other only 3 ‘‘Toastmaster’’ Look Better Homes & 
nally advertised toaster on the mar- - P ‘ - McCall’s Gardens 

ket today! Here’s the most logical ap- Toasters in any combina- 7 louse & Gerdes Country Gentleman 
plication of one of the surest closers _ tion of the two models! Holiday House Beautiful 

in selling. sOMBriide’s Magazine New Yorker 

Put this Ss elling str at e gy t ow ork See ee Se eee ca annem ee Gui j de f or The Bri d e M ° d ern Bri d e 
now. Don’t miss out on this great 


new innovation in toaster merchan- 
dising. Call your distributor today. VY 
SUPPLY IS LIMITED! Safire 











Call Your Distributor Now! Automatic Toasters 


**TOASTMASTER" is a registered trademark of McGraw Electric Company, Elgin, Ill. © 1954 
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SeEMCa ... new 8-day alarm clip cloc 


WINNER OF THE 1954 
FASHION ACADEMY AWARD 
















One of the new 1954, 
sensationally styled, original 
design clocks now being fea- 
tured in the full, new Semca 
Clock line. 


For the second consec- 
utive year, all Semca and 
Phinney-Walker Clocks have 
been awarded the Fashion 
Academy Award for superi- 
ority in styling, outstanding 
design and accuracy of per- 
formance. 


8-DAY 7-JEWEL DESK ALARM No. 7866 


For the executive, for the secretary, collegian or home. 
It's a clock! It’s a clip! It's a two-in-one convenience for 
the desk. This unique combination does two importanl 
desk-top jobs! Tells the right time and holds importan! 
papers or memorandum pad in place. It has an alarm, 
also serves as a paper weight. The square clock is set in 
a strong gilt-finish metal paper clip, which may be en 
graved with any desired message, slogan, insignia, name 
or initials. Silver finish dial, gilt numerals, with luminous 
dots and hands. Size 5-3/4” x 3-9/16” x 1-7/8” 


Retail Price $22.50 plus tax 








Prices Slightly Higher on the West Coast 











Consult Your Wholesaler 


semCa CLOCK CO., INC. 30 IRVING PLACE, N. Y. 3, N. Y. 


Manufacturers of Phinney-Walker Clocks Since 1915 








talk about chains for men? 


fag UULL~ features figured if 


AZINE FOR MEN A 
silk weskits worn y 
with heavy chain in their 
“EDWARDIAN ERA OF ELEGANCE” tN 
style forecast. 






Cl 











PHOTO BY 






OTTO MAYA 





BASIC MEDIUM FOR THE JEWELRY DESIGNER 
¢ ALWAYS ADAPTABLE TO FASHION TRENDS 
take pride in the chain YOU sell .. . 


... Select it for QUALITY and appeal. 




















ATTLEBORO, MASSACHUSETTS 


MACHINE CHAIN MANUFACTURERS ASSOCIATION _ provinence 5, Hove IsLaNo 


MAPLEWOOD, NEW JERSEY 
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roudly presen ae ee 
: jewelry ; gs __:. 





Set 





Coro captures forever the beauty of Real Gold in 


COORO LITE. 


with the exclusive “FUTURA FINISH” that’s 
GUARANTEED FOR LIFE!* 






















Never before has any fashion jewelry carried such a guarantee! Never LIGHT IN WEIGHT. Many millions of your customers will see Coro’s 











before such unparalleled beauty in fashion jewelry design! The new big national advertising campaign for COROLITE via newspapers, national 


COROLITE has the appearance and wearing qualities of real gold, thanks magazines, radio and TV. Everyone will be talking about COROLITE’S 











to Coro’s exclusive “FUTURA FINISH’’. This fabulous, permanent GUARANTEED FOR LIFE “FUTURA FINISH” TO SELL MORE IN ‘54 youll 





finish cannot tarnish or wear away! Temperature, atmosphere, even salt want to see — and stock this revolutionary new line of fashion jewelry by 





water will not affect it. What’s more, COROLITE jewelry is unbelievably Coro. Visit your nearest Coro showroom or write for full information... TODAY! 





*Scientifically years ahead! Exhaustive laboratory tests here and abroad on Coro’s 


secret Swiss process prove that the “Futura Finish” is permanent. That’s why Coro, 










America’s first name in fashion jewelry, guarantees this finish for life. 








JEWELRY 


Sic nm A Pino VU 


OFFICES AND SHOWROOMS IN PRINCIPAL CITIES: 


New York « Providence « Chicago «+ tLosAngeles «¢ Sanfrancisco ¢ Dallas « Atlanta e Miami « Toronto « London 


NATIONALLY ADVERTISED "“COROLITE" by CORO 


One of a series of advertisements that is telling and selling millions of your customers in full-page color ads in the 
country's leading fashion magazines. I+ will pay you to stock CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 
For further information write CORO, INC., 47 West 34th Street, New York 1, Dept. HB. 










—s Suggested 
. Retail © Engraved —_ Fishtail 
oe Price = Sides. «Sides 
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POLISHOOK’S BASIC DIAMOND RING 
_ INVENTORY CONTROL 


Needlepoint 
Sides or 


Sides Sides | Stock 


Fh. 


a 














MR. POLISHOOK GIVES YOU A STARTLING REPORT ON DIAMOND RINGS 


v= are your business! Sirice you 
cater to them, it is essential that 
you know their likes and dislikes. Either 
they like your diamond rings and buy 
them—or you lose a sale. 

We, at Polishook, have the facts for 
you. For almost three years we carefully 
tabulated the actual over-the-counter ex- 
perience of hundreds of successful re- 
tailers, the daily reports of our salesmen 
and the market information of our 
diamond merchandisers. The result of 
this intensive research is our “Basic 
Diamond Ring Inventory Control” 

a unique set-up of 76 mounted diamond 
ring styles in your bread and butter re- 
tail price range from $75 to $200. Take 


another look at the chart above! Our 
survey proves, for instance, that you 
should carry a certain style six times 
as often in one price range as in an- 
other; or that you should stock almost 
twice as many styles in the $150 and 
$200 ranges as in the lower brackets. 
Our Basic Diamond Set-Up does all 
this automatically for you. It includes 
everything from one diamond bridal 
sets to 35 diamond bridal sets, each ring 
available with the center diamond of 
your choice. All in all, we offer you the 
76 best- selling ring styles—not too much 
—not too little—an absolutely complete 


selection, which can reduce your present 
inventory by 50%,_increase_your dia- 


MANUFACTURERS OF “EVERYTHING IN RINGS” SINCE 1898 
3 FAMOUS NAMES... “LLOYDS OF NEW YORK", ‘‘FIRST LADY”, “FIDELITY”, 


mond profits through the soundest mer- 
chandising you have ever seen! 

The many jewelers who use our BDIC 
set-up are enthusiastic. Already it has 
proven to be the greatest success in our 
55 year history. There is a Polishook 
salesman in your territory. A three cent 
stamp and the coupon below can revo- 
lutionize your diamond business. Write 
today to 


| Kk. POLISHOOK & SON CORP.- 

| 216 East 45th Street, New York 17, N. Y. 
| Gentlemen: 

[] | would like to inspect your BASIC 
| DIAMOND RING SET-UP. 
| 

| 

| 


[] 1! would like your sample selection on 
memorandum. 


ADDRESS 





st ae by Aone @ 8185. 74a ates eae Created in a 
Mesias fiinel Melcoge etiam aiipmatching Grey 
Wed tae velo Mel wees icmes-gting for watches 


and other small gems. 
Sele ee PE Miteeerme@ersay (Min. Order 


No. 11 — SOLID BLA@ Ae eS itis lemns eee 
Displays 12-pair of Earrineteiis eriai se aalsieiny 
and neatness on a match'ijemgtaim iene atc 
Pad. 

» Prices 4A), erie Blort 


Dozen Wememecigceim ialts ee Bice! tal 


SGE CRYSTAL CLEAR TRAY. 

The perfect setting ‘for odd pieces, pins, 
compacts, neg aces, bracelets, etc. Your 
choice of Black, Grey or Maroon Velvet Pads. 
Price: $44.00 per Dozen 

Packed one-half dozen to-¢ carign (Min. Order) | , 

™ “No. 10 — CRYSTAL CLEAR EARRING TRAY. 

Designed to display 12-Pair of Earrings with 


Outside dimensions of: : . 
<a lier your choice of rich Velvet Pads in Black, Grey 


Large Trays—17 x 11 x 12" 


Small Trays—10% x72 x . ot has. ae or Maroon. 
_— ree, Price: $29.00 per Dozen 


Packed One Dozen to a carton (Min. Order) 


Displays 


48-Pair of Earrings 


FNo. 23 — LARGE EARRING 
TRAY. Crystal-Clear plastic with 
your choice of beautifully fitted 
rich Velvet Pads in Black, Grey 
or Maroon. 


For the name of your nearest distributor : : 2s 2 ‘4 / a4 Price: $65.00 per Dozen 
in your area, please write to Dept. A-58: ey, 8 ee - fA : Packed one-half dozen to a carton (Min. Order) 


ATLANTIC PLASTICS COMPANY 


585 Boylston Street Boston 16, Massachusetts 
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here’s how to 





naomi ring 


P , , 
eaturing the exclusive ° 
’ naomi-lok 





You name it, Naomi’s 

got it! Ring Locks and Ring Guards 
for men or women... any size, 

any shape. All expertly crafted of 
quality materials...including 
RHODIUM, the precious metal that is 
durable and non-tarnishing. 


the new naomi-lok 
a DOUBLE RING LOCK THAT WORKS! 


Here’s a ring lock that Aolds wedding sets together. . 


safely, securely. NAOMI-LOK prevents wear between rings. 
Easy to attach. No sharp edges. Hand polished 

in white or yellow 14Kt. gold. Now available in new 

extra large size. A sure-fire sales winner! 


AVAILABLE AT NAOMI CERTIFIED MATERIAL HOUSES & WHOLESALERS 


SPECIAL BONUS OFFER! 2 DOZEN NAOMI-LOKS FREE 


with every dozen you buy 


A) FREE FER a 
ye This coupon entitles you to 1% dozen #12 NAOMI-LOK Ring Clasps for the price of 1 dozen, in 1/20-12Kt. 


white or yellow gold filled. 
Bring this coupon to your wholesaler, buy 1 dozen NAOMI gold filled ring clasps and receive the % dozen free. 4 


Please fill in your store name and address below: 










Mc tatenatentincetet 
Paratatatahenena 





cep 














NAME Mr. WHOLESALER: We will red @im this 

coupon for % dozen #12 naomt-w« ring i 
STREET clasps in 1/20-12Kt, GF, at no extra 

charge. Kindly mail direct to our fac- 





CITY & STATE tory or give to our sales representative. in 





( rt negotiable and not redeemable in any state or locality where the issuance or 
redemption of coupons is prohibited, limited, taxed or regulated in any manner.) O 
Porsche ISLAND PARK, NEW YORK 


BECOMES VOID MIDNIGHT JUNE 30 1954 GO 
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Naturally you sell watches for adults. But why 
confine yourself to only this part of the family? Con- 
sider how much more business you can get if you 
sell the whole family — children, too! 


There’s no better way to do this than with U.S. Time 

Character Watches America’s favorite watches for 

children. Real traffic builders — children’s watches 

_ bring the parents into your store. Once in, they're 
potential customers for the regular Timex watches 

you: have on display. Parents want Timex, too — 

because they are designed and priced to meet the 

ec $ of the mass market where the greatest 


3 rimex doesn’t compete with your expensive watch 
lines. Just the opposite! Its volume price broadens 
your entire watch business... brings you extra 
profits by building extra traffic and giving faster 
turn-over! Look into Timex now! 


Here's how Timex Ad- 
vertises to this Market 
Nationally. FULL 
PAGES in — 


LIFE 


SATURDAY EVENING POST 


TIME 
CORONET 

MCCALL'S 

GOOD HOUSEKEEPING 
NEW YORKER 
ESQUIRE 

GLAMOUR 

SEVENTEEN 
MADEMOISELLE 

FARM JOURNAL 
COUNTRY GENTLEMAN 
PROGRESSIVE FARMER 


ONE YEAR GUARANTEE 


eM E xX 


PRODUCT OF THE WORLD’S LARGEST MANUFACTURER OF 


CHARACTER WATCHES FOR THE CHILDREN 
hy Me: Vad od 2 OR Come) 8 Oe 9 8 Oe CC oe ee - 1 OP GS 


Walt Disney’s 
Cinderella 


wrist watch Hopalong Cassidy 


wrist watch 


HANDSOME. RUGGED WATCHES 
FOR FATHER AND BIG BROTHER 


Waterproof* 


Gold-toned 
Timex Marlin 


Marquette 


BEAUTIFULLY STYLED WATCHES 
FOR MOTHER AND FOR SISTER 


Ladies’ chrome 


Swing-a-ling Petite watch 


in jewelry box 


*Timex Marlin and Sportster models stay waterproof and d ustproot & : 
long as crystal, crown and back are intact and, if removed, expertly rtly replaced. po 


WRIST WATCHES * S00 FIFTH AVENUE, NEW YORK) 















THE TRULY MODERN JEWELRY STORE MUST BE AIR CONDITIONED 
| a ld 







Is water for air conditioning 
4 problem « 








get CHRYSLER AIRTEMP 


Waterless Air Conditioning « 
















Conventional air conditioning for jewelry stores uses lots of 
water, and in some places water is scarce. Or it 

may be too expensive or too hard or corrosive. But 

now Chrysler Airtemp advanced engineering has made 
modern air conditioning practical for any jewelry 
store—anywhere! Chrysler Airtemp Air-Cooled Air 
Conditioning uses only electricity—no water whatsoever. 
Because no plumbing is needed, it costs less to install. 
And it’s a compact package which 

takes up so little space! 














Whether you install Chrysler Airtemp Air-Cooled or 
Water-Cooled “Packaged” Air Conditioning . . . you can depend 

on the attraction of a refreshingly comfortable atmosphere 

to increase your hot weather business. Air conditioning will add 

to the air of refinement, dignity and confidence so 

important to your business. And with Chrysler Airtemp 

Air Conditioning to make them feel better, your employees will be 
more courteous and more efficient in their selling. You will 

find, too, that your store can be kept sparkling bright with less 
cleaning and redecorating. Send coupon now for complete details! 



































“Packaged” Air-Cooled Air Conditioners, 
which operate without water, and Water- 











maint or REFUND o> 
Cooled types in nine models, 2 through Couche’ by ® 
15 H.P. Other Chrysler Airtemp products Good Housekeeping 


. e,e . yy 
for all systems of air conditioning — a Res aovearisto 1 


complete line to suit every requirement. 


SS SD ED ED ED GED ED ED ED GED ED GED GED GS GE GE GE Ge a a ay 


Airtemp Division, Chrysler Corporation JCK-3-54 


| 

P.O. Box 1037, Dayton 1, Ohio | 

* H RYS i 5 R A | R| 5 Vy] p I’d like to know more about Chrysler Airtemp Air Conditioning. | 
| 

| 

| 

| 


Name 





heating © air conditioning - for homes, business, indust ry 


Address 








Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 
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_ As appearing in full color in VOGUE, March 15th 
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FRAGONARD...Necklace, thirty-five dollars. Earrings twenty. Bracelet, not illustrated, twenty. Prices approximate, plus tax. 


Design patents pen inate’ 








Biggest voice ot any Fersonal Kadio ever 
EW G-E TRIPMATE 





Speaker 16% bigger than any | My, 
.. 33% bigger than most! — * 


% 


ttt Fa ti 


Ten times longer battery life 
—than in radios of the past! 


A powerful radio instrument | Ss 

—notatoy. Compact, light— @ gees 2 

the perfect traveling com- §& | 

panion. Choice of three ae - a tas 
college-approved shades of Ee ae me 4s 
gray, red and green...one | Ee ee a er 

low price. Model 620 right. 


Only $9995* 


General Electric Company, Radio& TV 
Department, Syracuse, New York 





*Batteries extra. Prices subject to 
change without notice. Slightly higher : ms on oe 
West and South. ee | oe il ek eo 


Petes 





FREE CARRYING CASE—YOUR SALES CLINCHER! 


re — Especially designed, sturdy, sporty case. Offer 
se Se it free with G-E TRIPMATE to customers! Ask 
se —— ee eet your distributor about these smart cases today! 
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FAMOUS G-E 2-IN-1 RADIO! New for 54! Outdoors 
a portable, indoors a table model! Plays up- 
right or on its side... on long-life battery, AC 
or DC. Choice of Campus Green, Pennant Red 
or Stadium Gray —all at same low 

Price. Model 630 above. Now only $3995* 





EXTRA POWER! LUXURY 3-WAY PORTABLE! Outstanding 
tone! Super-sensitive, super-selective — it over- 
comes barriers, plays under adverse conditions. 
Choice of Collegiate Maroon or Varsity Gray... 


both at same low price. Model 640 
GENERAL @@ ELECTRIC sccras ho tage 
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You can put your confidence in— 

















FRI-WELL MEAL-MAKER 
























it pays to promote 


DORMEVER 


Dormeyer has what it takes to build 
successful hard-hitting retail promo- 
tions. Top-notch products—with a # §§#iiisiag 
nationally advertised name... and 
backed by the promotion-wise sales 
policy that has made Dormeyer BIG 
(AND GROWING BIGGER!). 


Want to run a Free Trial Promotion? 
A Package Promotion? Dormeyer has 
them ready for you—complete with 
display materials and kits of direct-mail 
ad helps. Call your Dormeyer distributor 
for all the details—now. 


— oo 


eye ee 


















pas eee = 


es —T * 


be ee 


Dormeyer Corporation, Kingsbury and 
Huron Streets, Chicago 10. 





FREE TRIAL 
PROMOTIONS 





All Dormeyer Products 
Are Advertised in 


The Saturday Evening 





PACKAGE 
PROMOTIONS 


POST 











BROIL-WELL BLENDER “DORMEY”’ TOASTMAKER COFFEE-WELL POWER-CHEF 
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- Your Basic Merchandising Kit 


POOR Se ee 





Platinum Metals Division 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, N. Y. 
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on Palladium 


...to help you get the full benefit 
from our customer advertising 


Use these sales aids to remind your customers that you sell 
the distinctive rings and jewelry created in palladium. For 
more and more of your customers are reading full-page, two- 
color advertisements on palladium in such publications as 
Harper’s Bazaar, Charm, Glamour, Seventeen and Mademoi- 
selle. 


Here are the traffic-building sales aids you will receive when 
you send for this free Basic Merchandising Kit. A set of 
interest-arousing newspaper mats...two attractive display 
signs, easel-mounted for use in windows and on counters... 
a booklet, “‘“Radio, Palladium and You,” describing our record- 
ing of four top-flight, one-minute commercials ...6 copies 
each of the booklets, “Palladium, A Precious Metal of the 
Platinum Group” and “The Eight Precious Metals.” 





should see ber heirloom new! 
..ip its beantafal sew palladiam setting £ 





Additional copies of these informative, sales-stimulating 
booklets can be obtained for your own mailings by using reply 
card enclosed in the kit. 
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So mail in the coupon today. We will also send you a copy WA ee : 
of “Palladium Jewelry and Where to Buy It.” \ ~y ee EE 


ACLU 


a precious metal of the platinum group 





Tie in with our consumer advertisements 
by showing this metal-faced palladium 
sign. Feature it prominently, in your 
window and counter displays. It’s in- 
cluded in your Basic Merchandising Kit. 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


* Please send me without charge your Basic Merchandising 
« Kit on Palladium. 


Name 





Name of store 





Address 











N, kK WwW. to turn this famous silver protection into 


Y, f 












PACIFIC 








4 
. 


Pacie Clee 


Pe 
“TNVELY PREVENTS T* 


Re“ 
*ES Pi iceine 


Shug 
% 
ss Vir eres C4 Mind | ws 


@ 
Se Pay, *Ot8 2s week 


x U5 gy 
SRE READY Oe 1ESTA BT BEF 


ee : ? $ 
og 











BLUWE for Holloware PINK for Flatware GREEN Make-it- Yourself Kit 
Set of 4 bags for holloware of Kit contains 4 rolls (each holding Contains 2 yds. Pacific Silver Cloth, 
all sizes... from large trays 8-pce. place setting ) and one bag tape, thread, sulphur-free cement— 

to bread-and-butter plates. for large serving piece. the complete makings! 


All dressed up in 3 eye-catching colors... handy-handle kits Fria" snour 88 
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your big REPEAT seller 









































WU GIFT PAKS 


POSITIVELY PREVENT TARNISH! 








The BIG THREE... | . — 
to promote for all gift-occasions .. . | a? 


to sell Mrs. Customer again and again 








Get ready for traffic. Now America’s most popular 
silver protection is packaged for gift-giving. Yes 
... famous, tarnish-stopping Pacific Silver Cloth 
goes glamorous—in three of the most colorful, 
eye-stopping kits ever. 





Oe RRA 





And added to their new party dress, these Paks 


are so novel, useful, inexpensive. Customers will The one and only cloth that positively prevents 
buy them again and again...for bridal showers, an- Rated best protection against tarnish in Reader's 
niversaries, bridge prizes, events around the year. Digest report of impartial tests! Yes, Pacific Silver 
Youll see what once was a staple item turned Cloth stops tarnish far spenie eff ectively than any 
flannel . . . any so-called “anti-tarnish” cloth. 


into your busiest repeater. 
The reason—Pacific Silver Cloth is made with 


millions of minute silver particles. This invisible 
“armor absorbs all tarnish gases in the air before 
they can touch stored silver. 


Use these beautiful Paks to brighten your win- 
dows. Feature the “step-right-in” appeal of their 
small price. Promoting Pacific Silver Cloth Gift 


Paks up front is the sure way to push volume ahead. 
Users report this beaver-brown cloth saves hours 


of polishing, saves wear and tear on silver plate, 
saves dipping that may dull lustre. Protected by 


Adverti ts in LIFE zi i 
renga a one Pacific Silver Cloth, silver stays ready for instant 


beginning April 19... will send 
millions of women out to buy use. 
Pacific's new Gift Paks. Be ready... 
order now from your regular Pacific 


Silver Cloth bag and roll supplier. 


Silver particles in Pacific 
Silver Cloth soak up tarnish 
gas completely . . . before 
it can touch silver inside. 











Check your stock of these other leaders: 
PACIFIC SILVER CLOTH-LINED CHESTS, FILES, SILVER SAFES, BAGS, ROLLS - PACIFIC MILLS, 1407 BROADWAY, N. Y. 18 
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WHERE LONGINES-WITTNAUER 
WATCHES ARE SOLD 













bi eet ad, acing eae 


Every Longines-Wittnauer advertisement tells where “Longines-Wittnauer 


Watches are sold’”—supplies the important direction that converts interest 





into sales—features the Shield of Identification of the Authorized Longines- 
Wittnauer Jeweler Agency. First adopted more than 50 years ago and ag- 


gressively promoted through millions of dollars of advertising, the Longines- 





Wittnauer Agency Shield has become a symbol of the Jeweler Agency : 


—a profit-making asset to every Authorized Longines-Wittnauer Jeweler. 


engines We Co, Spe 


Since 1866, maker of watches of the highest pret 
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, pw coffee bean’s skyhigh jump 
and its current continuing price 
climb inspired John D. Wilson of 
Wilson’s Leading Jewelers, Syracuse, 
New York, to establish a coffee “plat- 
form.” 

“What this country needs most is 
a good five cent cup of coffee,” de- 
clares Wilson. “We'll serve our cus- 
tomers the best brew they ever tasted 
at the good old-fashioned price of 
five cents a cup.” Wilson set up a 
coffee bar in his store—by using an 
attractive arrangement of electric 
coffee makers. The five cent special 
includes sugar and cream, and there 
is no extra charge for take-out orders. 


Because of the strong belief that 
coffee has gone too high, the coffee 
bar has proved to be a good traffic 
builder, with swarms of coffee drink- 
ers entering the store to take advan- 
tage of the five cent price. 

Incidentally, this is an excellent 
means of demonstrating (and selling) 
coffee makers. 


© © 
AST month we spoke about the 


earring craze in England. We 
now realize their enthusiasm over 
there is quite conventional, for all 
they do with earrings is wear them. 
Down Baltimore way in this country, 
they are really going crazy over ear- 
rings. Through the gimmick of the 


chain letter, they play games with 
earrings. 


All a girl has to do when she re- 
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ceives an earring chain letter is to 
leave off the top girl’s name and send 
her a pair of earrings. Then she adds 
her name in the second place and in- 
dicates whether her ears are pierced 
or not. She sends out six copies of 
this letter. And in the words of the 
chain letter, “When your name gets 
to first place, you'll get 36 pairs of 
earrings. Won't it be fun?” (We re- 
fuse to answer.) 


However, the Baltimore Sun has 





You never know when an 
article you saw in THE JEWEL- 
ERS’ CIRCULAR-KEYSTONE—Con- 
taining ideas which you noted 
but had no use for at the time 
—will be just the thing you 
need at a later date. 


However, when the need does 
arise, the quick way to find that 
article is to look it up in our 
annual Editorial Index, pub- 
lished in every January issue. 


The next step, of course, is 
to have the right issue on hand. 
Jewelers are always going to 
expense and great effort to ask 
us for copies of JC-K they for- 
got to save—to find that “lost” 
idea. 


Save time and money. Save 
your JC-K’s—for at least two 
years. 
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kindly offered statistical comment on 
this matter. If the chain was not 
broken, “By the time the tenth girl 
in the second round got her jewelry, 
there would be 60,466,175 letters in 
circulation and the nation would be 
ridiculous with earrings.” 
Incidentally, in case any reader is 
contemplating starting such a chain 
letter—don’t! The Post Office calls it 


a lottery and illegal. 


> © 
wi split hairs? Yes, why split 


hairs when you can drill holes in 
them ? 

Howard P. Adam, Milwaukee 
jeweler, does just that. He can drill 
a hole in a human hair. Adam teaches 
at a Milwaukee vocational school, and 
has found hair-drilling impresses 
watch repairing students with the 
necessity for careful work and pa- 
tience. It inspires these would-be 
jewelers not to give up easily when 
working with tiny objects. 

The jeweler made his own drill for 
hair-drilling. It seems there was none 
on the market. He took a piece of tool 
steel about the size of a darning 
needle, hardened and tempered it and 
then put a drill point on one end. 
The point is much finer than a needle 
and has threads. Adam explains that 
the threads are necessary because 
puncturing a hair will split it; it 
must be drilled. 

After making his drill, Adam 
jerked a hair from his head and 
started his first drilling job. And it 
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pane! 


Does your diamond line have 


these hinge Essen advantages? 





Smart Styling 

Popular Pricing 

Beautiful Craftsmanship 
Recognized Fine Quality 
Consistent National Advertising 


Complete Dealer Helps for Loeal 
Merchandising 


Orange Blossom rings are sold by better Jewelers 
everywhere. Their reputation for beautiful styling and 
superior quality builds prestige and profit for those 


who display them. 





TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8, Mich. 
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took hours before he worked out how 
to do it. Now he can perform the 
entire operation in less than a minute. 
So what does Adam do with a hair 
with a hole in it? 
He threads another hair through it! 


> © 


te sie testimony to the clock- 
maker’s art is the famous “gold- 
en ball” clock atop the information 
hooth in New York’s Grand Central 
Terminal. 

The four-faced clock had performe:i 
faithfully for 41 years, but recently 
its keepers were compelled to send it 
to the Brooklyn factory of its maker, 
the Self-Winding Clock Co., for treat- 
ment. When it was laid off duty for 
repair, the venerable clock had not 
stopped. It was struggling gallantly 
onward in its pacing of time, but los- 
ing a few minutes a day. Subject to 
correction via Western Union, it 
picked up the correct time hourly, and 
this enabled it to perform its duties 
fairly well. But lately, on its hourly 
correction, it would take a jump— 
sometimes as much as ten minutes at 
a time. On such occasions people 
would visit the station master’s office 
to report the erring timepiece. In 
these emergencies the clock was 
“bagged.” A large paper bag would 








be thrown over the eccentric clock so 
travelers would not erroneously as- 
sume their watches to be wrong and 
thus miss trains. 

The 175,000 people who daily pass 
through the terminal are putting up 
with four substitutes, ordinary elec- 
tric clocks. They look forward to the 
golden clock’s return. The terminal 
just isn’t the same without it. 


& © 


oo HY AVE you seen my five-eighths 
of a pickle fork?” we were 
asked. 

Quick as a flash, we retorted, “No, 
and we haven’t seen the other three- 
eighths, either. 

However, we learned that in Wal- 
lingford, Connecticut, there is such a 
thing as a five-eighths of a fork. As 
a matter of fact, there were exactly 
43 and two-thirds dozens of pickle 
forks of the five-eighths nature at the 
annual inventory of Wallace Silver- 
smiths. There were also one and one 
half gross of a 15/24s soup ladle. 

They are in the form of sterling 
silver pieces that were partially com- 
pleted at the moment the Wallace 
plant was shut down this year for its 
118th annual inventory. The frac- 
tions, of course, represent the degree 
of completion at the turn of the year. 








“We'll take that one — about 15 years from now." 
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E speak with sympathy ot a 
clock recently installed in the 
City Ha!l tower at Salem, Oregon. 
Across the street from the clock is 
a hotel, and the guests complained 
that the clock’s tolling of the hours 
through the night startled them from 
slumber. The ideal solution to the 
problem would have been to let the 
clock ring out during the day and 
remain silent at night, but city engi- 
neers found this impractical. So they 
made a “clock silencer,” which is a 
leather boot that covers the clock’s 
clapper at night and lessens its ring. 
But it must be humiliating for a 
fine new clock to be forced to emit a 
dull “bung” when it is capable of 
producing a cheerful “bong.” 


© © 
_— Japanese have a reputation 


for putting everything to use, and 
their conversion of old tin cans into 
new items adds to it. 

The Navy supply depot at Yoko- 
suka, Japan, doesn’t throw tin cans 
away. It sells them to the Japanese. 
Handicraft workers then make them 
into inexpensive jewelry, trinkets and 
souvenirs to sell to Gls and other 
Americans. They, in turn, usually 
send them back to the United States, 
where the tin cans came from in the 
first place. 


© © 
VERY time there is a robbery of 


a jewelry salesman, the story gets 
a good play in the newspaper cover- 
ing it because the public is fascinated 
by such robberies. The value of the 
diamonds or other merchandise is 
usually referred to several times in 
the account, and sometimes both 
retail and wholesale prices are men- 
tioned. Naturally this information 
has to be obtained by the reporters 
from the salesman or his firm. 

Albert S. Rose of Rose Jewelry, 
Meridian, Mississippi, makes a good 
point about such cases. He suggests 
that only one price be given to the 
newspapers. With both wholesale and 
retail prices being printed, the public 
always computes the difference and 
assumes that it represents the jewel- 
ers profit. This is misleading to the 
public and damaging to the retail 
jeweler and his industry. 

We concur with Mr. Rose. Under 
such circumstances only one price, 
either retail or wholesale (not both) 
should be given to the press. 
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Easter Window 


“One of the most beautiful Easter windows in Maiden Lane, New 
York, last week, was that of William Barthman, on the corner of 
Broadway. Mr. Barthman’s window, which is one of the largest in 
the “Lane,’”’ was decorated entirely in white, and on a white ground 
were shown the various lines of silverware, jewelry, watches, novel- 
ties and other lines which he carries. The most beautiful part of the 
window was that section containing the diamond jewelry, which, in 
addition to the other decorations, contained a large and perfect repre- 
sentation of an Easter lily plant. In this window Mr. Barthman had 
displayed between $60,000 and $70,000 worth of diamond jewelry.” 


(April 18, 1900) 


Goldsmith Bros. Ad 


“Whether you are a believer in United States expansion of territory 
or not, you will agree with us that expansion of the pocketbook is 
desirable. Prices we pay: old silver, 50 cents per oz.; platinum, 75 
cents per dwt.; old gold, 32 cents per dwt (8 karat).” 


(June 6, 1900) 


Goods Properly Displayed 

“One of the handsomest outfits that will be seen on the road this 
year will be that of Oskamp, Nolting & Co., Cincinnati, O. Every 
tray was made by this firm in their own house and matches the 
articles which will be shown in them. The trade at large will be given 
the opportunity to see how well goods look when properly displayed.” 


(June 27, 1900) 


The Leathers in Demand 


“The leathers now in most demand are sea lion in brown and black, 
monkey skin in olive and light brown, and pig skin in gentlemen’s 
belts and traveling bags. Lizard is as popular as ever.” 

(July 4, 1900) 


Mississippi Pearl Button Industry 


“The fresh water pear] shell industry, which has grown up in recent 
years as an outcome of the flurry of interest in hunting for pearls in 
the rivers, now gives employment to between 500 and 600 people. The 
shell is dredged in the Mississippi River in southern Minnesota, and 
northern Iowa. Five factories have been set up in Prairie du Chien, 
Wis., to do rough cutting of the shell; final finishing is done in New 


York.” 
(June 27, 1900) 
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Attleboro Notes 


“John E. Tweedy, of Cheever, Tweedy 
& Co., left last week for a long vaca. 
tion in Maine.” 

(June 27, 1900) 


Philadelphia Notes 
“J. E. Caldwell & Co. have made the 


trophies to be awarded at the polo tour. 
nament of the Philadelphia country 
club.” 

(July 4, 1900) 


Syracuse Notes 


“H. J. Howe has returned from a three 
months western trip, having visited 
Kansas City, Denver, Salt Lake, Seattle, 
Portland, and San Francisco.” 


(July 11, 1900) 


Chicago Notes 


“C. D. Peacock spent a few days at 
his summer home at Green Lake with 
his family, who will remain there during 
the heated spell.” 

(July 25, 1900) 


Des Moines Notes 


“The jewelers of the city will picnic 
after the fashion of the retail grocers 
and other trade associations of the city.” 


(July 4, 1900) 


Lancaster Notes 


“The Hamilton Watch Company's 
plant has been improved of late and 
has been painted inside and out.” 

(May 23, 1900) 


Cincinnati Notes 


“The jewelers and_ silversmiths of 
Cincinnati recently formed a union. The 
union meets at Jackson Hall.” 

(May 23, 1900) 
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ee) Your store 
in the Public Lye 





A GOOD sales idea doesn’t cost anything—nor does its suc- 
cessful application. This is true whether the idea is a store promotion— 
a paid-advertising campaign—or a free piece of public relations, loosely 
referred to as publicity. 

Publicity, as an adjunct to advertising, is valuable out of all propor- 
tion to its dollar cost—if it is supported by consistent advertising and 
if both the publicity and advertising are backed with constant store 
promotional activities. The proper combination of all three makes for 
active business. 

This month’s theme feature is devoted to the third of these activities 
—publicity. 

First you must understand ““What Makes for Publicity.” Then you 
should learn the fundamentals in “Preparing Publicity.” Finally, in 
order to recognize publicity opportunities, you should know “How Other 
Jewelers Have Gotten Publicity.” 

The quoted phrases above are the titles to the three presentations on 
the immediately following pages. We think you will find them fascinating 
and that they will lead you into the habit of thinking in terms of publicity 
opportunities—recognizing the advantages of employing them consistently 
—and planning to create them when outside events do not generate 
natural opportunities. 

Doing so, you will find yourself more often—more favorably—more 
profitably—in the public eye. 









What makes 


®ere’s nothing mysterious about 


eiting publicity for yourself and 


wur business. It’s a routine pro- 


@enize that even their every-day 


‘Pusiness activities have news value. 


ee ee 








, = don’t have to set the town on fire to get 
your name and picture or that of your store or business 
in the local newspaper. Nor is it necessary to hire Marilyn 
Monroe to model diamond jewelry to get a news item 
about your store. If you want publicity for yourself and 
your business—and what businessman does not ?—there 
are less drastic, less expensive ways. 

The chances are that you have wondered why some 
businessmen in your community rate consistent write-ups 
in the local newspapers. “What gives,” you might have 
asked yourself, “do they have something on the editor?” 

Well, there is no mystery connected with getting news. 
paper or radio or television publicity. The doors are as 
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Prvticity: 


open to you as to any other businessman in your com- 
munity. But it is essential for you to first understand 
what makes for publicity—the type of activity on the part 
of you or your business that is “news-worthy.” 

Now ordinarily, throughout the year, you follow a set 
routine in operating your business. Because it seems 
routine to you, you take for granted many of the activi- 
ties which are news-worthy. Perhaps you have just hired 
a new employee, returned from a buying trip, opened a 
new department such as china and glass. Though these 
activities may seem routine to you, they are essentially 
the stuff that publicity is made of. 


PEOPLE MAKE THE NEWS 


When you add a new employee to the payroll or pro- 
mote an old worker, it could well be worth a couple of 
paragraphs in your newspapers. In the case of a new 
employee, the public is curious about his background: 
is he married, does he have a family, is he a veteran, what 
is his experience in the jewelry business? The answers to 
these questions make interesting reading because “people 
make news. Now items of this nature will be short, but 
the name of your store will be mentioned and its growth 
emphasized—and the new man will be officially intro- 
duced to the community. 


Some stores have an annual banquet or dinner-dance 
or picnic for their employees. If you do, this, too, is an 
opportunity to provide news for your newspaper. In fact, 
any social functions of the firm can be converted into 
publicity. 

During some period in the operation of a retail busi- 
hess it is necessary to remodel or enlarge a store, or 
perhaps move to a new location. Whatever the case 
might be, such an event lends itself to valuable publicity. 
For a jeweler, in particular, a new and larger store repre- 
sents increased public confidence—it deserves and usually 
wins recognition by the editor. 


The next time you plan to attend a state or national 
jewelry convention or trade show, be sure to inform the 
newspapers. If you are slated to make a speech before a 
group of jewelers, make a copy of the address and leave 
it at the newspaper’s editorial department. If you do, 
you may get good, accurate coverage of your talk. It 
will help build your personal and store prestige. 

If you are elected to office in a state or national jewelry 
association or in a local club or lodge, be sure your paper 
knows about it. It is advisable to have your photo in the 
newspaper files for such uses. 
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Now if your store’s business operation has been covered 
in a national business publication, such as JC-K, this too 
makes news for the people in your community. For 
example, last summer a Texas jeweler submitted an arti- 
cle on store modernization to JC-K; it was accompanied 
by pictures of his remodeled store. After the article 
appeared in JC-K, the jeweler sent a copy to the editor of 
his local newspaper. His picture, along with quotations 
from the article, appeared subsequently on page one of 
a Sunday edition. 

Well, these are all routine activities of yours which 
present opportunities for keeping your store in the public 
eye. But there are also ways to create opportunities. For 
example, as a businessman you have information on busi- 
ness conditions; you also have the experience to interpret 
these facts into an intelligent prophesy on general eco- 
nomic trends. By prophesizing a trend or making an 
analysis of current business, you may earn a spot on the 
business page of your paper. Certainly, you will be safe 
in reporting on styles or business trends in the jewelry 
industry. A case in point was the impact on the cultured 
pearl industry resulting from the recent typhoons in 
Japan. You can easily gather such information from your 
trade contacts and the news pages of JC-K. 

A double-action tactic is to arrange to present an award 
to some local celebrity. This will get your name before 
the public twice: first, when you announce the award; 
and, second, when the actual presentation takes place. 

Reports on jewelers’ lectures to local groups generally 
have ready acceptance by a local newspaper editor. The 
social importance and the size of the group being 
addressed determines the length and type of coverage 
given by the paper. If the newspaper is advised in advance 
as to the time, place and subject of the lecture, you will 
be increasing the possibility of publicity. If the event is 
of sufhcient importance to justify it, the paper may even 
send a reporter to cover the talk. In such a case, the 
reporter should be provided with a copy of your talk in 
advance of its delivery. 

Of course, lectures help to establish a reputation for 
yourself among the members of your community. This 
reputation can be extended to the paper’s editor. If your 
lectures are primarily on precious stones, jewelry and 
silverware, he will turn to you when he needs advice or 
an article on these subjects. 

Yes, the ways are many to get publicity for yourself 
and your store. The jeweler who understands how to 
utilize publicity will be years ahead of his competitor 
who fails to keep his company’s name in the public eye. 
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reparation is the Key 


Editors are swamped with publicity items. 
The chances of your releases seeing prini 
are greater if they are prepared properly, 
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Success in Publicity’ 


[_srenatty standing between you and news- 
paper readers is the paper's editor. As such, he repre- 
sents either a help or hindrance to those who want free 
publicity. In a sense, he is a watchdog. He cannot be 
bought, threatened, or intimidated into publishing any 
release. Therefore, if you have had an unfruitful experi- 
ence with your editor, you may consider him an enigma. 

But with proper planning, and an understanding of 
what is news, you may gain his respect and the publicity 
you want for yourself and your store. Editors are paid 
to provide proper material for the presses of their publi- 
cations. In their jobs they need news items. 

In your preparations to get publicity you need more 
than physical action. Your thinking must be attuned to 
recognizing a publicity-laden opportunity when it does 
exist. You must be able to “angle” it properly when you 
present it—angle it from the point of public interest, not 
your own. Preparation also requires that you know how 
to create news when it doesn’t exist. 


UNDERSTAND THE EDITOR'S JOB 


Fiction and movies to the contrary, editors are normal 
human beings. In their work, however, they have a strict 
code of journalistic ethics to which they religiously ad- 
here—the more they do, the better the paper. You must 
recognize and respect this, if you are to understand him 
and have him understand you. 

In a small community particularly, it is advisable to 
become personally acquainted with the various editors. 
Whether they are deskmen or legmen for the local paper, 
magazine, radio or TV station, you should become ac- 
quainted with them. But don’t waste your time trying to 
bribe them by wining and dining them. They are paid to 
gather news. The sure way to gain their favorable atten- 
tion is to provide them with news. 

There is an accepted procedure for preparing pub- 
licity releases. First, use your own business stationery. 
Be sure to include your phone number in case the editor 
wishes to have something in your release clarified. Use 
plain letter-size sheets for the second and third pages 
of your release. 

Whenever possible confine your story to one page or 
less. The shorter the story, the better chances of it seeing 
print. Your release should follow this form: under your 
letterhead, on the right, type the date. Then go down 
about four double spaces and on the left, flush with 
margin, To the Editor, Town Gazette, For Immediate 
Release. If your release is not being sent to any other 
paper, type “EXCLUSIVE” in parentheses at the end of 
the first line. It is occasionally useful to do this in order 
to help build your acceptance with some editor. You 
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should, of course, vary the procedure to include all your 
local newspapers. 

The line “For Immediate Release” should be used 
almost always except when your story is to be printed to 
coincide with a future event your release describes; in 
which case use the pertinent data on the second line, as, 
for example, “For Release Friday, April 16.” 

If your story runs to a second page, type “(More)” 
at the bottom of the first page; at the top of the second 
repeat the article title, your name and the page number. At 
the end of the release put these three characters: + + + 

Another thing to watch is journalistic style. Tell your 
story in the accepted manner and be so clear about it 
that even the most illiterate will not have to wrinkle their 
brows to understand. Just remember: tell who did what, 
when, where, how and why. The answers to the questions 
always comprise the first paragraph, or “lead,” of the 
release. 

Now a word about photographs. To familiarize your- 
self with what does and does not constitute acceptable 
photographic raw material, study the kind of pictures 
your local newspaper likes to print. This method is an 
excellent guide. The common thread you are likely to 
discover is the one concerning people in motion—people 
doing something. Some newspapers prefer to have 
pictures taken by their own staff photographers. 


AVOID PROMOTIONAL LANGUAGE 


Be careful to keep clear of any tendency to case your 
release in a promotional language. Don’t ever try to slip 
in any promotional advertising matter disguised as news. 
This includes anything that makes an outright bid for 
customer support—that is the job of an advertisement. 

You can easily cultivate the friendship of the editors 
and business reporters of your community’s newspapers. 
Phone in tips—fires, accidents, engagements, church 
parties—when you believe these have reader interest and 
are not merely idle gossip or rumor. They will then look 
upon you as the one to contact concerning neighborhood 
news. 

And don’t overlook a thank-you note to the editor 
whenever he runs a particularly pleasing feature story 
about you or your store. We all appreciate thanks for a 
job well done, and editors are no exception. 

Keep in mind the dictionary’s definition of news: “A 
report of a recent event; matter of interest to newspaper 
readers.” To which the famous editor, Joseph Pulitzer, 
added the pertinent observation that “accuracy is to a 
newspaper what virtue is to a woman.” So be sure the 
spelling of names, the dates, places and all essential facts 
are given to the editor accurately. 
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The '52 potato shortage, skyrocketing prices, gave imaginative re- 
tailers opportunities for publicity. Above was in Milwaukee paper. 


— year the editorial department of JC-K 
receives literally thousands of newspaper clippings from 
all sections of the country. Many rightfully proud 
jewelers bring to our attention published items bearing 
upon themselves and their stores. 

From these it is evident that many jewelers have 
developed a keen sense of publicity. Not only do they 
recognize its tremendous value but they have developed 
the knack of how to get it with regularity. 

Publicity creates recognition of a person or a business 
on a widespread scale. But if you want your community 
to take an interest in you, you must first demonstrate your 
interest in the people of your community. One of the 
obvious ways is by your participation in civic and social 
activities. For example, you can prove your civic interest 
by going after, or accepting the directorship of some 
charitable drive. This may require your doing unglamor- 
ous jobs for a few years, but it will be worth it in the 
spiritual and business rewards that result. To belong 
you must take part! 

An outstanding example of a civic-minded jeweler is 
William Savitt of Hartford, Conn. In 1952 Savitt served 
as director of Hartford’s Red Cross drive, a civic perform- 
ance which gained him reams of newspaper and radio 
publicity throughout the year. His interest in his fellow 
men received further recognition that year when he was 
presented with the Citizenship Award of the Jewish War 
Veterans. The Hartford Courant had this to say in a 
lengthy piece right on its editorial page, “His record of 
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community service goes back many years. It deserves 
the praise that Mr. Savitt’s selection for the 1952 Citizen. 
ship Award of the Jewish War Veterans wiil bring it,” 

The consistent charitable activities of Charies E. Rich. 
ter, Richter’s, Cincinnati, have won for him and his bysgj. 
ness favorable recognition. Throughout the year Richtey 
collects old clocks, which he periodically turns over to the 
local Goodwill Industries. This endeavor regularly gets 
newspaper coverage. 

Another activity of this same Cincinnati jeweler is to 
show the movie “A Diamond is Forever” at luncheons, 
at the conclusion of which he conducts a quiz program 
about diamonds. This quiz event was subsequently written 
up by a local newspaper columnist, who added a touch 
of humor by providing tips as to the correct answers, 

Topical situations can be dramatized in window dis. 
plays; handled properly, they can lead to newspaper and 
radio publicity. A case in point is the potato shortage 
in 1952. The shortage had skyrocketed the price of the 
lowly spud. People everywhere were quipping about 
them being worth their weight in gold. 

Doing a take-off on the shortage, Robert Esser, Mil. 


ther Jeweler 


waukee jeweler, worked up a clever window display 
showing two diamond-studded potatoes on one pan of a 
large scale and a piece of gold hollowware on the other 
pan. A sign was placed in front of the scale which read, 
“Worth Their Weight in Gold?” The Milwaukee Journal 
ran a large photograph of this humorous display on its 
picture page. 

Can you think of any current situation which can right 





People make news—particularly in the case of a jeweler presenting 
an award. William Savitt (right) is a community-minded jeweler 
who has received recognition for his civic activities in local papers. 
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now be humorously dramatized? Well, one jeweler did— 
only last month. Paul Gay, Paragould, Arkansas, figured 
that anything costing as much as coffee should be treated 
with respect—even by a jeweler, accustomed though he 
‘; to handling precious stones and metals. So, “precious 
coffee” moved into the show window of this retail jeweler, 
along with diamonds and watches. Paul Gay’s clever 
action was not only reported locally but even got to New 
York for publication in The Wall Street Journal. 

For jewelers, 1953 presented a_ once-in-a-lifetime 
opportunity. The event was Queen Elizabeth’s coronation. 
The pageantry of this occasion caught the imagination 
of milllions of people throughout the world. Local news- 
papers and radio and TV stations more than welcomed 
coronation tie-in material. And the one person in every 
town who had the cards in his favor was the jeweler. 

Capitalizing on the interest shown in the crown jewels. 
Herbert’s Jewelers, Shreveport, Louisiana, displayed 
replicas of the world-famous jewels in its store. This 
resulted in a newspaper sending a reporter and photog- 
rapher to the Herbert store. 

The coronation influenced United States jewelry manu- 


: "ess . 





When B. C. Helzberg (above) decided to create some drama in 


publicizing the fifth anniversary of his Kansas City store, he ordered 
6000 cakes for the store party, five of which contained diamonds. 


Have Gotten Publicity 


facturers in 1953, which was reported fully to the retail 
jeweler in JEWELERS’ CIRCULAR-KEYSTONE’S March, 1953, 
issue. And our report was commented upon by the 
national consumer magazine, This Week. 

The coronation influence on American jewelry design 
was explained to a newspaper reporter by jeweler-gemol- 
ogist Elaine Cooper of Philadelphia, who was _photo- 
graphed wearing a coronet, earrings, and necklace in- 
spired by Queen Elizabeth. The newspaper reporter wrote, 
“How do you look in a coronet? If you’re smart you'll 
learn to wear one, according to gemologist Elaine Cooper. 
For the well-dressed woman of 1953 will be regal in 
appearance rather than cute or girlish. She will wear 
simple clothes to show up her jewels to greatest advan- 
lage. This is the effect the forthcoming coronation will 
have on the American public, according to Miss Cooper.” 

During 1952 there was a predominance of “flying 
saucer” stories in circulation. While everyone was talk- 
ing about this subject, Gaston Moch, Montesano, Wash- 
ington, jeweler, decided to do something about it. Moch 
took pictures of some saucers he carried in stock and 
had them superimposed on a photograph of the town’s 
City Hall. So unusual was Moch’s “evidence” of flying 
saucers that this picture was placed on page one of the 
Montesano Vidette. Just another example how an in- 
aginative jeweler capitalized on a current event to gain 
publicity for himself, his store, and his merchandise. 

Even adversity can sometimes work in one’s favor. 
For example, one day last year the large street clock in 
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Stories about diamonds make fascinating reading. The diamond 
specialist also makes interesting reading. This photo of Richard 
Davis was published in magazine section of the Pittsburgh Press. 
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front of the Cleon Whitney Jewelry Store, Wichita, 
Kansas, was completely shattered by a bus. This un- 
fortunate accident was reported in a local newspaper, 
which showed a picture of Cleon Whitney inspecting the 
shattered clock and also ran a story giving the history 
of the clock and the store. 

Interesting business experiences make interesting read- 
ing. This is particularly true of the experiences of 
jewelers, who constantly encounter dramatic, comical and 
sentimental situations. Every jeweler has had some un- 
usual, human interest experience—as can be readily 
attested to by the number of such stories received every 
day by JEWELERS’ CIRCULAR-KEYSTONE, from which selec- 
tions are made for the “Can You Top This?” series 
appearing in each issue. 

The following business experience story appeared first 
in a Philadelphia newspaper. A young man entered 
S. Kind & Sons, Philadelphia jewelers, and expressed 
interest in a particular diamond engagement ring. He 
left the store without making a purchase, but a week 
later he telephoned the store. He had to have the ring that 
night to present to his sweetheart, he explained, but he 
couldn’t get away from his job before the store closed. 
Asked where he was working, the young man replied, 
“In a manhole.” The store dispatched a salesman to the 
customer’s “place of business.” The ring was delivered 
and this human interest story found its way into print in 
Philadelphia’s evening newspaper, The Bulletin. 

Another human interest story which received con- 
siderable publicity involved Millard Risman and Isadore 
Earle, co-owners of Earle’s Jewelers, Corning, New York. 


How Other Jewelers 


Last year a returned prisoner of war hero announced 
his engagement. The jewelers promptly presented the 
hero with a diamond engagement ring for his fiancee and 
a watch for himself. The war hero, the story of his 
romance, and the jewelers’ generosity were woven to- 
gether in a dramatic, photographically-illustrated news. 
paper article—the type of publicity that wins friends and 
favorably influences great numbers of people. 

The above are examples of how jewelers obtained pub. 
licity through situations that they did not inspire. How. 
ever, merchant-made situations often lend themselves to 
publicity. For example, table setting contests continue to 
be popular among jewelers and the members of their 
communities. Such events stir up local interest in table 
top fashions. 

One jeweler, Eric Rosenbaum, Eric’s Jewelry, Beckley, 
West Virginia, conducts annual table setting contests and 
the local newspaper always dispatches a reporter and 
photographer to cover the event. 

Akin to table setting contests was the exhibit of 
“Things Beautiful” which was staged last year by Chase 
Holland, Holland Jewelry Co., San Angelo, Texas. The 
affair was promoted and staged much like an art exhibit 
or like one of the “good design” exhibits which have been 
so popular everywhere. Holland’s three-day exhibit was 
highly successful and it was accorded columns of news- 
paper publicity throughout its duration. 

Yes, opportunities existing for attaining free publicity 
are almost unlimited—if the jeweler is alert. Take the 
case of Harry Gamler, president of Gamler’s, Buffalo, New 
York, who made a 32,000-mile trip around the world two 


Operating an old store or opening a new one, participating in community 


or jewelry industry affairs—these activities get newspaper coverage. 
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years ago. Naturally not many people take such trips. 
Consequently, when Gamler returned home a columnist 
from a Buffalo newspaper interviewed Gamler about his 
trip. The columnist’s article pointed up the jeweler’s 
wide knowledge of gems and his visits to diamond and 
zircon mines in Africa and Asia. 

Getting publicity can be almost habit-forming; cer- 
tainly it is comparatively easy once you know how. For 
instance, Americans are a sports-minded people. And 
when a team wins the town’s baseball league’s champion- 
ship it is news. If an alert jeweler should present a trophy 
to the winning team it will most likely put him in the 
news, too. 

That’s what happened a few years ago in Ithaca, New 
York. When the Morse Chain Co.’s baseball team won 
the Ithaca City Baseball League championship, Frank 
Hammer of Altman & Green Jewelers presented his firm’s 
trophy to the manager of the winning team—and in doing 
so, garnered some nice publicity for himself and his store. 

Henry Schwarzschild of Schwarzschild Bros., Rich- 
mond, Virginia, is one of the most community-minded 
businessmen in his city. There is little in the way of city 
activity that occurs without Schwarzschild taking an 
active or leading part. One year he presented a trophy 
to the winner of a stock car race, which naturally brought 
good newspaper notices. 

Mark Robbins, Meyer Hurwitz Jewelry Co. in Granite 
City, Illinois, is another community-minded jeweler who 
partakes in community activities whenever the oppor- 
tunity presents itself. So when the local newspaper came 
out with its business outlook issue on December 1, last 


The almost endless variety of opportunities which exist for jewelry 
store publicity are demonstrated in these newspaper reports, below. 
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year, it asked leading businessmen in the community— 
bank presidents, manufacturers and jeweler Mark Robbins 
—to write their opinions on the business outlook for 
1954. 

Anniversary promotions, imaginatively handled, can 
be exceptionally good publicity-getters. Frank Bridge, 
Springfield, Illinois, jeweler, held a $4,000 anniversary 
contest last year. People were invited to visit the store, 
where they were asked to estimate the number of soy- 
beans in a sealed glass jar. Prizes were awarded to 
those guessing closest to the correct amount. When Frank 
Bridge presented the gifts to the first and second prize 
winners, photographs were taken which later were used 
in the newspaper. 

Sooner or later most jewelers find an occasion which 
is appropriate for the staging of a gem exhibit at their 
stores. In cooperation with suppliers, unusual gem classics 
are shown to the public. Recently, the Arthur A. Everts 
firm in Dallas conducted a sculptured gemstone figurine 
exhibit, which was generously publicized in the Dallas 
Morning News. 

Using a two-column picture of one of the figurines, the 
story read, “The first exhibit in Dallas of sculptured gem- 
stone figurines, each a museum piece, is currently on 
view at Arthur A. Everts Jewelers downtown store. There 
are 33 figurines, including a set of 28 carved in garnet, 
two aquamarine Buddhas, one figurine of pink beryl, one 
in excellent opal and one carved of amethyst... .” 

The diamond, certainly, is a fascinating object to the 
average layman. And the man who deals in this precious 
and highly desirable commodity generally makes for 
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Last summer one of the hottest names in the 
news was Wally Burkemo, the golf champion. 
president of Rose Jewelers, De- 
troit, got in the news, too, when he presented 


a timepiece to Wally Burkemo (at right). 





interesting reading in newspapers. For example, in the 
magazine section of the Pittsburgh Press last summer, 
the Barnett Davis diamond firm was given a three-page 
write up. Large color pictures of the Davis family jl. 
lustrated the article, which pointed up the necessary skill 
and knowledge required of people who handle and sell 
diamonds. 

Unexpected opportunities occasionally crop up which 
are publicity-laden. For instance, last January Robert R. 
Savitt, Savitt Jewelers in New Haven, Conn., was invited 
to address a jewelry store management and merchandis. 
ing class at New York University. The local New Haven 
newspaper, advised of this event, promptly published a 
news item, which undoubtedly added to Savitt’s personal 
prestige in his community. 

Last summer Lambert Brothers in New York staged 
an imaginative contest in which people in the metro. 
politan New York area were invited to compete for an 
expense-paid seven-day honeymoon to Bermuda. Con- 
testants were required to write 25 words or less, “What 
Marriage Means to Me.” Nina Foch, well-known Holly- 
wood and Broadway actress, appeared at the Lambert 
store to present the plane tickets to the winning con- 
testant. To dramatize the occasion, Victor and Henry 
Lambert, president and vice president of the store, ar- 
ranged to have a Pan American Airline ramp placed at 
the entrance to the store. This promotion received ex- 
cellent publicity in newspapers and on radio. 

The following newspaper quote illustrates the kind of 
publicity accorded to sincere, civic-minded jewelers. “With 
the help of an altruistic Cheyenne jeweler, the community 
of Hawk Springs, Wyoming, Saturday night raised 
nearly $1500 for the Goshen County polio fund. The 
Cheyenne jeweler not only contributed all merchandise 
sold at auction at Hawk Springs, but also did the auc- 
tioneering with a professional touch. This was by no 
means the first time I. E. Todd has donated his goods 
and his services to further polio funds of small com- 
munities in this section of Wyoming.” 

The good will activity of Harold L. Shyer, Nashville, 
Tennessee jeweler, has been fully recognized by the mem- 
bers of his community. Shyer was one of the organizers, 
and for three years president, of the Nashville Humane 
Association. For seven consecutive years he served as 
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frst vice president of Nashville’s Junior Chamber of 
Commerce, and for two years he was president of the 
Fraternal Order of Eagles. He is also a member of the 
Elks Club, the Chamber of Commerce and the Woodmant 


Country Club. | 

Recentiy his picture appeared on page one of the 
Nashville Banner. The story read, “Latest good will 
gimmick to crop up in our town was originated by Harold 
L. Shyer. Shyer has made it a personal project to keep 
as many cars as possible from getting tagged for over- 
staying time on parking meters. He has employed two 
young ladies who circulate through downtown streets 
looking for meters flashing the red ‘violation’ sign. When 
they spot one, they drop a nickel in the meter and place 
a card under the windshield wiper which says, ‘Your 
parking meter time had about expired so we placed a 
coin in the meter for you. It was our pleasure to do 
this.’” The article went on to list some typical letters 
received by Shyer from people who wished to express 
their appreciation to the jeweler. 


Industry activities on the part of jewelers make good 
items for the business pages of newspapers. A few ex- 
amples follow. From the Newark News, New Jersey, 
“H. Victor Paul of Wiss & Sons, Inc., was re-elected a 
director of the Jewelry Industry Council at a meeting 
January 14th of the trade’s nation-wide promotional 
association in New York.” 

From the Seattle Post-Intelligencer comes this item, 
“John M. Friedlander, the jeweler and vice president of 
the American National Retail Jewelers Association, is 
attending the national executive committee meeting of 
that group in New York City, January 18, combining 
the meeting with a buying trip.” 

From the Aalamazoo Gazette, Kalamazoo, Michigan, 
“Morris Miller, of the Fern Miller Jewelers, was elected 
president of the Kalamazoo Jewelers Association Tuesday 
evening at the group’s dinner meeting at the Columbia 
Hotel. He takes office at the next meeting. Miller suc- 
ceeds Ray Pixler.” 

These samples of publicity accorded to retailers 
throughout the country demonstrate that any alert jew- 
eler can gain publicity, if he so desires. No, it isn’t neces- 





For his interest in community life, Cortland J. Silver, St. Paul 
jeweler, was given the Young Man of the Year Trophy. Making the 
Presentation to Silver (right) is Minnesota Governor Anderson. 
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When a returned prisoner of war hero announced his engagement, 
Earle’s Jewelers, Corning, N. Y., presented a diamond engage- 
ment ring to his fiance. This picture appeared in a local news- 
paper, The Evening Leader. Seen in the background is Isadore Earle. 


The picture below was published originally in Cincinnati Post. 
These old clocks were part of the collection assembled _by 
jeweler Charles E. Richter for a local charitable organization. 








sary to set your town on fire to get your name and picture 
in the local newspaper. There are less drastic ways. You 
must first understand what makes for publicity: then 
you must prepare for it. 

Remember: though opportunity knocks, you must open 
the door. No one else will do it for you. 
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TECHNICAL 






Geology for the Jeweler 





How the gem minerals are formed, where they are found and why they are so 






rare — this is important information the alert jeweler should have at his 


finger tips. It will help him explain to his customers why gems cost so much. 
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Donavon pegmatites are the most varied 
audi interesting mineral deposits to mineralogists, they 
are not, by any means, the only deposits that should in- 
terest the jeweler. There are many others that are eco- 
noinically of much more significance. This is particularly 
true when we consider the jeweler’s picture, for the jew- 
eler is less concerned with aquamarines, tourmalines and 
precious topaz than he should be. Diamonds, his most im- 
portant stones, are representative of a very different type 
of deposit. The separation of one mineral from a molten 
mixture of elements can be carried much further than is 
the case with diamonds. 

In an earlier section it was noted that some minerals 
form by crystallizing directly from a molten mass. Most 
are the “rock-making” minerals, but along with them 
there may be some others, sometimes rare ones, when 
something unusual is in the mixture. This is the way 
diamonds grow, and the only problem diamonds present 
is the decision about where the crystals grew. One story 
has the diamonds form early, deep down in the magma 
chamber, and lifts them up, floating around in the magma, 
as solid crystals. When the magma freezes they are 
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A cross-section showing granitic intrusion and the assocaited ore deposits. 


by DR. FREDERICK H. POUGH 


frozen into the “blue ground.” Some may have ridden 
along, right to the surface and been spread out on top, 
encased in lava, while their lagging counterparts were 
left behind. There they are found today, scattered 
through the lava that didn’t reach the surface, studded 
through the “blue ground” of the pipes. The other theory 
has the diamond crystals grow a little later, forming in 
the rock of the “blue ground” as the magma cooled and 
crystallized. The diamonds would be early minerals in 
this sequence. No one knows which theory is correct, 
convincing arguments are advanced by both sides; it 
would help in the synthesis of diamond if we did know 
the answer. Diamonds are very limited in occurrence, 
and have not been found in enough different types of de- 
posits for us to be able to learn much about the conditions 
in which they grow. 

If the first theory, the one of early crystallization of 
diamonds down in the magma chamber, is correct we find 
an example of the conditions which permit the develop- 

(Please turn to page 129) 








THE JEWELERS’ CIRCULAR-KEYSTONE 











EMT Ge eee ee ee 
4 A eS ee ieee: : 





Eye-catching motion? 
In full color! 


Battery-operated! 


| M fall for you | GIVE HIM A 


RONSON 
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Ronson’s new full color motion display, No. M-1, 


measures only 12” wide x 12°4” high. 
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TREE! 


motion display 


Get this moving display 

in full color and 3D Free 

with your order of a 

new and attractive 
Ronson-Lighter Assortment. 
A traffic-stopper with a smile! 


It moves...it attracts...it sells 
Ronson Lighters. 

Packed together with the merchandise, 
this display comes to you with motor 
and long-life battery...ready to set up at 
a flick of the finger. 

Install it! And you'll agree that never 
before did so little window space get 
so much attention. 

Here is another stepped-up sales- 
producing device that funnels Ronson’s 
powerful national advertising into the 
point of purchase...that’s your store! 


Free with the purchase of the following Ronson Lighter assortment: 











MODEL MODELNO. DESCRIPTION RETAIL MODEL MODELNO. DESCRIPTION RETAIL 
Triumph #82201 Chrom., Butler $ 7.75 Princess #14547 Bik. & Floral Enamel $ 9.60 
Triumph #82763 Gold Pl. & Blk. Enamel 10.00* Adonis #18202 Chrom., Butler 10.00 
Windsor #25856 Bik. with Crest 6.95 Adonis #18539 Tortoise Enamel 14.50 
Windsor #25857 Turquoise, Jeweled 7.50* Whirlwind #16183 Chrom., Engraved 10.75 
Maximus #95522 Tortoise Enamel 13.50 Whirlwind #16806 Alligator 11.60 
Gem #13100 Chrom., Butler 7.70 Pal #47187 Chrom., Engraved 16.00 
Gem #13541 Tortoise Enamel 8.40 Mastercase #26545 Tortoise Enamel 16.00 
Princess #14825 Oriental Lizard 8.50 

pe a ~ $158.75 
Your cost for merchandise (at your regular discount) $95.25 
Your cost for M-1 Motion Display. .......... $0.00 


Order this M-I Unit now through your 


RONSON ART METAL WORKS, INC., NEWARK 2, NEW JERSEY ©1954 RONSON ART METAL WORKS, INC. 
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your profit $63.50 
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DIAMONDs 





The success of the Meyer firm's recen} 
diamond promotion is attributed to the 
enthusiasm of the sales people, a feel. 
ing which was conveyed to the customer, 















Jewelry store chain employs magic 


To Top Previous Diamond Sales 


& the jewelry trade a man is either a watch 
repairman and operates a Repair Shop or he has a stock 
of inexpensive items and operates a Gift Shop—or he 
sells diamonds and has a Jewelry Store. A man cannot 
be a jeweler without diamonds. So says S. A. Meyer, 
president of S. A. Meyer Co., a chain of 21 jewelry stores 
in Ohio, Pennsylvania, West Virginia and New York 
state at 64 W. Chestnut St., Washington, Pa. 

‘Now it is true that diamonds are the one item in which 
the jeweler has no important competitor,” Meyer pointed 
out. “This is a decided advantage. However, to sell 
more diamonds you have to create a greater desire for 
them among the people in the community served by your 
store. If you don't, people will satisfy their urge for 


the Meyer Co.'s intensive, 
well planned diamond pro- 
motion included the use of 
newspaper advertising, di- 
rect mail and special win- 
dow displays, shown right. 





“evidence of success” by buying fur coats, automobiles, 
or expensive vacations. After all, people do not buy 
diamonds on impulse; they must have created within 
them a driving desire for diamonds.” 

How does Meyer go about instilling this desire within 
the people in the communities served by his stores? First 
of all, he starts with the firm’s salesmen. A definite, well 
planned program is laid out for them. They are en- 
couraged to think, talk, show and sell diamonds. At 
regular sales meetings, competent store managers re- 
iterate to the salespeople the truism that diamonds are 
a jeweler’s best friend and that it is the salesman’s job 
to sell them. 

Extra commissions provide a further stimulus for them 
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Kk RE Kk new diamond lecture 


in complete text and note form 





helps you promote 
your diamonds 
and your store 





This new diamond lecture is spe- 
cially planned to interest women. 
Titled “Who Sets the Fashion in 
Diamonds?”, it traces the history 
of jewelry, and of diamond fash- 
ions . . . from the earliest times 
through the middle ages and right 
up to today. It tells of kings and 
queens who have made diamond 
history and of today’s “queens of 
fashions.” 


Yours free, to use in speaking 
before club groups, this lecture has 
been prepared to help you get more 
diamond publicity for your store. 
It can help you win new friends 
and customers. 











It’s part of the diamond promo- 
tion that’s promoting your business. 


ee » ie $9 
Diamonds with a Past Order the new lecture, ““Who Sets 


. ‘ ‘ . . . 9” 
This lecture . . . tracing the history of famous stones . . . has been the Fashion in Diamonds?” .. . 
and the ever-popular “Diamonds 


with a Past.” from Diamond Pro- 
motion Department, The Reuben H. 
Donnelley Corp., 305 E. 45th Street. 
New York 17. N. Y. 


ALSO AVAILABLE ... FREE... FAMOUS DIAMOND LECTURE 


enthusiastically received by audiences throughout the country. 
In fact, jewelers have found it so useful they’ve asked for the new 
diamond lecture described here. If you haven’t already given 
“Diamonds with a Past” for your store... send for it now. 











Tie in with this all-out promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES. LTD. 
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to make more diamond sales. Bonus commissions are 
paid at the end of a specified period: at the end of each 
week, or sometimes at the end of each day—depending 
upon the temperament of the salesman and the particular 
promotion. 

Each salesman studies each of his customers, learning 
if he or his wife owns a diamond ring. If so, the sales- 
man immediately lays his groundwork for selling either or 
both of them a larger stone. 

Creating a desire for diamonds, in Sam Meyer’s 
opinion, starts with the jeweler elevating the customer’s 
“stature —in the customer’s own mind. As the diamond 
is a symbol of substance, the customer must be made to 
feel that diamond ownership, too, is a symbol of personal 
substance—for men and women. Diamonds should not 
be only thought of in the traditional engagement ring 
vein. They should be sold for their value in improving 
the stature of the customer. 

So for men, the Meyer stores offer unusual diamond 
onyx rings, set with 1, 1/3 and 14 carat diamonds 
rather than the usual diamond chip. And for the ladies, 
there are cocktail, dinner and unusual rings which are 
highlighted in the stock—and in the minds of Meyer sales- 
men—by identifying them as “Personalized Classics.” 





The promotion theme, "Magic Top—Magic Lock," was car- 
ried out effectively in in-store displays, as illustrated above. 
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Before the promotion got underway, 150 employees of S. A. Meyer Co. attended a sales dinner. 


The psychological appeal of this merchandising device 
is great for it is true that every person, no matter what 
his social or economic status, wants to be considered as 
an individualistic “person apart.” 

It was late in 1951 that Meyer decided to increase his 
overall diamond volume during the following year. With 
proper planning and well thought out promotions, Meyer 
accomplished his goal. Whereas in 1951 diamonds ac- 
counted for 20 per cent of the stores’ volume, in 1952 
this figure rose to 30 per cent. 

Having succeeded in accomplishing his goal, Meyer 
went out after still more diamond sales in 1953. Back 
of all this was not just a wish, but a driving desire and 
a well planned program. 

On this he sought the technical experience and mer- 
chandising know-how of a professional organization, 
skilled in the planning and preparation of effective dealer- 
promotions. Meyer found that outfit in New York City 
and commissioned them to plan the project and prepare 
the material needed for its physical presentation. Before 
any move was made by Meyer the entire program was in 
package form, complete as to schedule of activities, direct 
mail and newspaper advertising, in-store and window 
displays and every other implement of the program. 

After this plan had been completed by Meyer and his 
promotional agency it was announced. 

Labelled “Magic Top—Magic Lock,” it was timed for 
the months of October and November, 1953. The “Magic 
Top” refers to a diamond setting designed to make a 
diamond look substantially larger than it would in a con- 
ventional setting. “Magic Lock” refers to an interlocking 
ring device (varieties of which are offered by several 
mounting manufacturers) which holds the wedding and 
engagement rings together and in proper position on the 
finger. 

Using well directed newspaper advertising, the pro- 
motion utilized a number of new “sales gimmicks.” Each 
sales person was given a bright lapel-badge which read, 

(Please turn to page 117) 
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Does your profit margin have Blue Mondays? 
Probably your diamond department isin hot water. 
Get expert assistance from Swirsky & Ehrlich, .° 
nationally recognized authorities in diamond merchandising, 
, and let your profit troubles wash themselves away. 
Simply remember this truism: If you're not buying loose diamonds, 
you're selling too hard! for 
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DESIGN BY FRANK KA 





DIAMOND PHOTOGRAPHS COURTESY DE BEERS CONSOLIDATED MINES LTD - 


In this jewelry display, Long's, Boston, created an appropriate atmosphere with use of religious figurines. 


Jewelers’ window displays say... . 


Easter is Gift and Dress-Up Time 


OR the jeweler, Easter is one of the year's store as the gift headquarters in the community. 
most important gift-giving ocasions. Depending upon Many jewelers also recognize that Easter is a dress-up 
the individual jeweler’s own outlook, merchandise fea- occasion, that new wardrobes call for new accessory 
tured during this holiday season is highly varied: silver jewelry. With women, in particular, this period is 
flatware and hollowware, china and glass, religious jew- marked by a renewed interest in self-appearance. By 
elry, etc. In any case, emphasis is placed on the jewelry promoting new fashion jewelry, the jeweler is in a posi- 


? 


"Gifts for a joyous Easter" was the theme of this window last year at Hall Co., Pasadena, California. | 
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tion to re-assert his standing in the community as a 
fashion authority. 

Ilustrated on these pages are a few samples of Easter 
window displays created last year by various jewelers. 
One firm, Silton Jewelry Co., Los Angeles, Calif., devoted 
eight windows to the occasion. Comical rabbit figures 
were used in each window. In one displaying rings a 
green rabbit was shown along with a card which read, 
“Wear a fashionable stone ring from Silton’s.” In a 
watch window a pink rabbit was used with a card read- 
ing, “Look fashionable for Easter with a watch from Sil- 


Emphasis was placed on wearing fashion- 
able stone rings in this window display 
created during the last Easter season by 
the Silton Jewelry Co., Los Angeles, Cal. 


Using fern and a wire frame church window for background, Smith Patterson's featured ladies’ jewelry. 


ton’s.” Other windows featured costume jewelry, small 
leather goods, photo supplies, radios, etc. 

LeRoys, another Los Angeles jewelry firm, had an 
entire series of windows suggesting Easter gifts. Each 
window featured one type of merchandise: watches, rings, 
diamonds, costume jewelry or silverware. All followed 
a similar decorating scheme; floors and background were 
covered with a combination lavender and deep blue 
fabric. 

Have you planned your Easter promotion campaign 
yet? Remember, Easter Sunday is April 18th! 
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NOW, there's a full line of LinpE man-made 


Star SAPPHIRES and Star RuBieEs 


for this year’s top gift-giving occasions. 


From less than three carats up to 
magnificent multi-carat showpieces, 
there’s a LinpE Srar within the reach of } 


every C ustomer. 


Show the Srars—with their unrivaled beauty 


and heirloom quality —and the sale is made! ¢ Z 


eek iokine 
evs oe NEW, sales provoking 


display card, now 
available.-Send for this 
free display, and for list 

of manufacturers featuring 


5 
LINDE STARS. 


DISTRIBUTED BY 





MAX DURAFFOURG GEM COMPANY 


CHARLES F. WINSON, Gems 
576 Fifth Avenue, New York 19, N. Y. 


580 Fifth Avenue, New York 19, N. Y. 
LINDE is a registered trade-mark of Union Carbide and Carbon Corporation. 
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Window Displays 
Utilize Four-Color 
Birthstone Pages 
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In his window each month, jeweler 
Dean Gray, Saginaw, Mich. uses 
JC-K's 4-color birthstone pages 
as a centerpiece. On each side of 
the page he shows several rings. 


a have a year ‘round appeal to 
the consumer. Gemstone legend itself is fascinating and 
always commands attention. Since birthdays are not 
restricted to any particular season, birthstones can be 
profitably promoted at all times. Birthdays, certainly, 
are gift occasions and people are always on the alert for 
new and different gift suggestions. And what is more 
appropriate, more desirable, than a beautiful birthstone 
ring? 

Dean Gray, Saginaw, Michigan, is a jeweler who recog- 
nizes an opportunity when-he sees one. For example, the 
four-color birthstone pages which the JEWELERS’ CIRCU- 
LAR-KEYSTONE has been running since July 1953, have 
been put to very good use by jeweler Gray. 

In his window each month, Gray uses the JC-K birth- 
stone page as a centerpiece. Adjacent to this page he 
shows several appropriate rings. A card to the left of 
the pages carries the legend, “We can reset your stone in 
a new setting.” Another card at the right continues with, 
“Or supply a new stone for your setting.” 

The copy appearing on these birthstone pages have 
been written primarily with the consumer in mind. In- 
teresting facts pertaining to the popular romantic back- 
ground of gemstones is presented in a brief and interest- 
ing manner. And these pages can be adapted for use in 
any window display. 
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Monarch of the gems, the diamond has fascinated 
and inspired mankind for ages. Primitive people, 
awed by the diamond’s incomparable hardness, 
believed this gem protected its wearer from evil. 
One superstition which appears to ring true today 
was that the gift of a diamond “‘quickens affection 
and restores love between husband and wife.” 

The diamond, hardest of all of Nature’s min- 
erals, is the most durable wearing stone. And its 
refraction is the highest of any gem stone. The fact 
that white light is composed of all the colors has 
enabled the diamond to combine or contrast well 
with other gems. 

The most popular cut is brilliant, shown here, 
which has 58 facets, enabling the maximum amount 
of light to reflect out from the back of the cut stone. 
Marquise and pear-shape are modifications of the 
brilliant. 

The significance of this birthstone is “innocence.” 
It is available in diamond rings and in diamond 
and onyx combinations for men and women. 








BIRTHSTONE FOR APRIL 


A Display 
of Diamond 


April's flower, the innocent eyed 
daisy, contributes its little love story 
for this diamond birthstone display. 
Rings are shown on slender cone dis- 
players and on the slightly tilted floor 
pad. Daisies are arranged in a small 
bowl and a few flowers are scattered 
on the floor. "She loves me .. . she 
loves me not..." is lettered on a 


narrow paper ribbon. Other copy ap- 
pears on card to the left. 





Another Industry Service by JC-K—in Cooperation with the Jewelry Industry Council 
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This attractive iy , | 


DASON 


WINDOW DISPLAY Lod 


is yours when you order 







these 4 rings at a 
total cost of just $3090 











AND here’s what MAN’S RING LADY'S RING BOY'S RING GIRLS’ RING 
ae ar you 460380 5840 460383 #5845 
Your cost Your cost Your cost Your cost 





get Each Month $1950 $g00 $550 $400 


Rings enlarged to show detail 


Dason provides the only Time-Tested) 
means of selling both the adult 
and teen age ring markets! | 


A new display insert 
furnished each month with 
your order at no extra cost. 


oe _ 
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Siart now by ordering as little as one of each of the fou 
rings which we ship you along with the window display, plu 
a display insert, plus a newspaper mat. THEN, each month 
that follows, we automatically send you the four rings of th : 
month, a display insert and mat. That gives you a complet § 
set-up, keeps you featuring and selling birthstone rings cor f 
sistently, doing a good job right along, without continuo § 
planning or large inventory. 


ee 
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No obligation! You may terminate at any time 


Send your order now! Start selling birthstone rings : 


An appropriate mat 
furnished FREE each month 
with your order. 






WE MANUFACTURE A COMPLETE LINE 

OF DIAMOND RINGS, WEDDING RINGS, 9 

FRATERNAL RINGS, STONE-SET RINGS, 
LINDE STARS, TEEN-AGE RINGS 












JEWELRY MANUFACTURERS SINCE 1894 


DAVIDSON & SONS 


JEWELRY CO., INC. el ol 
20 WEST 47th ST., NEW YORK 36, N. Y. Cee the Dason Mans bine: 











All with complete selling aids 






















Last November, Bailey, Banks & Biddle created this striking dispay of rough and cut gemstones. 





Displays Exploit 
Publie’s Interest 


In Gem Specimens 






























Included in Bailey, Banks & Biddle's window display was 
E.,, are the cities which have natural history this 7!/2 pound aquamarine crystal, which came from Brazil. 
| museums. But even in the large metropolitan cities, local 
df jewelers have created greater public interest with gem- 
; stone window displays than the museums with their mag- : eli cancel 
nificent but unpublicized displays. Below: a I! pound Uruquay amethyst specimen. This an e 


Th . t q “f loited, interest in gem other specimens were supplied by Allan Caplan, gem dealer. 
ere 1s a tremendous, 1 unexp.oited, P 


stones on the part of the average man and woman. The 





sft jeweler has a wonderful opportunity to capitalize on this 
he interest by arranging eye-catching displays of rough and 
rE cut gemstones. Such displays are unique and different; 
te they invariably attract attention, and whet the mind and 
| appetite of people for things beautiful. 


A display of this nature—used recently by Bailey, 
Banks & Biddle of Philadelphia—almost automatically 
tells passersby that the proprietor has better than a lay- 
man’s knowledge of the hidden treasures that lie within 
the earth. The sponsorship of such a display places him 
in the connoisseur class in the minds of people. 
| Last November, Bailey, Banks & Biddle created a strik- 
: ing gemstone window display at its new building at 16th 
and Chestnut Streets in Philadelphia. The rough and cut 
semstone material was supplied by Allan Caplan, well- 

(Please turn to page 123) 
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A. In this Easter display, gift suggestions are shown in egg-shaped openings cut in board panels. 


Let Your Window Display 














B. Spring blossoms and picture frames keynote this fashion jewelry display called "In the Spring Picture.” 
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‘ 

a they tell us, is a state of mind—a 
state of mind brought about by the chirp of the first 
-obin, the glimpse of a perky crocus peeping through the 
snow or a gay window full of bright new Spring mer- 
chandise. The coming of Spring brings to every woman’s 
heart the desire for new dress both for herself and for 
her home. Her Spring costume is not complete without a 
pretty jewel to set it off. | 

The jeweler who takes advantage of this state of mind 
through clever, timely window displays will find the 
Spring breezes blowing nice profits into his shop. 

Before we consider ideas and designs for such displays, 
let’s take a look at the window itself—the background 
and fixtures. As Nature bedecks herself in fresh green 
dress and takes on that “out of the band-box” look, so 
must we bedeck our windows. The deep colors and 
dark woods which looks rich and handsome during the 
Winter, now seem hot and stuffy. A covering of fresh 
paint or fabric in light, bright Spring tones is needed 
to make your window a suitable setting for Spring dis- 
plays. Old elevations and display stands are apt to need 
refinishing or recovering or you may want to get a 
completely new set of fixtures. 

This refurbishing job need not be an expensive one, 
but something along this line should be done. If you 





by VIRGINIA DIXON 


Keep your fixtures and elevations in harmony with 
your new background. Elevations may be painted or 
covered to match the background, or if you do not 
already have some of the new glass or plastic fixtures, 
now is the time to try them out. These transparent eleva- 
tions and stands give the window the light, clean look 
that modern merchandising calls for and that is particu- 
larly desirable in Spring displays. They are particularly 
good merchandising units, because they do not call undue 
attention to themselves, but do their job in simple, un- 
assuming fashion. 

However you redecorate your window for Spring, be 
sure that the final result is as spic and span as a new 
daisy. Both decorations and merchandise should be 
immaculate if you want to catch the eyes and interest of 
those Spring shoppers. 

Easter is becoming more and more each year a big 
gift-giving occasion and the jeweler can offer a selection 
of lovely items which will make lasting tokens of remem- 
brance. So the first of the accompanying sketches suggests 
a window of Easter gifts. Three composition board panels 
are cut with egg-shaped openings. Shelves are fitted 

(Please turn to page 122) 


Proclaim the Coming of Springtime! 


In Spring, women turn to thoughts of new fashions and jewelry. 


During this season your show windows can dramatize fashion jewelry 


as well as gifts for Easter. Also remember April is Brand Names month. 


have light woodwork backgrounds, they may need only 
a good cleaning and waxing job and the Spring colors 
in your displays will be brought in with panels and 
drapes. If your woodwork is old and dark and in need 
of refinishing—why not do a good paint job on it—a 
light Spring tone now to be repainted in deeper tones in 
the Fall when it will probably be soiled. A painted back- 
ground gives a clean simple background which can be 
easily changed. Another simple background system is a 
series of composition board panels, cut to fit the window, 
which are covered and recovered from time to time in 
varying textures and colors of fabric. Winter velveteens 
and velours should be replaced in the Spring with 
smoother surfaced fabrics in soft, light colors. There are 
many novelty weaves in rayon and cotton and some of 
the new synthetic materials which would make excellent 
backgrounds for Spring jewelry windows. This also 
applies to materials for curtains when these are used as 
window backgrounds, though for Spring some of the 
sheer rayon or nylon curtain material would make lovely 
curtains or draperies. 


FOR MaRcH, 1954 








C. Since Brand Names Day falls in April, it suggests a display 
tie-up with Easter. Egg-shaped cards, suspended from the window 
ceiling, are lettered with names of all brands of merchandise 
carried in stock. Brand lines are also shown on window floor. 
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for Jewelry Instalment Customer; 


On the principle that “no debt shall live longer than the man who made it,” 


one large insurance company provides coverage on the lives of debtors and 


instalment purchasers. This coverage is now extended to the jewelry trade. 


a orderly, regulated procedure of in- 
stalment buying can sometimes be interrupted by the 
uncertainty of human life itself. How and what life in- 
surance can do to protect the instalment purchases and 
benefit the jewelry trade is implied in the following para- 
graph from 2 news item: 

“The corner of Main and Fifth Street was the scene 
of a tragic accident. About 5 P. M.. Mr. John Jones of 
our city was run over by an unidentified car. Mr. Jones 
was fatally injured while entering his parked automobile. 
This accident was witnessed by his fiancee, Miss Mary 
Smith. She was too distraught to notice anything about 
the hit and run car, and only remembers it was of some 
dark color. She further stated that they had just left 
the Roger’s Jewelry Store and that she was admiring the 
diamond engagement ring she had just received from 
John at the time of the accident.” 

The first feelings of human emotions, of sympathy for 
the young couple, so suddenly separated, the human ele- 
ment set aside, we now think of the implications and the 
legal aspect as it affects the Roger’s Jewelry Store. 


WHO ASSUMES PAYMENT OBLIGATION? 


Mr. Jones is the purchaser of a diamond ring and has 
contracted to pay on the instalment plan. The present 
owner of the ring is Miss Smith who has received the 
ring as an engagement gift. Can Mary Smith keep the 
ring only partly paid for . . . does the obligation of pay- 
ing the instalments now rest with the estate of John Jones 
. - - is the estate solvent . . . how long will it take to col- 
lect? 

These legal problems can best be argued by lawyers 
and we shall not attempt to argue their merits here. 

How did all this start? Well, it started with the con- 
venient method of buying on time. You can buy it now 
and pay for it later, in weekly or monthly instalments. 
A little unavoidable red tape, a signature or two, and Mr. 
Jones, you are now one of our family of debtors. We of 
the jewelry trade will take good care of your account, 
because we want your friendship, your good will, we 
want you to come back again and again .. . to make your 
regular payments, to create traffic in our store, to sell you 
new merchandise. 
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by LUCIEN GRUNZWEIG 


The jeweler exercises discretion in extending credit, 
much in the same manner in which a banker or the man- 
ager of a finance company would grant a personal loan. 
In fact, the jeweler is the merchant making the sale and 
the manager of the finance company extending the credit 
—all in one. 

The moment of decision is at hand when the customer 
has made up his mind to buy and you have to O.K. the 
credit. The rules are strictly followed, the forms filled 
out, vital statistics as to employment and credit experience 
will be required. You feel confident that the customer 
wil live up to his side of the bargain . . . if he lives. 

lf he lives, and lives up to his obligations, the debt is 
paid in full, the contract is terminated and future bus- § 
ness can be anticipated. Should he die—as in the case a 
John Jones, his death will interfere with the payments; 
you may have to deal with an estate, you may even have 
to seek relief from the courts. Perhaps you will have to 
deal with an estate, a widow possibly. You would like to 
tell these people, “Your debt is canceled, keep the ring you 
value so much—there is nothing more to pay.” If you 
could give them this comfort it is the finest gesture you 
can make under the circumstances; the neighbors wil 
hear about it and in turn tell their neighbors. 


INSURANCE COMPANY PROVIDES COVERAGE 


This is where life insurance can step in and take over. 
On the principle “no debt shall live longer than the 
man who made it,” one large insurance company has 
provided coverage in excess of three billion dollars 
the lives of debtors and instalment purchasers and his 
paid millions of dollars in claims. Banks, finance com 
panies, etc., have for quite some time been insuring the 
lives of their debtors as a matter of course. 

This privilege is now being extended to the jewel § 
trade. The instalment jeweler who can meet the quali F 
cation requirements will be able to give this added servi § 
to his customers. Here are a few tests for qualificatiot § 
(on creditor life insurance—group basis subject to stalt © 
insurance laws in effect) : Does the retail jeweler extet! 

(Please turn to page 119) ’ 
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W1000 
175 dias. $5000 


109 dias. $1 500 


for those who desire the finest. 


* 


A magnificent collection of specially 
priced platinum and diamond watches 


Le 


PW 2062 54 dias. $1100 








. with guaranteed jewelled movements. 
~ . Available on consignment for 


your special requirements. 


% : 33 


Raymond Abrahams: 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 


Sr W2049 30 dias. $750 
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For prompt attention please address all inquiries Dep’t K-15 
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increased sales and has actually developed two stores in one sales area. 


LANNED lighting is as much required for 
the operation of the modern store as are fixtures of the 
latest type. Indeed, the attention-compelling feature of 
the modern store (excepting, of course, its merchandise ) 
which attracts customers from the street and continues 
to sell them in the store as a good place in which to buy 
is usually its well designed lighting. When Perelman’s 
Jewelry in New Castle, Pa., moved into larger quarters 
and built a new store complete with modern lighting, sales 
increased 20 per cent. 

At the time the firm decided on its expansion, it was 
confronted with suitably lighting an area that was 23 feet 
wide at the street, extended back 110 feet, then widened 
to 44 feet and extended 70 feet again. The big difficulty 
in designing the new store was bringing the rear 44 by 70 
foot area into use as an obvious continuation of a front 
jewelry area and yet develop it as a separate sales space 
for television and kitchen appliances. This problem was 
solved through the use of skillful lighting, which was 
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A wide mirror on upper half of rear wall makes the front section of this modern store seem twice 


Lighting the Way to Sales... 


Modern and planned illumination for the entire store has brought this jeweler . 








ren. 





its actual length. 

















Modern front invites passers-by to look inside to brightly 
lighted sales areas. Shelf, half and full windows are used. 
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CAT'S EYES - EMERALDS + PEARLS 


“We have a large stock of Precious Stones —- mounted and 
, unmounted from which to make your selection. Let us co 
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employed to actually develop two stores in one location. 
One store is devoted to Perelman’s established jewelry 
lines, and the store in the back is for TV and appliances, 
the addition of which in the old store had prompted the 
expansion move. Lighting of offices in the back was also 
to be included in the illumination plan. 

Lighting expert L. E. Spears of the Pennsylvania Power 
Co. was called in by owner L. E. Perelman. The jeweler 
needed a high lighting level in the front area with ample 
spotlighting to properly display jewelry, but he required 
a much more subdued level in the rear section to display 
television sets in a home-like atmosphere. The major 
lighting problem was thus to devise some method of tran- 
sition between the jewelry and TV sections so that the 
abrupt change in illumination levels would not be dis- 
tracting or confusing to the customer. It is best to get a 
picture of the entire store to understand the solution of 
this problem. 

The lighting layout involved three areas: the store 
front and the show windows, the jewelry section and the 
television area. The modern store front has an illumi- 
nated plastic sign of the store’s name mounted on a 
canopy that extends two feet beyond a green carrara glass 
front. A diamond sign is at the right hand side and 
above the store’s name, and it is lighted and controlled 
by a flasher which makes it appear to sparkle. 

The show windows are in three sections. A shelf type 
window at the street was designed for jewelry display. 
This was followed by a half window for larger items and 
then a full window for television and kitchen appliances. 
The street windows are illuminated with assymetric re- 
flectors and 200 watt bulbs recessed on 16 in. centers, 
with the result being 350 foot-candles at the street which 
reduces to 200 foot-candles in the full windows. Recessed 
adjustable spots were also installed for emphasis light- 
ing. 

The jewelry area to be lighted was decorated in a color- 
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A change in the lighting that 
runs across the store was made 
to highlight an island display 
case. This view from the rear 
shows lighting fixtures placed 
parallel to the island case. 


ful manner. The ceiling is ivory cork tile; the upper right 
wall is deep red and the upper left is deep green. The 
floor is alternate bands of chartreuse, gray and green 
linoleum with red feature strips. All cases are finished 
in silver walnut and the back of the wall case is char- 
treuse. 

Wall cases with glass doors and shelves line each side 
of the store. A large island case was placed in the 
center of the jewelry section, and counter cases were 
placed in front of the wall cases. 

The jewelry section, compared to its 84 foot length, is 
relatively narrow, being 19 feet wide at floor level (due 
to the wall cases) and 23 feet wide at ceiling level. Rows 
of eight foot, four lamp slimline fixtures were ceiling 
mounted across the store to add apparent width. These 
fixtures are louvered and provide a general illumination 
of 80 foot-candles. Plastic side panels in these ceiling 

(Please turn to page 118) 





Bright back wall and figured wallpaper focus attention on 
rear sales area. Spots are angled to highlight TV sets. 
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Air Conditioning 





Solves Peculiar 


Remodeling Problem 


om realizing there would be the pro- 
blem of ventilating small and close rooms, Maier & Ber- 
kele, Atlanta, decided to convert an old residence into a 
specialty jewelry store, when they were looking for a 
suitable site for expansion. The firm felt that the old 
house was the only logical choice for a location near the 
downtown area of Atlanta. 

This was early in 1952, and the company operated the 
store through the summer, but it was obvious that lack 
of proper comfort on humid days created considerable 
sales resistance. 

Maier & Berkele had installed mechanical air condi- 
tioning in its downtown store four or five years before, 
and the management recognized the value of air con- 
ditioning as a business-builder, but it knew, at the same 
time, that the usual mechanical air conditioning system 
would not suffice in the new shop, because of the resi- 
dential type of building, according to Charles Willis, 
manager of the new shop. 

After a survey by several air conditioning contractors, 
the company selected an aeriated water-cooling unit, be- 
cause it appeared to be the type that would cool the entire 
shop, in spite of it being cut up into rooms. 
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Left: Cut-up arrangement of rooms and dis. 
plays in old southern residence, maf 
it very uncomfortable in summer weathe, 
is shown here. Below: Air condition 
vent in old house's reception room, which 
makes selling possible and pro‘itable. 


by RUEL McDANIEL 







The system was ready for operation by the end of the } 
summer of 1952. When warm weather came in 1953, the F 


air conditioning plant went to work. And _ busines 
started climbing. 

“There is no way of putting your finger on actual 
money results from installing the conditioning unit,’ 


declares Willis. ‘We do know that our summer was bad 


the first year, and doubtless some of that resulted in im J 


adequate ventilation and cooling. We do know that bus- 
ness was far ahead of 1952 last year, when we had use of 
the cooling equipment when warm weather arrived. 

“How much of the increase was due to the condition 
ing unit and how much was from the shop’s being better 
known in the area cannot be accurately stated. 

“Today, according to our experience, air conditioning 
no longer is considered merely from the basis of how 
much business it will bring in, but from the standpoint 
that people expect it and we must consider how much 
business we will lose without it.” 

Little was done to the old residence on the outside, with 

(Please turn to page 121) 
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|THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


There will be no “let-up” in our efforts supporting you in 
1954. Dynamic national magazine, radio and television 
advertising will continue to call attention to most excep- 
tional performance and style, unsurpassed quality and 
value found in every LeCoultre watch and clock you offer. 
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ATMOS — The Perpetual Motion Clock has become the most- 
often chosen, the most cherished of all “Business Service Awards” 
and Presentations. Featured in every LeCoultre advertisement 
for the past five years, it has achieved a fame unequalled by 
any other clock. Display ATMOS the whole year through. $175. 


LE COULTRE WRIST ALARM — THE WATCH THAT SELLS ITSELF! LE COULTRE LADY ROSE, LADY PEG — The success found with 
More men than ever will want the new thin models they see in these exclusively designed demi-bracelet watches in 14K gold 
1954 LeCoultre advertising. A tremendous value! Gold-filled, can be repeated again and again. The LeCoultre “120” series 


$71.50. Moisture resistant, gold-filled with bracelet, $99.50. in 1954 includes more equally beautiful watches, priced $120. 
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LE COULTRE POWERMATIC — A “Must” in every Jeweler’s show- LE COULTRE PROMENADE, ARISTOCRAT — The inspired touch 
case, The new and handsome styling of these most exceptional of the couturier in creating imaginative and original designs 
self-winding watches will create year ‘round profitable sales adds sales-producing exquisite beauty to LeCoultre’s gold-filled 
for the Jeweler who merchandises them. Gold-filled, $71.50. ladies’ watches. “Promenade” and “Aristocrat”, each, $71.50. 
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KEEPSAKE Makes Diamond King Sales Easy 
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eae Bc le Diamond Ring to young Texas University 


couple. 


Only America’s Largest Selling Diamond Rings 
Offer You All These Big Selling Advantages 


@ QUALITY ... the hallmark of Keepsake Diamond Rings. The words ‘‘Guaranteed 
Registered Perfect Gem’’ appear on the Keepsake tag. 

@ WRITTEN GUARANTEE .. . the famous Keepsake Certificate of Registration 
guarantees perfection in writing. 

@ NATIONAL ADVERTISING .. . the strongest in the ring industry—and ‘‘dealer- 
localized’’ to produce sales results. 


@ POWERFUL MERCHANDISING . . . effective dealer sales aids include newspaper, 
radio, TV, point-of-sale, outdoor, direct mail and movie advertising. 
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Prominent use of Keepsake window dis- 
plays by Sheftall Jewelry Store at- 
tracts wealthy student market from 

nearby University of Texas. 
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availability of a valuable Keepsake franchise in your area. 
A.H. POND CO., INC. SYRACUSE 2, NEW YORK 
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by EDWARD R. LUCAS 


Daytime view shows how this store competes with other attractions for shoppers’ attention. 


A Store Needs Night-Time Sales Appeal! 


When the jeweler really lights up his windows after dark for the window 


shopper, he is creating more attention for his store than he can produce 


in the daytime. Evening hours become “selling hours”’ for his store. 


ines they roll up the sidewalks and 
streets in the jeweler’s business district at sundown, there 
are good hou.'s each night up to 9 or 10 o'clock, or even 
midnight, when his retail store front and interior can do 
a first-rate selling job for him. There are uncounted 
potential customers in the evening-car and foot traffic 
going past his store. 
The evening hours offer the best opportunity of all to 
make his store do a selling job for him, believes F. S. 
Rivkin of Rivkin’s Jewelers, Seattle, Washington. “Even 


Night-time view reveals 
store to have outstand- 
ing window attraction 
for passersby, all of 
whom are_ potential 
daytime customers. 


with our colored glass front and sharply contrasting sign, 
we cannot command the attention in the daytime that we 
do at night,” he observes. “Darkness shuts out many 
things that compete for the shopper’s attention in the 
daytime, with the result our store stands out even more 
prominently, by contrast, at night.” 

Shopping habits of many of his customers likewise 
make it essential that his store do a particularly effective 
selling job at night, Rivkin points out. Though there is 

(Please turn to page 125) 
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From the Jewelry 


Designers Guild 


As a jeweler, you may know all about 
the technical aspects of genuine gems and precious 
metals. But are you selling them? 

The public buys fine jewelry not just because it 
is made of rare materials but because it is attractive 
and “does things” for the wearer. To possess these 
qualities it must be well designed and the design 
must be modern and in fashion—and it must be in 
line with the personal tastes of the wearer. 

The jeweler who is approached by a customer 
interested in buying an expensive piece of diamond 
platinum jewelry must be equipped to suggest the 
proper piece for that customer. Certainly it should 
represent the finest in contemporary design—and tt 
should fit the personality of the prospect. 


(Continued on next page) 
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If a jeweler is actively seeking such “important” dia- 
mond sales or is trying to develop remounting work, he 
should be equipped with a basic feel of what is good 
design. He should also be equipped to narrow the cus- 
tomer’s choice to a type of style or design so that the cus- 
tomer will find it easy to make a definite selection. 


¢- 


DESIGN +1. Small round diamond platinum brace- 
let watch, containing 434 ligne movement, with 
baguette, keystone and round diamonds; numerals 
to be made of markers of twelve keystone diamonds. 


DESIGN +2. This covered platinum and diamond 
ring watch to have a cover containing a large star 
sapphire, surrounded by keystone and round dia- 


monds. 


DESIGN +3. Pendant watch on a brooch, which 
can be taken apart and worn separately as a 
pendant watch and as a brooch. Made of platinum, 
it contains baguette, round, keystone and pear- 
shaped diamonds. 


DESIGN +4. This rectangular platinum man's wrist 
watch, with baguette diamonds in the numerals and 
round diamonds in the bezel is a timepiece designed 
to be worn on those really “special” occasions. 














Many jewelers, with no natural talents in artwork, have 
developed a knack of copying, or tracing existing designs 
right before the eyes of the customer who is thus stimu- 
lated to make expressions that guide the jeweler to the 
prospect’s area of interest—design-wise and price-wise. 

It is for this purpose we present this month the first of 
a series of plates which the jeweler can preserve for future 
use in working out designs with fine-jewelry prospects. 

These designs were especially created by the Jewelry 
Designers Guild, 74 West 46th Street, New York City. 
The Guild, a group of free-lance jewelry designers, was 
organized about 20 years ago. Their services have been 
made use of by retailers, manufacturers and wholesalers. 
Throughout the years the members of the Guild have 
presented some of the most spectacular of new jewelry 
design ideas. 

According to Macy H. Stein, president of the Jewelry 
Designers Guild, the theme for 1954 jewelry designing is, 
“More diamonds set in platinum.” Now that platinum 
is again obtainable, Mr. Stein maintains that the public 
should be awakened to the genuine beauty of well-designed 
diamond pieces. 

Inquiries are invited by the Guild for special order 
designs. Arrangements can be made by writing to the 
Guild’s headquarters in New York City. 

(This series of articles will be continued in JEWELERS’ 
CIRCULAR-KEYSTONE’S April issue. ) 
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ostume J ewelry Fashion 


by WINIFRED PARKER 


— jewelry for spring is colorful, 


imaginative in design and filled with promotional style 
themes. Color excitement runs through every line and 
covers every hue, tint, tinge and shade! There are lovely 
muted pastels in the most delicate of flower colors; there 
are bright and gay natural-tone colors; there are shock 
colors of red and orange, sometimes sharply contrasted 
with black; and one of the biggest color stories is found 
in the stark serenity of white. 


Manipulated necklaces, magnificent bibs and collars, 


Reading counter clock-wise: 


Top left: luxurious lariat in simulated pearls by Coro forms 
smart tie-as-you-please necklace with earrings and bracelet 
to match. Necklace $5, earrings $3, bracelet $3, plus tax. 


For men whose tastes run to an Oriental flavor, Kreisler's 
"Mandarin" jewelry features such designs as a sterling silver 
Buddha, elephant, serpent, Foo dog. Retail: $12.50 a set. 


Dramatic cuff links by Swank; Congo man, Ubangi chief, Zulu 
warrior and Uganda for good luck; matching tie clip retails 
at $7.50. Matching pin-ups also available for $2.50, retail. 


Anson's new jewelry designs use "Comedy" and "Tragedy" 
motifs, dumbbell shape designs, etc. Also available a complete 
line of vest fobs using a woven mesh chain. Retail price: $5. 


"Ora Creation" by the Ralph Singer Co. in fashionable flower- 
like delicacy combines simulated pearls in rhodium. The neck- 
lace is $5, bracelet $5, and earrings $2. Prices are retail. 
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for Npring and Summer 


bead ropes and luxurious lariats, massed bracelets, pin 
ensembles, and earrings of every variety (so long as 
they’re big!) give us a wonderful selection of jewelry 
for decorating slim princess silhouettes, or the new, 
loose fitting, blousy styles. 

Men’s jewelry is notable for new and unusual designs 
which set a new fashion pace this season. Men’s clothing 
is smart but subdued, and jewelry is needed for a bright 
accent. By the way, have you noticed how often men 
are being included in fashion shows? How often they 
are being presented with fashion shows of their very 
own? It’s more than a straw in the wind, it’s a trend 
that can produce extra dollars in jewelry sales! 


Reading clock-wise: 


Top right: "Mandalay" design in simulated gold or platinum by 
Trifari features handsome filigree links and sphere earrings. 
Necklace is $7.50, earrings $5, bracelets (2 shown) $4 each. 


Hoop earrings combine the soft glow of cultured pearls and 
gleaming 14K gold. Imperial Pearl Syndicate; $390 Keystone. 


Cultured pearls frame a I4K gold zodiac design, "Pisces," in 
a charm-drop from the Imperial Pearl Syndicate. $105, Key- 
stone. A complete zodiac series is available from this firm. 


White orchid flowers in genuine ivory imported by the Arbor 
Jewelry Co. Each ivory flower is hand-carved. The necklace is 
$12.50, bracelet $19.50, earrings $12.95; Keystone prices. 


Spiraled links of metal in rich gold finish form this light- 
to-wear jewelry by Volupte. Necklace $12.50, bracelet $6.25. 


Bar pins by La Tausca in graduated sizes make new ensemble 
collection. Gold metal with simulated pearls and crystals. 
Triple ber pin $3 each, long and small bar pins, $2.25 each. 








































Fashion Report 





From Paris 


by WINIFRED PARKER 
Illustrations by Dorothy Burke 


presents a strong promotional story 
in jewelry fashions for spring and summer of 1954. 
There are new draped designs to keep pace with changing 
silhouettes, new color combinations to heighten a bright 
new array of fabric colors and prints, and new ways of 
wearing jewelry to dramatize dress details. 

There are now two major silhouettes to consider as 
backgrounds for jewelry because Dior has completely 
reversed the trend he established last fall, instead of 
giving it further development. (1) The Princess line, 
the body-clinging silhouette which has been growing in 
importance since last fall. (2) Dior’s new bloused sil- 
houette, which is simply a new version of the old classic 
shirtwaist style. (Almost like a man’s shirt pulled in at 
the waist with a narrow belt for a bloused effect). This 
loose fitting silhouette is the one which will be most 
strongly played up for fashion promotions during the next 
few months, and jewelers can use it to advantage for 
stimulating fashion excitement. 

Supple is the adjective most often used to describe the 
current French fashions. There is the blousy silhouette 
which gives a supple look to the figure. There is a 
strong revival of supple fabrics such as soft flannel, 
whispery silks, chiffons, crepes, jerseys and satins. And 
biggest of all news is supple jewelry! 

Paris dressmakers also are ertdorsing colored jewelry 
in every price bracket, and each piece is chosen to accent 
the color scheme of the clothes with which it is worn. 


JEWELRY HIGHLIGHTS 


Luxury and ingenious mechanisms mark fine jewelry, 
such as a cluster brooch of six-jewel centered flowers. 
Each flower has its own tiny pin which can be unclamped 
so that all may be used as scatter pins. 

Diamond and pearl drop earrings convert into neck- 
lace pendants when clasped to the ends of a platinum 
neckband which stands open at the throat. 

Bracelets are given flexible slide fasteners and divide 
to form necklaces. 

Precious colored stones used as strands of smooth 
beads are a significant note in Paris jewelry. 

Precious gems are arranged in rainbow colorings in 
multi-strand looped necklaces. 

Draped necklaces of precious stones and diamonds 
play up beauty of design by playing down the magnifi- 
cence of the colored jewels and using them as smooth 
beads contrasted with diamond brilliance. 
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At left is the fitted Princess silhouette, which continues 
in fashion popularity. At right is the new bloused 
silhouette, a revival of the classic shirtwaist style. 


Entwined ribbons of supple gold mesh spattered with 
diamonds form another elaborate necklace which ter- 
minates in a lavish fringe tassel drop. 

Supple jewelry is making headline news with “Sau- 
toirs” which are long, lariat type necklaces that can be 
draped and wound in a wide variety of ways. 

Print dresses (there are lots of them in Paris, especially 
lovely flower prints!) are accented with sautoirs matched 
to the background color. Bracelet sautoirs, strands of 
colored beads a yard or so long, are wound around the 
wrist to make multiple looking bracelets. 

Dior shows navy jewelry with his navy blue costumes— 
the predominant color at this house. Blue is the leading 
color everywhere in Paris in a sweeping graduation of 
shades. 

Delicate Victorian treatments are featured in the design 
of dressy necklaces, brooches, bracelets and earrings. 
The many lovely colors are inspired by flowers. 

Turquoise, coral, shrimp pink, primrose, mimosa, but- 
tercup yellow, lavender, geranium and poppy are favorite 
costume jewelry colors, but the range of blues predomi- 
nate. White, used starkly and alone, also takes its place 
at the top of the color list. 

Earrings spread in wide designs and enormous fan-like 
treatments; dangles remain important. Sparkling pins 
are worn on the sleeves of jackets or frocks. Dior’s 
newest place for brooches is just below the point of the 
shoulder. Blousy brimmed hats, in the new silhouette, 
are often flashed with a diamond pin tucked between the 
folds of the brim. (It’s one way of starting a halo! ) 
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To Top Previous Diamond Sales 
(From page 90) 


“Like Magic—Make Us Prove It Right Before Your 
Eyes.” Curious customers asked, ““What does it mean?” 
Whereupon the salesman reached for a specially pre- 
pared counter kit so the customer could see for himself 
how the “Magic Top” made a diamond appear much 
larger than another of similar size set in a conventional 
setting. 

Even the small-fry set was included in this diamond 
promotion. A free “magic top” toy was offered to chil- 
dren who came to the store with their parents. 

To build a prospect list, each employee carefully se- 
lected 100 customers’ names from the regular mailing 
list. In addition, names of business and personal friends 
were added to each salesman’s list. Then, the salesman 
picked the names which he considered the best prospects. 
Each prospect received a personal visit. 

Those who could not be contacted for a personal solici- 
tation received a telephone call from the salesman. Each 
salesman was required to make at least four such tele- 
phone calls each day of the campaign. 

Sam Meyer attributed a great part of the diamond pro- 
motion’s success to the enthusiastic sales spirit of all the 
stores’ salesmen. As mentioned earlier, a definite, well 
planned program was laid out for them. At the outset of 
the promotion each store manager was told to “create 
a diamond consciousness in your store”—in which every 
employee talks diamonds, thinks diamonds, dreams dia- 


monds. Not just in the store but at home and when he 
is out with personal friends. 

Not content with just internally created enthusiasm, the 
plan included “outside” stimulus. For example, every 
store employee received a personal letter, at his home, 
from the vice president of the New York firm supplying 
the diamonds for the promotion. The personal letter en- 
couraged each sales person to do his best and also reiter- 
ated, and endorsed, the purpose and aim of the pro- 
motion. Each store manager also received a personal 
letter from this executive and another letter from the 
president of the New York mounting manufacturer. In 
addition, a personal letter from S. A. Meyer was sent 
to each employee at his home. 

With less than half of the promotion completed, dia- 
mond sales in the first 24 days of October were far 
ahead of the combined diamond sales of October and 
November of 1952. 

To start the promotion off with a bang, a “Magic Top— 
Magic Lock” sales meeting was held; a dinner attended 
by all store employees. The plans were thoroughly ex- 
plained by the chain’s executives and every employee was 
filled with enthusiasm to sell more and bigger diamonds. 
Then and there, while fired up, each store assumed a 
sales quota to fill. 

Commenting on the promotion, Meyer stated, “The 
huge increase in diamond sales resulting from this pro- 
motion is concrete proof that many jewelers who com- 
plain about business have, in reality, only themselves to 
blame. With nothing up our sleeves except good mer- 
chandising and selling experience—dramatized—we sat 
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down and created a promotion to sell our single, most 
profitable, most saleable item—diamonds. Should any 
other jeweler be interested in further details or speci- 
mens of tools used in this promotion, I would be glad to 
assist him. ‘Magic Top’ proves that there is plenty of 
business waiting for the retail jeweler who has the fore- 
sight and will to work to make the profit he deserves.” 

Instead of being preoccupied with writing letters to 
manufacturers decrying discount houses and other types 
of competition, Meyer believes in writing to them for 
advice and assistance in increasing his sales. 





Lighting the Way to Sales 


(From page 104) 


fixtures also provide illumination. 

To highlight the jewelry, 150 watt spots were recessed 
on three foot centers over the front edges of the floor 
cases. These spots build up the intensity on the tops of 
the cases to 175 foot-candles: All floor cases contain 
fluorescent tubes, which, combined with the overhead 
spots provide 250 foot-candles in the cases. In the glass 
door wall cases, which line the walls, two continuous 
rows of fluorescents were used, one inside the case and 
one in the canopy over the glass doors. These tubes pro- 
vide 130 foot-candles on the middle shelf of the wall 
cases. 

The ceiling in the rear section devoted to television 
sales is so low, being seven and a half feet, that recessed 
fixtures were the best solution in the installation of lights. 


Two lamps, eight foot troffers with low brightness louvers 
were installed, providing 40 foot-candles in the sales area 
and 50 foot-candles in the offices. 

This rear illumination brought up the problem of tying 
the jewelry and television areas together. With the sud. 
den change in lighting levels from 130 to 40 foot-candles 
and the ceiling drop from eleven to seven and a half feet, 
Spears felt that the rear of the store would look like a 
dark cave. 

His first move was to brighten the rear wall so that it 
would be a focal point for a customer approaching the 
back of the store. A line of fixtures were installed parallel 
to the rear wall to make it uniformly bright. This wall 
was covered with a figured wallpaper to increase its at- 
traction and contrast with the plain finishes of the other 
walls. To further add a definite point of interest on the 
rear wall, a portrait of J. F. Perelman, founder of the 
store, was hung at about its center. Spots were also used 
on the rear ceiling for emphasis lighting. 


CREATING ILLUSION OF DEPTH 


Next, the ceiling drop between the two areas was hid- 
den with a store-wide mirror. The mirror was placed on 
the upper wall between the two ceiling levels at a slight 
angle from the vertical, so that a customer entering the 
store would receive the impression that the lighting in 
the front jewelry section continued on over the rear area 
to the back of the store. This illusion of added depth 
succeeded in attracting a customer toward the rear of 
the store and then the bright back wall draws him into 
the rear sales area. 

Thus the bright rear wall and the mirror combine to 
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Distinguished HERSCHEDE and REVERE clocks meet the exact- 


ing demands of your most discriminating patrons. Exquisitely fashioned in 
both the authentically traditional and in up-to-the-minute modern 
> eae precision-crafted for accurate, dependable timekeeping. 


HERSCHEDE and 
REVERE clocks are 


treasured by people of 
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HERSCHEDE CLOCK No. 
642. An accent of elegance. 
Polished mahogany -finish 

case; silvered dial; golden 
hands, bezel and trim; black 
Melodious Hour 
and Half-hour strike. 8-day, 
4-jewel, key-wound, lev- 
er,imported movement. 9%, 
wide. Retails 


numerals. 


high, 7%” 


for $42. 


Send for the beautiful color 
brochures showing the full 
lines of 44 HERSCHEDE 
keywound clocks and 21 
REVERE electric clocks. 
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discernment. They will 
bring an increased vol- 

ume of fine-clock sales 
to your store — plus a 


high level of prestige. 
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REVERE WALL CLOCK 
No. R-957. New note in 
wall clocks. Handsomely 
cased in honey-toned oak. 
Silvered dial; raised gold- 

en numerals, circle lines 
and bezel; black hands. 
Softly heralds each 
quarter-hour with lovely 

WESTMINSTER CHIMES. 

Telechron motor. 12” 
: square, 4%,” deep. 
” & 4 Retails for $72. 


Prices include Federal Excise Tax 
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(is CLOCKS 
CHIMING | 
ELECTRIC 
CLOCKS | 


THE HERSCHEDE HALL CLOCK COMPANY and THE REVERE CLOCK COMPANY, CINCINNATI 6, OHIO 
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tie together the separated front and rear sales areas, with- 

out distracting customers’ interest from the items on dis- 
lay. 

° Lighting expert Spears says that Perelman’s Jewelry 

is a store years ahead of its neighbors and that it has “the 

big city sparkle and color seldom found in a town of 

50,000 population.” 

(Editor’s note. The lighting installation at Perelman’s 
Jewelry tied for fourth place at the National Technical 
Conference of the Illuminating Engineering Society in its 
contest, “My Most Interesting Lighting Job.’’) 











White fans, pink ribbons and roses created a sentimental 

atmosphere in this Mother's Day window display at Long's, 

Boston. Ceramic's, china, glass and giftwares were suggested 
as appropriate gifts for Mother. 


Life Insurance 


(From page 100) 


credit to the customer on the instalment plan? What are 
the amounts of sales to be covered? Does the retailer 
operate one or more stores? 

The retailer will have to go through the usual routine of 
filling out an application and if he qualifies he will get 
a master contract. He, in turn, will give a statement of 
insurance to his instalment purchaser at the same time 
he delivers the bill of sale. One master contract can 
thus be used to cover many thousands of lives. No other 
information will be required than a statement as to the 
amounts to cover from month to month. 

The lives of all the debtors are thus insured without 
medical examinations or filling in of forms of any kind. 
In case of death of the debtor, the debt is cancelled and 
payment is made by the insurance company. 

The monthly premium is usually 714% cents for each 
$100 of outstanding balance of insured loans or debts. 
The net cost, however, after dividends is very often less 
than 14 of 1 per cent and the experience to date shows 
even a net cost of a low of 1/3 of 1 per cent of the original 
indebtedness. 

No greater service can the jeweler render to his com- 
munity than to make this form of protection available 
to his instalment buyers. When tragedy strikes, the 
jeweler will not be the money lender but the good 
Samaritan extending his helping hand. 

A word of warning: the accounting department of the 
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Trade Mark Registered in U.S. and Canada 





This Cupid’s-bow brooch in 14 Kt. 
gold with cultured pearls will strike the 


fancy of your customers who 





appreciate smart design 


and beautiful workmanship. 


H & COMPANY 


Manufacturing Jewelers 


Street, Newark 5, New Jersey 





Member American Gem Society 
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JULES RACINE & COMPANY, INC. 


ZO WEST 47th STREET. NEW YORK. 36, N.Y. 
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Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for 
every industrial and scientific use. 


*® GUINAND and GALLET TIMERS 
*& GALLET CHRONOGRAPHS 





Specialists in Fine Timers — Since 1890 








| average credit jeweler cannot, as a rule, give a true 

estimate to the loss ratio to be covered by Creditor Life 
Insurance. The reason for this lies in the fact that pay. 
ments to the credit of accounts of deceased debtors very 
often go on without interruption. We can understand 
that the heirs and representatives will make all efforts to 
continue the payments and acquire full title to the mer. 
chandise bought and in which they have an equity. This 
does not mean that the payments are easily met; very 
often, quite to the contrary, we find that families are 
using up funds that are needed elsewhere. If upon the 
death of a debtor, his debt is cancelled, this would have 
the effect of liberating funds otherwise needed to con- 
tinue the payments. Certainly some of these available 
funds could thus revert back to the credit jeweler for new 
purchases. 

The problem of having to take merchandise back for 
credit no longer exists upon the death of the debtor, title 
to the merchandise under chattel mortgage contract 
would pass to the representatives or the estate of the 
decreased, and the balance due collected from the life 
insurance company. This is the very purpose of the 
Creditor Life Insurance contract. 

The cost of insurance can either be absorbed by the 
jeweler or passed on to the customer. In absorbing the 
cost, the good will theory of insurance at no cost to the 
insured can be developed and constitutes good advertis- 

| ing material. In this case, the net cost might be con- 
| strued as a normal business expense and as such would 
be tax deductible. 

On the other hand, by passing the cost om to the 
_ consumer as part of service charges existing or to be 
| established, the jeweler has a justification and an added 
explanation as to what constitutes some of the services 
mentioned in the service charge. 

In a dignified approach towards this problem of pro- 
tection, the credit jeweler can lay stress upon the fact 
that friendly credit is more than a word when backed 
by a written agreement cancelling the debt as expressed 
in the statement of insurance. Creditor Life Insurance 
is good business. 








A Less Costly Watch for Vacation 


Zale’s, jewelers in Albuquerque, N. M., promoted the 
sound idea of people owning a second watch by appealing 
to watch wearers to save their expensive timepiece when 
they take vacations. Since so many people spend their 
vacation in the mountains, at the beach or in rustic sur- 
roundings, Zale’s suggested a special vacation watch 
priced at $16. The store ran an ad on the vacation watch 
idea, and also displayed in its window, a collection of 
watches at a wide range of prices, with the popular priced 
watch on a mound in the center. A copy of the ad was 
pasted to the glass, and ribbons ran from the ad to the 
actual watch. 

The Albuquerque firm also ran an ad underscoring 
the theme, “Get set for an exciting vacation or an enjoy- 
able summer at home.” This time the ad featured many 
items associated with vacationing, such as a traveling 
clock, portable radios, binoculars, electric shavers, 
cameras and water-resistant watches. All items were illus- 
trated. A coupon was included in the ad so any vacationer 
| could order by mail. 
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A Pre-Easter Window Display Air Conditioning 
Dramatizes Fashion (From page 106) 


During the pre-Easter season, Henry Birks, Toronto, 
Canada, created an unusual series of windows called, 
“A world of fashion comes to Birks.” 


exception of a dignified sign in the front yard. Inside, 
however, rooms were refinished, and one partition was 
removed to throw another small room in with the re- 
ception area to form a wide display room. Other rooms 
remained intact, except for refinishing and decorating. 
Each room forms a special display area, and the main 
corridor constitutes an important display “room.” 

Even the bathroom was turned into a selling area. The 
bathroom itself was redesigned as a powder room for 
customers, and the alcove to the bathroom was turned 
into a jewelry room, where diamond and quality watches 
are displayed and shown in semi-privacy. 

Customers are encouraged to roam the store from 
room to room and inspect the merchandise, much of 
which is displayed so that it may be handled by cus- 
tomers. Wall cases are used sparingly. 

The second story of the building has been turned into 
a stock room, and the rear of the six rooms downstairs 
is for wrapping and delivery operations. 

The air conditioning system, because of its use of 





The fashion theme was imaginatively carried out in chilled air, serves all rooms of the shop with complete 
the above window which showed “Diamonds from satisfaction, according to manager Willis, making sum- 
Amsterdam.” Diamond jewelry was set against a dra- mer days as important for shopping as other seasons. 
matic background consisting of a reproduction of a The air conditioning unit cost about $2,500, and, as 
famous Dutch painting and a cardboard windmill. A Willis stresses, “It’s not so much how much it has in- 
straw heldge brightly set with yellow and orange tulips creased business as how much business we would not have 
surrounded the windmill. had without it.” 
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S RING & BUTTON WITH DIAMONDS, 14K GOLD 
Ruler | Every April, Elk Lodges change officers. Here’s the perfect gift for 
lodges which want to honor retiring Exalted Rulers. 
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Display Capitalizes on Brand Names The Coming of Springtime 










(From page 99) 


| | = ii bia: behind the openings to hold merchandise and the panel 

| . Be Cr oti t, is given necessary easels or supports to hold it upright, 

? | ‘@ 3 Unless your window is very high, the panels should 

we extend all the way to the window ceiling, in which case 

=| | oer ae, (a they can probably be fastened top and bottom with angle 
7 , : irons. 

Whatever method of holding the units is used will 
depend on the construction of your own particular win. 
dow, but it should not be hard to devise some simple 
method. The panels are covered with either paper or 
fabric with ruffling tacked around the egg-shaped open. Ff 
ings. A copy ribbon extends across the panels near the 
top. Gift packages are arranged on the window floor 
and additional merchandise is displayed on elevations 
and on the floor. The panels may be covered with a pat. 
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Jeweler Bernie Fields of Pinsker’s, Middletown, Conn.. terned paper or fabric—stripes or flower design or a 
recently capitalized on his reputation as a brand names solid color may be used with small artificial flowers 
merchant by creating two unusual window displays, one scattered over it. If panels are covered in paper, lace Ff 
of which is shown above. paper ruffling may be used. If fabric is used for covering, : 

In the center of the display a large, framed photo- fabric ruffling from your local department store’s neck. 
graph showed Bernie Fields receiving an award from the wear department will make a good edging. Ideally, the 
Brand Names Foundation. Window streamers announced, panels should be constructed with lighted shadow boxes 
“Old Friends — Brand Names,” “Solid Value — Brand behind the openings, but for a temporary display the 
Names.” open shelves can be made to serve, but try to see that 

Using a mass display technique, this jeweler featured the merchandise on the shelves gets sufficient lighting. 
branded watches, watch attachments, clocks, lighters. Spring blossoms and simple picture frames keynote the 
shavers, and photographic equipment. display of fashion jewelry “In the Spring Picture.” 





Se ee 





ee eae | 


wy 3 
= were 


PF eS y t s +6 


“A procession of beautiful volumes, each 
handsomely bound and illustrated, each 
befitting this once-in-a-lifetime occasion 
... for your gift counter or as a premium 
e. gift from you to the bride. Pages include space to record all 
4 important data, photo sections, gift sections for listing of silver 
} and china purchased from you complete with number stickers, 
and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 


CLE Cfeteen AND COMPANY... 


Publishers © Norwalk, Connecticut 


ena aa ae DN han ibe ~e a Rl OS tik hh ALOE SDAA ALLE AALS het bb x 





























122 THE JEWELERS’ CIRCULAR-KEYSTONE 














Panels of heaver board of various sizes are lightly padded 
and covered with fabric—rayon taffeta or some other 
rayon or silk material would be good. All panels should 
he the same color—a soft Spring green would be good. 

Chiffon handkerchief squares are then draped and 
pinned across the panel and ensembles of jewelry are 
arranged and pinned in place on each panel. Narrow 
wood molding painted black or white is used to frame 
each panel. Or if you can get a number of simple picture 
frames, you can have the panels cut to fit the frames. One 
frame is used for the copy card. A large vase of forsythia 
or other Spring blossoms stands against the background. 
Additional jewelry is arranged on wide ribbons laid 
across the window floor. The chiffon scarves are a simple 
inexpensive way to introduce gay colors that will serve 
as a soft background for the jewelry pieces. 

Brand Names Day coming in April this year suggests 
a display tie-up with Easter. Egg-shaped cards are let- 
tered with the names of all brands of merchandise that 
your store features and are suspended from the window 
ceiling on narrow ribbons. Merchandise is arranged on 
egg-shaped pads on the window floor. Some merchandise 
may be shown in the manufacturer's package so that the 
brand name can be featured. The brand names tie-up 
is an excellent way to capitalize on the prestige of the 
nationally advertised products which you carry. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
Sketch A 
Beaver board for panels and Lumber yard 
shelves 
Paper or fabric for covering Display supply house 
panels 


Display supply house or 


Paper or fabric ruffling 
department store 


Copy Scroll Show card writer 
Gift packages Make in store 
Sketch B 


Lumber yard 
Lumber yard 


Beaver board for panels 
Molding for frames 


Fabric for covering panels 


Chiffon scarf squares 
in several colors 

Copy card 

Forsythia or other spring 
blossoms 


Ribbon 


Sketch C 


Egg cards 
Ribbon 


Egg shaped panels 
Copy card 


Display supply or de- 
partment store 
Department store 


Show card writer 
Florist 


Department store 


Show card writer 

Department store or 
display supply house 

Make in store 

Show card writer 


————— 





Displays Exploit Public Interest 


(From page 97) 


known New York gem dealer. Cut and uncut samples 
included aquamarine, tourmaline, amethyst, peridot, gar- 
net, ruby, emerald, kunzite, cat’s eye, star sapphire, 
turquoise, and several others. 

The display was designed by Earl Fell, the firm’s dis- 
play director. An appropriate atmosphere was created 
by the use of a large oil painting of a mountain scene, 
showing rocks and flowers, sand and sky—in about the 
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Perfect 
Marcasite 


Jewelry 








Hand Set Sinnine Marcasite 
Sterling Rhodium Finish 


Our catalogue 
available on request 
to rated Jewelers. 











2202 ‘The Sunburst Clock’’ in birch or walnut $25 





2204 Black or white perforated metal $30. 





ch r onopak means... a truly modern timepiece 


Four new wall clocks designed by George Nelson indi- 
cate a fresh direction in important, distinguished acces- 
sories. The Chronopak Series now includes 19 outstand- 
ing designs for use in the home, office and public areas. 
Write Dept. JCK-14 for illustrated brochure. 
HOWARD MILLER CLOCK CO., ZEELAND, MICH. 


National Distributor: RICHARDS MORGENTHAU COMPANY 
New York: 225 Fifth Ave.; Chicago: 1215 Merchandise Mart 
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same color tones as the gemstones. Actually connecting 
the painting to the gems were net and chiffon in rain. 
bow hues. 

A variety of precious and semi-precious stones were 
shown in the rough and in varying degrees of polish and 
completion. To provide a dramatic contrast, atop each 
rough specimen was placed a ring, bracelet or piece of 
jewelry featuring the cut and polished stone. 

Unusual for this type of display was the absence of 
identifying cards and notes of explanation. This resulted 
in stirring interested passersby to enter the store. 

According to Clifford Hare, vice president of Bailey, 
Banks & Biddle, “It was surprising the number of people 
who came in to ask questions about these gems and the 
display itself. But even more surprising, many could 
identify the stones by name. 

“No window,” he added, “ever attracted as much atten- 
tion as this window.” 





Famous Diamonds of the World 
NIZAM 


A curious replica of the Nizam which has been pre- 
served suggests how large diamonds from the ancient 
Indian mines must have looked with very elementary 
diamond cutting. Crudely polished grooves were used by 
the earliest diamond cutters to remove noticeable flaws. 
A few hit-or-miss facets on the surface seem designed 
only to preserve as much of the stone’s weight as possible. 











According to one account, the Nizam was found in 
Hyderabad and one large corner was chipped off and sold 
to a native banker for 70,000 rupees. It is owned by the 
Nizam (“administrator”) of that princely state and named 
for him. Hyderabad includes much of the old Golconda, 
the early diamond mining center of the world, and the 
Nizam is reputed to be one of the richest men in the 
world because of his vast treasure in precious stones. 

Herbert L. Matthews, well-known American newspaper » 
man, interviewed the Nizam in 1934. He reported that, 
when the present Nizam (the seventh) was a small boy, 
a paperweight on his father’s desk was the largest uncut 
diamond in the world. It could well be that the paper- 
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weight was this historic diamond. Newspaper stories 
from Bombay as recently as 1950 spoke of the Nizam 
of Hyderabad using a large uncut diamond for a paper- 
weight. 

The Indians call the stone the Great Nizam and say it 
weighs 440 carats. Other diamonds in the state treasury, 
according to Indian jewelers, are the Victoria (Imperial 
or Great White) of 180 carats, and the Jacob, of 100 
carats. Crown jewels and heirlooms together are reported 
worth 21 million dollars. 

Today, the Nizam of Hyderabad is said to keep his 
jewels in an air conditioned vault under his palace in 
Hyderabad City, which is about four miles from the 
old Fort of Golconda. 





Can You Top This? 


Two days before Christmas, Phillip B. Krauss of 
Krauss Jewelers, Ambridge, Pa., received an ordinary 
postal card that was in the Yuletide spirit of giving. 
From one of his ‘customers, it appealed to Mr. 
Krauss’ sense of charity, as follows: 

“Mr. Krauss—This may sound a bit out of the 
way, but I hope you'll bear with me. I’ve watched 
television asking for donations for crippled children. 
Since I have a short pay, I can’t afford a donation 
unless I don’t pay a bill. So I choose you and hope 
you'll be understanding. Thanks.” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 














Night-Time Sales Appeal 
(From page 110) 


much foot traffic past his downtown location during the 
day, there are still many potential customers for whom it 
is much easier to come downtown in the evening. In such 
families, the husband takes the car to work in the day, 
and most trips into the business district are made in the 
evening, to go to dinner or a show. Later, they window 
shop the stores. The same pattern holds true in the case 
of engaged couples who may be shopping for a ring. 


PRELIMINARY SHOPPING AT NIGHT 


In such cases, virtually all the preliminary shopping 
is done at night, with customers forming judgments based 
on window displays and the interior appearance of the 
different stores. By the time they are ready to make 
their purchase they may already have decided on the 
store where they will buy it, without ever entering a place 
of business. Many sales are thus virtually made or lost 
after store hours in the evening, whether the owner realizes 
it or not, Rivkin believes. In both store planning and 
maintenance, therefore, he has taken pains to see that all 
essential details that contribute to a first-rate, night-time 
selling job are properly executed. 

A store can hardly expect to command even passing 
attention without an electric sign. Besides its attention- 
getting function, the sign should indicate both the firm 
and the type of business. The “Rivkin’s Jewelers” signs 
on both faces of the store, are particularly striking. The 
white neon tube lettering contrasts attractively with the 
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MAKE MONEY FOR YOU 


Medallion 
Monogrammed 


Handkerchief assortment of 72 
Left and 72 Right press-on 
initials with each 4 dz. Mono- 


folds. 
$5 -00 RETAIL 


MEN'S - LADIES MODELS! ALL COLORS! 
CUSTOM TANNED GOAT SKIN OR COWHIDE! 


Per dz. $30.00. Min. 4 dz. 
F.O.B. Springfield, Ohio 


Your selection of men’s sleek Monofolds in 
Brown, Tan, or hand rubbed Tritone cow- 
hide... Ladies’ (as shown with gussetted coin 
pocket) in Red, Green, Tan, Blue, or Black 
goat. All with clip bar. Removable pass case. 
Secret currency compartment. Minimum: 4 dz., 
with press-on initials. (Just 
thumb press-on, and they’re 
on for good!) 


Shige Pisea On, We 


SPRINGFIELD OHIO 
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STYLE NO. 843 shows a 
Rose Zircon encrusted 





STYLE NO. 509, a heavy 
gents ring, shows a synthet- 
ic ruby, encrusted with a 
gold birthsign of Cancer, for 
those born June 23 to July 
21. Zodiac motif is carried 
out in side designs. 








STYLE NO. 844 shows a 
Peridot encrusted with Zircon encrusted with 
with a gold birthsign a gold birthsign of Leo gold birthsign of Sag- 


of Libra for those born the Lion for those born ittarius for those born 
—e 24 to Octo- July 22 to August 21. November 23 to De- 
ber 23. 


GRAN and COMPANY, INC. 


546 S. Meridian St., Indianapolis 25, Ind. 





BIRTHSTONE RINGS 





STYLE NO. 845 shows a 


cember 21. 


Created in modern, beautifully de- 
signed mountings, in 10K yellow or 
white gold with brilliantly lustrous 
synthetic birthstones, permanently 
encrusted with correct Zodiac birth- 
signs in 22K gold. 

Available in sets of 12 for ladies 
or gents in attractive plastic display 
case, they are a fast moving profit- 
able addition for birthday anniver- 
sary sales the year ’round. 

Ask to see these unique and exclu- 
sive birthstone rings. Display signs, 
illustrated folders, newspaper mats 
furnished to help you promote this 
addition to the wellknown “GRAN” 
line of fine finish Emblem Jewelry. 











































B. DAVID 


in all new colors. 
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Only you, the jeweler, are permitted to 
sell this jewelry . .. none is sold to 


Department Stores or catalog houses. B. E ANY l WA 
David also guarantees complete cus- . . 

> > > e MANUFACTURER 
tomer satisfaction. See the full line of | 


designs in Rhodium or gold plate... 2508 Vine 
prong set Austrian, machine cut stones 








* GUARANTEED 
CRAFTSMANSHIP 





BRILLIANCE 


% FAST MOVING % PROTECTED 


DESIGNS PROFITS 


Beautlifilly 


@ EARRINGS 

@ CROSSES 

@ PINS 

@ BRACELETS 

@ NECKLACES 

@ EASTERN STAR 


Mill 


JEWELRY 
Pin 743--$4.00 Keystone. 
Just one of the many 
designs to choose from. WRITE TODA Y! 


for free folder showing 


PROTECT YOUR PROFITS WITH B. David’s new designs 
RHINESTONE DESIGNS BY and proven best sellers. 


Representative will call 
at your convenience. 











Cincinnati 19, O. 


deep wine colored glass facing against which it js 
mounted. 

Incandescent lighting is used in all nine of Rivkin’ 
Jewelers display windows in order to give greater sparkle 
to the merchandise. The store uses the large number of 
18 200-watt spotlights in each window, for a total of 
3600 wats in each window or 32,400 watts for total 
window ilumination. This is probably the principal item 
in the firm’s $250 a month electricity bill, but it is wel] 
worth the expenditure in terms of advertising effective. 
ness, Rivkin feels. 


Interior lighting of the store is a combination of 
incandescent and fluorescent. Incandescent lighting con. 
sists of spotlights set into the ceiling, which are fixed to 
shine directly down on the display fixtures. Concealed 
incandescents illuminate the wall shelving in the appli- 
ance section. The difference, Rivkin explains, is that 
incandescent lights are used for direct ilumination of 
merchandise while soft fluorescents, diffused by metallic 
grille work, are used to give the store a pleasant and 
inviting atmosphere. 

Rivkin’s Jewelers uses automatic controls, turning the 
lights on at 7:45 a.m. and turning them off at midnight. 
Most of the fluorescent lights, however, are turned off 
when the store closes at 5:30, at which time the sign, 
window and interior display fixture lights provide the 
entire illumination. Despite the darkening of the general 
illumination, the store’s interior can still be seen easily 
from the sidewalk. Much of the window lighting reflects 
back into the interior. 





A Store ‘Goes to the Dogs’ 


Wilsons Leading Jewelers, Syracuse, New York, re- 
duced inventories with a unique sale event using the 
theme, “Wilsons Goes to the Dogs.” Full-page newspaper 
ads and store displays were employed to promote the 
event. An advertisement featured sale merchandise in 
liners under a departmental breakdown, each section 
headed by a photo of the manager for that department. 

Departments included: appliances, watches, silverware. 
luggage, costume jewelry, stone rings and giftwares. 

Art work in the ad showed a sketch of a dog in front 
of its kennel. The caption read, “Wilsons goes to the 
dogs. Yes, John D. Wilson and his kennel managers are 
really getting rid of the dogs in every department. Save 
20 to 70 per cent on floor samples. Every item brand 
new, fully guaranteed.” 


In the center of the ad was a boxed off area which 
announced the store was selling a group of 50 live puppies 
for $3.95 each on the opening day of the promotion. 
The store advised they were not bluebloods or blue ribbon 
winners, but “happy go lucky little rascals, just waiting 
for you to take them home.” 





How Would You Correct 


Trade Diversion ? 
(See Page 216) 














THE JEWELERS’ CIRCULAR-KEYSTONE 





‘Candid Snapshots’ of Opera Singers 
Used in Window Displays 


Tying-in with local entertainment events is a policy 
which has long paid dividends for Selle Jewelry Co., 
St. Louis, Mo. For example, St. Louis’ noted Municipal 
Opera was the subject of a clever window display series 
which was developed last summer by Donald Ingarten, 
display manager for the Selle store. 

Ingarten used ‘candid snapshots” of the stars of each 
week’s Municipal Opera presentation, taken for the store 
by a commercial photographer. Included were backstage 
shots, off-guard snaps of directors, stars, supporting 
players, etc., made at rehearsals. Each photo was cap- 
tioned by Ingarten. 

Direct connection with the jewelry store was made by 
enlarging the photo of one of the prominent singers and 
displaying with it some jewelry item which the singer 
had approved. For example, when Patricia Morrison, 
Broadway star, appeared in one opera, a diamond solli- 
taire was shown along with her picture. A card read, 
“Solitaires are preferred by glamorous Patricia Mor- 
rison.” 

Each week, as the Municipal Opera changed its pro- 
gram, the store created displays which tied-in with the 
locale of the opera. “The windows,” Ingarten said, “were 
90 per cent photographic interest. Because the opera has 
a tremendous following in St. Louis, many devotees made 
a habit of going out of their way to glance over the 
candid shots shown. Even several members of the cast 
dropped into the store to voice their appreciation of our 
help, and in that way we were able to develop testimonials 
and statements which could be tied directly to jewelry 
shown.” 








Can You Top This? 


The average American male will generally concede 
that he is, among other things, an expert repairman. 
As for the ladies, they look for their laurels in other 
fields. 

An exception to the rule made its appearance at 
the Paul E. Crosly jewelry store in Spartanburg, S. C., 
where a woman customer said she was unhappy with 
her recently repaired platinum ring. 





© SOLDER BUBBLESS. 


The trouble, the lady expert pointed out, stemmed 
from the failure of the jeweler “to squeeze all of 
the air out of the solder, thus leaving air bubbles 
showing where the ring was soldered.” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 
By Manny 
Silverman 





REPORT ON DISCUSSIONS WITH TWENTY-FIVE 
JEWELERS IN JANUARY-FEBRUARY—1954 


| have just returned from an extensive trip 
covering 21 states and twenty-five cities. | 
spent at least two days in discussion with 
each of the twenty-five jewelers in these 
cities. 


In the main their attitudes were of such a 
deteatist nature that | was both appalled and 
disgusted. Here were twenty-five merchants 
representing every section of the United 
States, most of them quite substantial and 
established jewelers who were so frightened 
and uncertain that their actions reminded me 
of the proverbial ‘chicken without its head." 


By and large they decided that the best way 
to handle the situation was to cut expenses— 
fire their sales personnel—cut advertising ex- 
penses to the bone—become very tough on 
checking credits. 


Result NO business. 


In my opinion this is NOT the way to handle 
the situation. This is the time to consolidate 
rather than eliminate sales help—to really 
plan advertising to get the most for the dollar 
spent—to work with credit accounts so that 
they can have a little longer to liquidate the 
total purchase—to concentrate on turning 
merchandise correctly. 


| can help you with these problems. It costs 
you nothing to let me come to your store for 
an analysis and sales set-up. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Tel.: PLaza 7-4693 
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Manufacturer-supplied display units are regularly used in window displays. 


PROMOTION & 


Manufacturers’ selling aids form basis of 


Year-Round Promotion Program 


For store manager Edward Grossman, Hillman Jewelers of Canton, Ohio, promo- 


tions actually begin in the offices of manufacturers. ‘There is no day in the year,” 


he states, ““‘when you will note an absence of manufacturers’ aids on our counters.” 


A YEAR ‘round promotion program at 
Hillman’s Jewelers, Canton, Ohio, begins only partly in 
the store itself. To a large degree the promotions start in 
the offices of numerous manunacturers throughout the 
country. This is because Hillman’s makes extensive use 
of many manufacturers’ selling aids which are regularly 
received or requested b-: the store. 

“Selling aids, such as mats and pamphlets, are most 
helpful in our selling efforts,” said Edward Grossman, 
store manager. He pointed out that most stores, ex- 
clusive of the largest ones, are in no position to create and 
produce many colorful and useful aids made available by 
manufacturers. 

“There is no day in the year in which you will note an 
absence of manufacturers’ selling aids on our counters. 
That in itself is a testimony to our faith in their effective- 
ness,” Grossman stated. 

Canton is a city of some 130,000 people. Competition 
is keen and Hillman’s reaches out to attract customers by 
constantly promoting brand name merchandise. The store 
was cited by the Brand Names Foundation in 1952 for 
an outstanding merchandising job of brand name prod- 
ucts. 

The store’s diamond advertisements are almost all 
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nianufacturer-prepared. One particular diamond ring man 
ufacturer’s window displays are used throughout the year. 

“One of our most effective manufacturer tie-ins is with 
our direct mail program,” Grossman noted. Taking the 
material made available by manufacturers, the store 
mails leaflets and pamphlets to its customers each month. 
On the average, 6,000 leaflets are mailed each month; 
sometimes as many as 8,000 pieces are posted. 

Naturally, the cost of the leaflets varies with the in- 
dividual manufacturer. “We consider it money well 
spent,” Grossman stated. “This direct mail is a promotion 
we could hardly undertake without the cooperation of the 
manufacturers.” 

It is difficult to estimate the exact effectiveness of the 
counter displays in creating sales. “We do know for a 
fact, however, that customers comment on our posters 
and refer to past displays which previously caught theit 
attention.” 

Manufacturer-supplied posters are usually used for a 
two-week period; some less, few ever longer. “We receive 
regularly such material from numerous firms and thus 

(Please turn to page 132) 
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PERFECTLY WATERPROOF 


PERFECTLY BEAUTIFUL 


Here in one magnificent display, are embodied all the principles of successful 
display...traffic-stopping attractiveness, prestige-building luxury, desire-creating 

beauty. The central Classic figure, specially designed by a leading American sculptor, is 

brilliantly lit on all sides. A sparkling stream of water flows endlessly, mysterio 


from the tilted jug. An antique mirror reflects the loveliness of the figure... ceramicttik 


illustrations and a metallic-fabric background add the final notes of sophistication 





For your FREE display, write direct to: 
Benrus Watch Co., Inc., 50 W. 44th St., New York 36, N. Y. 























occurrences of the U. S. Southwest are loose separate 
grains that have been freed from the lava as the stone 


Geology for the Jeweler 


(From page 86) weathered into soil. Bohemian garnets formed in much 
the same way. They are of economic interest only be- 
ment of one of the important types of ore deposits. This cause they have been mechanically separated and con- 
is a process of concentration not carried to a conclusion centrated, for unlike diamonds their worth does not make 
in the diamond crystallization, but important in other it practical to mine and crush their matrix. 
minerals, some of them of value as ores. The resultant The mining engineer is sometimes interested in dis- 
deposits are known as “magmatic segregations,” a rather seminated primary deposits of inexpensive minerals. 
descriptive identification. In these ore bodies one com- Even though each ton of rock contains comparatively 
pound has been separated and concentrated in the magma, little ore, such intrusive magma masses may be very large. 
“segregated” from the rest. Iron and chromium ores Consequently, they can be mined on a scale that permits 
form in this way, the heavy metal oxides separate early a profit from low-grade ore. The “porphyry” copper ores 
from the molten magma and sink to the bottom of the of Utah, Nevada and Arizona contain small amounts of a 
magma chamber, where they accumulate. They may copper-bearing mineral distributed through a mountain 
remain here. or they may be remelted later by a new of stone. 
influx of heat and gas, and separately intruded as a metal However, only in relatively recent years have we turned 
rich magma. Most magmatic segregations, if they are to the pulverizing of such great ore bodies for the copper 
of economic interest at all, are simply ore deposits. There to fill our wants. Before the present “porphyry copper” 
is at least one that should interest the jeweler, however, era, we extracted ores from the richer, yet smaller, ore 
for something of this sort seems to have taken place to bodies that are known as veins. Even today, most mining 
form the St. John’s Island (Zebirget) peridot occurrence. grubs in veins that lead down into the depths of the earth. 
There we find a concentration of the mineral olivine (the Though large and important, we invest much more and 
mineral name of peridot), in intrusive dikes composed we work much harder to get the same amount of copper 
almost entirely of that mineral and serpentine, a water- from the porphyry masses than we did from the veins. 
rich silicate that forms from olivine. The large copper ore bodies are also much less numerous. 
When the lava is too viscous to let the crystals settle What is a vein? In shape a vein is much like a dike. 
out, or when it moves upward too rapidly for the early The difference lies in the manner of formation, and con- 
crystals to settle, we can have a situation like that with sequently is echoed by the different minerals that make it 
the diamonds, where early coarse crystals are scattered up. We saw that dikes form when molten rock, magma, 
through a finer grained rock. The peridot and garnet freezes in a thin crevice which cuts across the other rocks, 
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into which it has forced its way. Veins are similar stone. 
filled cracks that cut across their host rocks, too, but the 
stony substances are minerals that started their journey 
dissolved in water, and separated out as the escaping solv. 
tions cooled. 

To find the source of this water we must, for a moment, 
go back to our pegmatites. It will be recalled that as the 
granite magma slowly crystallized, its water and gases 
became more and more concentrated in the part remain. 
ing liquid. Finally the residual magma became so fluid 
that it could leak away through a crack that the earlier 
thick and doughy magma couldn’t wedge open. Once 
away from the chamber, sandwiched between walls of 
cooler, solid stone, it froze in larger, coarser crystals than 
those it had left behind. Here and there in the pegmatite, 
open spaces were left, occupied by liquids and gases and 
the mineral crystals couldn’t completely fill them out. 
Smooth crystal faces projected out into the cavities, and 
grew from the solutions. Then what happened to those 
volatiles that were still so hot and that still had a lot of 
mineral matter dissolved in them? Gradually they trickled 
away, seeping out through smaller and thinner crevices, 


AS A MAGMA MASS COOLS 


In addition to the early pegmatite fraction of the 
magma there is a lot of really watery solution that must 
escape from a mass of magma as it cools. The state of 
that solution is rather difficult to imagine, for the condi- 
tions down near a magma chamber are not much like 
any about which we can have first hand information. 
Obviously, the solution is very hot. It contains acids 
and many gases—we need only to take one whiff near a 
voleano to be certain of that! Dissolved in the water, 
which makes up the greater proportion, are just about all 
the elements one can think of. Far from being pure water, 
it is just about as impure as water could well be. 

The volatiles of a cooling mass of magma continue to 
escape for a long time, even after most of the mass is 
solid. The more soluble elements, those that didn’t go 
into the stony minerals, like the metals, are in the solu- 
tions, along with the acids, hydrogen sulphide and the 
like. The solution must be fairly strong and corrosive. 
We really don’t know how much gold and silver can dis- 
solve in water under those conditions, for we don’t know 
everything that may have been there. In the laboratory 
we have not been able to duplicate exactly a set of con- 
ditions to make it just as it is several miles deep down 
under the crust, but we have been able to create a fair 
approximation. The transfers of mineral salts from one 
end of a container to the other indicate that under such 
conditions elements that are only slightly soluble in cool 
water can be held in solution in some concentration. 
Even now we have only a very general idea of the great 
volumes that can actually be dissolved. There was one 
geologist who visualized a solution so concentrated that it 
amounted almost to an ore magma, and thought that, in 
escaping, it was responsible for the ore-bearing vein de- 
posits. 

On the surface, however, analysis shows us that only a 
very small quantity of metal and silica can be carried in 
solution, in even the hardest waters. Consequently, we 
infer that as the volatiles escape further and further from 
the magma source and rise through cooler and cooler 
rocks, the water is unable to keep in solution all the im 
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purities with which it started out. The pressure of the 
water above grows less and some of the gases escape too, 
forming bubbles in the solution, still further reducing the 
ability of the liquid to dissolve the metals. 

So the metals drop out of the solution along the way, 
first one group and then another. By the time the water 
reaches the surface it retains in solution only the most 
soluble elements, and even in their greatest concentra- 
tion they are pretty dilute. Its path, from the depths of 
the crust where the volatiles started out, all the way up 
to the surface where they may have flowed out as a hot 
spring, is lined with the mineral encrustations of the vari- 
ous silicates and metal salts that started out with the solu- 
tion, but which dropped off along the way. 

The jeweler has had some personal experience with the 
| separation of solid matter from solutions that can no 
longer hold so much dissolved. The sugar crystals that 
rise from the bottom of a maple sugar jug, the salt cubes 
that crust the brine surface of a pickle jar separated be- 
cause the solution became too concentrated as it cooled 
or as it evaporated some of its water. When they precipi- 
tated, they were deposited on the floor or walls of their 


. container. 
Veins form in the same way. The fissures through 
: which the solutions are moving become lined with pre- 


cipitated salts. The first ones to separate will be very 
high temperature minerals, some of them will be the same 
as the minerals of the pegmatites. The ore minerals that 
are associated with them in deep, high-temperature veins 
are such substances as tin oxide, tungsten compounds. 
and sometimes gold. Topaz can occur in such high- 
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temperature veins; the Schneckenstein, Bavaria, topaz 
occurrence is of this type, and probably the Brazilian oc- 
currence of precious topaz is something comparable. In 
the deeper ones there will be few open spaces, because at 
great depths, where high-temperature veins must usually 
form, the rock pressure is so great that crevices cannot 
stand open. 


DIFFERENT TYPES OF VEINS 


Geologists have studied veins in great detail, since they 
are the sources of most of our metals, and have classified 
the different types into high-temperature veins, medium- 
temperature veins, and low-temperature veins. The deep, 
high-temperature veins have a coarse texture, are not dis- 
tinctly banded, and rarely have open cavities. Shallow, 
low-temperature veins often have cavities, often show dis- 
tinct banding, and may be filled with fine-grained min- 
erals. Particular mineral assemblages have been found 
to be characteristic. Fluorite of the banded Derbyshire 
“bluejohn” type would be rather typical of low-tempera- 
ture deposits. Fine-grained quartz. the chalcedony or 
agate type would also appear to be a low-temperature 
mineral, so unlike the high-temperature Swiss rock 
crystals. As a matter of fact, the fine-grained quartz 
usually forms from solutions moving downwards from 
the surface, rather than upwards, having had an origin 
in rainwater instead of in magma. 

At no place do we find a vein that can be followed 
down through a complete series of changes to successively 
higher and higher temperature minerals. The _ high- 
temperature minerals may have formed several miles 








Eton Expansion Watchbands are nationally distributed 
directly to retailers by mail — no middlemen — no 
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lower in the earth’s crust than the low-temperature ones 
In a few places we have found the transition from =i 
dium- to high-temperature minerals. In Cornwall, fo; 
example, some of the copper bearing veins have changed 
at depth into tin-rich veins; a higher temperature minera] 
association. After a time the vein usually becomes bar. 
ren, and mining along it comes to a halt long before g 
new ore mineral shows up. In any case, most of the veins 
are discontinuous, for new escape routes, new wall cracks 
develop at different stages in the magma cooling sequence, 
and successively younger gashes are filled by the changing 
primary solutions. Few veins, at any temperature level, 
will have valuable minerals in sufficient quantity to * 
commercial, fewer still will have minerals that will jp. 
terest the jeweler as jewelry stone material. Amethyst, 
as in Taxco, Mexico, is one of the commonest, and vein 
occurrences of amethyst are insignificant. Nevertheless, 
the veins are important to him in other ways, for they 
are the chief sources of the metals which are needed to 
make the settings for the stones, and a familiarity with 
this important type of mineral occurrence is essential to 
the whole picture of mineral formation. 

Mining is a rather important industry, for most of our 
material objects owe something to the men who work 
deep under ground, extracting the metals left there by 
the watery solutions that brought them most of the way 
upwards in the crust. Deposits that took thousands of 
years to form and which are not today being renewed in 
a manner that will ever make them available to man 
should not be thoughtlessly squandered, however easily 
the metals can be recovered, and however cheaply they 
can be sold. It would be nice if we left something for 
our children! 





Manufacturers’ Selling Aids 
(From page 128) 


find it easy to rotate the material. Of all the manufactur- 
ers’ material we get,” Grossman noted, “I would say that 
good window materia! is what we appreciate most.” 

Not all manufacturers’ aids are confined to use in the 
store. Quite often employees are asked to speak at clubs 
and meetings in Canton on various jewelry store mer- 
chandise. In this case, practical and informative material 
supplied by manufacturers is taken along to the lecture 
and given an important part in the talk. 

Started in 1940, Hillman’s is owned by the partnership 
of Lee H. Hillman, Ray Cassiday, and Fanny Ress. Gross- 
man has been affiliated with the store as manager since 
1949. It is customary to hold sales meetings attended by 
all sales personnel, especially when a new promotion is 
started. All are given thorough instruction in the use of 
of the manufacturers’ aids which are used in the promo 
tion. 

As Grossman stated. “For a promotion to be successful, 
all our employees must be familiar with the selling points 
brought out in posters, leaflets and window cards sup: 
plied by manufacturers. 

‘Manufacturers’ selling aids are of tremendous value. 
We certainly have realized how cooperative manufac 
turers are.” 
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JEWELERS’ INSURANCE 
195 


Newly Reduced Rates for the 
JEWELERS’ BLOCK POLICY 


bring this comprehensive insurance pro- 
tection for jewelers into sharp focus as a 
necessity for the financial security of your 
business. 





It is available through the 

local insurance agent and broker of your choice. 
Inquiries to us for complete information are 
welcome. 


COMMERCIAL UNION - OCEAN GROUP 


INSURANCE SINCE 1714 
® Specialists in insurance for the Jewelry Trade © 


New York 16, N. Y. 
One Park Avenue 
Atlanta 3, Ga. 

10 Pryor Street 


Los Angeles 5, Calif. 
610 Shatto Place 


Chicago 4, Illinois 

175 W. Jackson Blvd. 
San Francisco 4, Calif. 
315 Montgomery Street 


Commercial Union Assurance Company Ltd. 
and Affiliated Companies 
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36.7% gain - 


in the sale of | 


arti 
manicure 
gift sets 
in 1953 


Barbara Bates offers tremendous 
variety, the most complete price 
range, and the most sales produc- 
ing line ever thought possible... 


Cases of Roman Stripe, Crushed 
velvet, Crystelle velvet, the famous 
golden “Midas Mesh”, Black 
brocade, Leather, and Pleated 
crepe to mention a few. Retail 
Prices from $2.00 to $30.00. 


Advertising, merchandising and 
publicity in all important media 
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to move these elegant sets from 
your store. 


For example, set shown above 
(#336) can be seen in the Decem- 
ber, 1953 issue of Esquire Maga- 
zine on Page 34. It’s a Man’s set 
with peccary grain case, red moire 
lining, containing six essentials 
for men—It’s sturdy, compact 
And there’s a smart lady’s set to 
match (#335). Suggested retail 
$12.50 for the man’s set. 


Get on the bandwagon, these sets are selling 


fast —Write to 


Qaarn So 


C. J. Bates & Son 
Chester, Conn. 
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College-Type HIGH SCHOOL RINGS 


FULL PROFIT ° 


NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
latest, most modern styles 
- - e Shown in our new 
illustrated catalogue. You 


at a time! We give the 
fastest service in the 
trade with guaranteed 
customer satisfaction! Be 
ready to CASH IN on 
these BIGGER RING 
PROFITS! 








Send TODAY for complete information PLUS 


free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


Dept. J3 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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Flex-Let's "Golden Squares" watchband has « -: wi They re yours 


three links combined to create a golden 
square. With gold filled top, stainless 
steel back, it retails at $8.95, F. T. I. 








This 21 jewel Lady Elgin "Devotion" has Semca's desk alarm, No. 7866, is set in The Wittnauer "Lipton" comes in gold 
a 14K white gold case and endpieces with a gilt finish, metal paper clip, has a silver filled case with a matching gold filled 
two diamonds. With 12K white gold filled finish dial, gilt numerals, luminous dots expansion band and features self-winding. 
clasp, the watch retails for $100, F. T. |. and hands. Retail price, about $22.50. Designed to retail for $71.50, F. T. I. 


Said by Eterna-Matic to be the smallest This Gruen Autowind "Preview'’ is for men The "Buckaroo" by Medana is designed to 
self-winding round watch in the world, or women, and is styled with a stainless be worn in rugged activities by younger 
this ladies’ watch has a 14K gold case steel case, blue center dial and a trans- people. With chrome top, stainless steel 
and gold markers. $135 retail, F. T. |. parent "See-Thru" back. $97.50, retail. back, dust resistance, retail price is $10.95. 
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to profit by... 





A watchband for men is the "Tribute" by 
Gemex. Gold filled, it retails at $9.95. 
Another new band is the "Gondolier" for 
ladies, gold filled, retailing at $7.95. 


Croton's "Aquadatic"” is a_ self-winding 
water-resistant watch in a white case, 
with the date appearing automatically. 
It is designed to sell for $59.50 retail. 
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Waltham's "Golden Cascade" for ladies is 
in 14K gold for both case and wristband. 
It features brilliant overlapping gold discs 
at the case, and its price is $250 retail. 


Herschede's modern clock has a silvered 
dial, with its plate background in gold 
color. A seven jewel, eight day clock, 
measuring 534 by 434", it retails for $30. 




















Swirl" is a Telechron wall clock with a 


white textured dial, black hands and red 
second hand. Molding allows excess cord 
in the case. 


to be hidden $3.98 retail. 
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In Speidel's Firelite watchband series is 
"Touch of Spring" with handset rhinestone 
endpieces. In white or yellow, the watch 
attachment retails for $12.95, F. T. |. 


Le Coultre's "General Greene" features 
a turning index for the month's date in 
its dial, which comes in black or white. 
With 14K gold, retail price is $139.75. 
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Genuine Wedgwood pieces set in ster- | 
ling silver—pin or earrings are $19 re- 
tail. Made by Zinovoy Originals, N. Y. 











Imperial Pearl Syndicate offers tie clasp 
and cuff link set studded with cultured 
pearls. Jewelry is gold filled and uses 
a circular design. Retail is about $25. 


"Lily of the Valley’ by Windser Crea- 
tions, division of Sturdy Bros., Chartley, 
Mass., is made of white mother of pearl. 
With earrings to match, $12 Keystone. 


"Rainbow Wristlet" by Whitaker has ten 
moonstone beads in seven multi-colored 
hues, a sterling silver cross and relig- 
ious medal. The retail price is $2.70. 


Elgin American's "Buttons and Bows’ 
compact in blue, white and jeweler's 
bronze retails at $4.95. With emergency 
sewing kit, in blue, pink, bronze, $5.95. 


Jewel boxes by J. & H. Alexander, N. Y., 
come in one, two and three tiers, are 
4 by 2!'/", gold plated, velvet lined 
and boxed. They retail at $2.50 to $6. 


Jewels by Joffe’ offers turquoise neck- 
lace, $22, bracelet, $8.25, matching ear- 
rings, $3.20, Keystone. By H. A. Boblet, 
11017 S. Vermont Ave., Los Angeles 44. 
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to profit by... 











A cigarette box, in ivory, jade, rose or 
ebony black, rotates and plays a musical 
roundelay. $24, Keystone, from the Star 
Watch Co., 215 W. 5th St., Los Angeles. 


General Mills' deep fryer-cooker, one of 
four new items in the Betty Crocker line, 
features ''Tru-Heat'' control and easy-to- 
see temperature selector. $29.95 retail. 


The "“Jotter,"" the first ball point pen 
by Parker, features a rotating ball-seat 
mechanism that provides longer wear, 
and three point sizes. Retail, about $2.75. 


The "Broadfield" is a pocket size binoc- 
ular of six power, weighing only II oz. 
$39.50, including leather case, from the 
Bushnell Optical Corp., Pasadena |, Cal. 





The "Century," a matching pen and 
pencil set is 12K gold filled and made by 
the H. T. Cross Pencil Co., Providence. 
It is designed to retail at $10 plus tax. 





A new butter dish design by Oneida is 
in heavy silver plate with glass liner. It 
features an ornamental lift in the shape 


of a bell-like flower. Retail is $4.50. 


Universal offers, with purchase of its 
10 cup "Coffeematic," a tray set, valued 
at $24.95, designed by the International 
Silver Co. Consumer's price is $9.95. 
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Necklaces or Loose Pearls 
in a Wide Range of 
Sizes and Qualities 

¥/, Pearls Mabes 
IMMEDIATE DELIVERY 


ya: Whastoboni a 


now located at 


242 Fifth Ave. 


New Phone Nos.: MU 7-2984-2985 
Japan Office: 1 Yamamoto Dori 3 Chome, Kobe. 


OF OR OTOTCTOTOTOTOLOLOLOLOLOLOL OOO NOLOLO LO 
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New York, N. Y. 








[ODD SIZE MOVEMENTS 


All Steel Water Resistant Men's and Ladies’ Watches 





STEVEN MAYER, Inc. 


Watch Importers 
PLaza 7-7586 


580 FIFTH AVENUE NEW YORK 19, N. Y. 
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Remember—Mother’s Day Is May 9th! 


Jewelry, accessories, lingerie and flowers will continue 
to lead the gift parade on Mother’s Day, May 9, 1954, 
However, according to Irving K. Edwards, executive 
director of the National Committee on the Observance of 
Mother’s Day, there will be many more other retail oyt. 
lets after the gift dollars that are going to be spent this 
year for Mother’s Day. The jewelry store, though q 
traditional leader on this national gift-giving occasion, 
will best benefit if it initiates vigorous promotion, 





All in all, Mother’s Day volume in 1954 is expected to 
top $360.000,000, according to the National Committee, 
which bases its estimate on 30 million families spending 
$12 each. The consumer has the means to buy this year, 
end Mother’s Day provides an eminently _ suitable 
occasion. 

The jeweler can take as the keynote of his promotion 
this year’s theme: “She asks so little. . . . She gives so 
much.” It is the theme that will be used nationally, and 
the jeweler can tie-in with the promotion of the National 
Mother’s Day Committee, identifying his store as head- 
quarters for Mother’s Day in his community. y 

Available from the Committee is the official 1954 
Mother’s Day Poster (shown in the picture) bearing 
this year’s theme. It is beautifully illustrated and litho- 
eraphed in full color and comes in a variety of sizes and 
shapes. A colorful folder, illustrating the 1954 Mother's 
Day promotional aids, may also be secured without 
charge. Inquiries should be directed to the National Com- 
mittee on the Observance of Mother’s Day, Trade Pro- 
motion Division, 393 Seventh Ave., New York 1, N. Y. 





What Are Your Ideas 


on Trade Diversion? 
(See Page 216) 
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Last year the J. Herbert Hall Co., Pasadena. Calit.. 
created a series of Easter windows. One unusual window. 
above, was devoted entirely to silver gifts for children 
and adults. 

On a raised platform in the center of the window, Hall’s 
showed a large rabbit surrounded by silver articles for 
babies: cups, spoons, and a set including bowl, fork and 
spoon. 

To the left and right of this platform, the store dis- 
played silver trays, candle stick holders, and extra serv- 
ing pieces. Along the top of the window was shown a 
wide variety of sterling patterns. 





Old-Fashioned Gifts Bring Back 
Memories and Create Business 


A realization that old-fashioned merchandise has a lot 
of appeal for those people who miss the “old days” has 
made many friends for Frederick Nissenbaum, owner of 
Frederick’s Jewelers, Springfield, Mass. 

Noting that the trend in gift buying has changed sharp- 
ly over the past twenty years, and that often, older men 
and women ask for gift items which are no longer easy 
to find, Nissenbaum decided to carry a wide selection of 
old-fashioned gifts. They fit into the class of gifts which 
were exchanged around the turn of the century and 
which awake a nostalgic memory in the minds of many 
older customers visiting the store. | 

The gift selection takes up about 75 per cent of a 
convex display case at the rear of the store. It includes 
sterling backed hand mirrors, sterling mounted tortoise 
combs, ornately scrolled military brushes, horn-handled 
carving sets, old-fashioned carving knives, forks, spoons. 
precious metal jewel boxes, dresser-top cases and many 
other nostalgic items. | 

All of these old-fashioned gifts appeal strongly to 
women, who, for example, may have received artistically 
carved, sterling silver-backed hand mirrors in their girl- 
hood. Older men remember the stiff, silver-backed 
brushes, which were a common sight on every dresser 
in their youthful days. 

Frederick’s devotes a lot of window space to these old- 
fashioned items, which brings in older customers who 
appreciate their novelty and who give them as gifts to 
friends and relatives of similar age. The large gift display 
in the store, in addition to selling this old-fashioned mer- 
chandise, paves the way to sale of modern merchandise. 
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Classic Rose 
in sterling by 


DANECRAFT 




















Classic Rose — newest, most romantic of Dane- 
craft jewelry fashions — is exquisitely sculptured in 
solid silver for unusual “third dimensional”’ beauty. 
With flower prints, colors, and accessories the most 
important fashion of the season, this pattern will 
appeal to every woman. And you, by featuring 
Danecraft’s Classic Rose, will get full benefit of 
nation-wide advertising, merchandising, and edi- 
torial promotion of the Classic Rose theme. | 


Classic Rose Necklace....... $54.00 dozen 





Classic Rose Pin..........+. 30.00 dozen 
Classic Rose Bracelet........ 78.00 dozen 
Classic Rose Earrings........ 18.00 dozen 


Write for information about the complete Danecraft 
Classic Rose line, price list, and promotion material! 


DANECRAFT PRE-TICKETING. This completely automatic inventory is 
yours for the asking, at no extra cost. Write for details, today! 


DANECRAFT 


preferred by the stores women prefer 








Advertised also on the CBS-TV Program, ‘‘The Big Payoff’’, 
Thursdays at 3 p.m., New York Time. 


DANECRAFT, Inc., Providence 7, Rhode Island. 
Showrooms: 366 Fifth Avenue, New York City; 
36 S. State Street, Chicago; 704 Market Street, San Francisco 
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Something new in fine cutlery... 


INTRODUCING NEW 
CARVEL HALL -.........; 
STEAK FORKS 





a 


ideal companion piece for 
ever-popular Steak Knife. 


No. 66—Carver, Slicer, Fork—-$26.00; No 
Cheese Knives—$15.00; No. 556-—6-pi 
$21.50; No. 95——-5-piece Hom 
sets from $6.50 to $145.00 


© Matchless Quality 
© Endorsed by Emily Post 


® Unconditional Guarantee New companion piece doubles 


© Nationally Advertised ’ . ‘ 
* Over 77 Sets fom sosovesiasoo FFI impact of Carvel Hall Line 
istinctive Handle Styles 

° Attractively Gift Packaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now... who 
buys one /ater . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 
why Carvel Hall Cutlery is the world’s finest and fastest- 

FINE C U TLERY moving cutlery line. 
by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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A new pattern designed for the great trend 
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Salad Serving Fork 





New “Classic Rose” Sterling ... outstanding 
in nation-wide pattern survey 


How the survey was made. Using the most 
advanced psychological testing methods 
available, Reed & Barton pre-tested ‘‘Classic 
Rose”’ against the best-selling sterling pat- 
terns in America today. In this survey, based 
on 11,138 interviews with young girls in 
colleges, high schools and business offices, 
new “‘Classic Rose” was chosen the outstand- 
ing favorite among rose designs! 


Why young girls chose “Classic Rose.” [o- 
day’s brides are overwhelmingly partial to 
simple modern designs that are romantic... 
not bare. ‘‘Classic Rose”’ meets this demand 


beautifully, because it is the Romantic Mod- 
ern look in sterling. It is also deeply carved 
and luxuriously heavy sterling, priced at 
only $33.75 for a six-piece place setting. 


¥% * * 


‘Classic Rose”’ will be introduced to over 
30,000,000 women this Spring in full-page, 
4-color ads in the Ladies’ Home Journal, 
Seventeen, Mademoiselle, Living for Young 
Homemakers, House Beautiful, New Yorker 
and Gourmet magazines. And in full-page 
black and white ads in both Modern Bride 
and Bride’s Magazine. 


The “Romantic Modern Look” in sterling serving pieces 


Gravy Ladle 


Salad Serving or Berry Spoon 


Jelly Server Olive & Pickle Fork 


IRIE JE ID & BAIRTON 


Silvermasters since 1824 


TAUNTON, MASSACHUSETTS 
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Sugar Spoon 


























by RUEL McDANIEL 


Gift Section ...a Store Within a Store 


W acs Mrs. Anna Mowen designed her 
new jewelry store in Port Lavaca, Texas, she included a 
gift shop as an important section in it. It was her belief 
that the gift shop would stimulate sales in her regular 
yewelry lines, particularly in china and silver. She and her 
son, Pete Mowen, who owns the store with her, have found 
this merchandising practice to be true. 

In addition, the establishment of a definite gift shop 
within the Mowen store allows the owners to capitalize 
on many gift merchandising opportunities available in a 
small town, such as contacting bridge clubs to help them 
select prizes. 

The gift shop proper, occupying an area in the rear of 
the store stocks only novelty gifts, along with greeting 
cards. China and silver are a part of the main stock, but 
the gift shop is strongly instrumental in their sale, though 
its items are not really among the main lines of the 
jewelry store. 

For example, through the gift shop Mrs. Mowen writes 
to every girl high school graduate in Port Lavaca and 
the surrounding area, several weeks before graduation, 
congratulates her on her graduation, informs her that the 
Mowen store is reserving for her a silver teaspoon as a 
graduation gift and invites her to come in and select her 
pattern. 

Although this is done through the gift shop, the busi- 
ness accruing from it goes to the silverware department 
and does not enter into gift shop volume. 

Most girls respond to the invitation. When a graduate 
thus selects her pattern from the 40 different patterns 
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carried by the store, she not only automatically desig- 
nates Mowen’s as the store from which relatives and 
friends buy silverware graduation gifts, but, more im- 
portant, she likewise designates the store as headquarters 
for silverware wedding gifts which usually come not long 


after graduation. This idea has been the means of the 
(Please turn to page 161) 





Mrs Anna Mowen is shown using gift wrapping which she selects 
for its expensive look, even for the most modest-priced gifts. 
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tESSED IN THE 
UILD PEWTER 


Coffee Service hand spun in Holland by 
the Royal Guild Pewterers and distributed 
by the representative of Royal Leerdam, 
unrivalled modern glassware 


Retail prices 


Eight Cup Teapot $18 Creamer 38 
Sugar Bowl $8 Twelve Cup Coffee Pot $21 
Hot Water Pitcher $10 


A. ]. VAN DUGTEREN & SONS, Inc. 
134 Fifth Avenue, New York 11, N. Y. 
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The new silver room emphasizes well lighted merchandise. Folder at the right 
illustrates “birth'' theme that highlighted publicity for the expanded store. 

















Growing Pains at a Suburban Store 


Four and a half years after the Arthur A. Everts Co. of Dallas, Texas, 


had opened its suburban branch store, business had increased substantially 


—to such an extent, the size of the store had to be doubled. 


Wires the Arthur A. Everts Co. found that 
increased business demanded it double the size of its 
neighborhood store in Highland Park Village, Dallas, 
Texas, the management considered the preferences and 
needs of its customers first. Four and a half years had 
gone by since the suburban store was opened, a period 
during which the store became well acquainted with its 
clientele. 

Customers in the Highland Park Village area are 
mostly in the upper income class. However, they shop 
their neighborhood stores in casual clothes. The women 
wear slacks, sun dresses and even shorts. They often 
apologize for their rolled up hair. Everts, thus, designed 
all departments to encourage leisurely browsing and 
shopping. Sit-down jewe'ry cases are used to make the 
customers feel relaxed. A comfortable divan and coffee 
table with ash trays and magazines add to the congenial 
atmosphere of the suburban store. 

The staff of sales people is coached in neighborhood 
friendliness. The entire staff is trained to sell anywhere 
in the store, and this proves most effective in building 
up extra sales. 

Throughout the store a new lighting system was in- 
stalled to simulate daylight conditions for examination 
of merchandise. This eliminates any interruption of the 
customers’ view, which would be caused by in-the-case 


lights. 
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The store added a new “Contemporary Room,” which 
displays china, crystal, silver, art and lamps of contem- 
porary design. A “Bride’s Room” was also installed in 
the enlarged store. It features engraved wedding invita- 
tions and announcements, social stationery and gifts for 

(Please turn to page 158) 





Manager John Stockton is shown in the new "Contemporary Room,” 
which features china, glass and silver of contemporary design. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








MERRIE: 








Here’s your 
right combination 


>» > 
* S 


~— > 


ee 
; oS 
} y SS 
sis f # % 









ror 
S Se 
..s 







PROF/T 
ALA 
TURNOVER 








SENS 
Bae 


Strongest Body! Syracuse is a 
true hard-body china (not por- 
ous) with toughness, durability, 
density far beyond Federal 
specifications. Can actually 
split pine! Never absorbs! 
Never discolors! Never swells! 


Hardest Glaze! Syracuse glaze 
is fired at extreme high tem- 
perature . . completely covers 
body and foot. Is smooth, lus- 
trous, almost impossible to 
scratch or mar. Guaranteed not 
to craze or crackle! 





 DISHING UP epee 7 y 
: _.WITH Rife 


For turnover with profit in fine china, look to the source with the right combination: 





THE RIGHT MERCHANDISE .. AT THE RIGHT TIME..AT THE RIGHT PRICE! 


. - SELECTED BY your customers in a nation-wide consumer-testing program. 
Because Syracuse China is styled right for today’s living. With built-in beauty, 
function, durability. With right prices ..5.75 to 26.75 the place setting. 





f With traditional. contemporary or modern styling ..to cover demand. True China Translucence! 
; Syracuse has ne glass content 
F . . SUPPORTED BY vigorous nation-wide advertising and publicity per te pet apt No 
' , , : , , -* suDstitute materiais to attain 
that will steadily build customer demand. Attention-getting dealer aids wanebagunes. Sevaseee’ ene 
to focus that demand on your store. sive formula . . rigid quality 

controls produce a china that 

| » « SOLD BY your sales staff who know the outstanding quality, long life, charm of is uniquely white, clear, strong. 


Syracuse China. And it stays sold .. with increasing customer pride in its daily use. 


- « BACKED BY more than 80 years of crafting the world’s strongest. 
hardest. finest china! 


: . « ASSURED BY prompt delivery for flexible inventory .. 
: complete stocks. No wonder more Syracuse China is made and sold than 
any other American fine china today. 


When it comes to dishing up turnover with profit .. Syracuse has the right combination! 
Write us for details. Syracuse China. Syracuse 4, New York. 








Consumer-tested Patterns! 
Women all over the country 


. . your customers . . chose 
Syracuse’ new patterns. They 
voted on a group that included 
today’s known best sellers . . 
7 our own and those of others. 
The winners are now in our 


PROFIT MORE IN ‘'S4...WITH 


OY RAGUS 
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: 
FIRST IN AMERICAN FINE CHINA line. With proven sales appeal! 





: FOR MARCH, 1954 147 








eN\\o 


Drawn right from Nature are the deep pink 
roses and buds of Spode's “DuBarry" pat- 
tern, appearing on the fluted "Chelsea’’ 
shape; 5-pc. setting retails for $8.60. From 
Copeland & Thompson, Inc., New York. 


"Silver Flight’ pattern in Arzberg china 
designed by Corinne Nevelson, shows bird 
figures in gray and silver against white 
background; 5-pc. setting, $10.75 retail. 
From H. E. Lauffer Co., Inc., New York. 





Exquisitely modeled figure by C. Werner 
from art department of Lorenz Hutschen- 
reuther; in pure white $13.50 retail, or 
hand-painted flesh pink, $26; height 8". 
From Paul A. Straub & Co., Inc., New York. 


New is this delicately graceful ‘Plume’ 
cutting, which appears on a full line of 
stemware and 7" plates, to retail at $36 
a doz; also 8" plates, to retail for $39. 


By Fostoria Glass Co., Moundsville, W. Va. 


They're New... 


Table-Top Fashions 





On new coupe shape is this "Dorian" de- 
sign, modern version of Greek Key done 
in gray, laurel leaf in gold; solid gray 
outside hollowware; 5-pcs. $15.75 retail. 
Made by Syracuse China, Syracuse, N. Y. 


"Alsace" (left, 5-pc. setting $8.50) and 
"Deauville," $7.50, new designs on ‘'Pari- 
sienne’ shape chosen in recent style con- 
test staged in conjunction with Sevres, 


France, by Jackson China Co., of New York. 
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"Woodland" design in Queensware shows a 
simply drawn flower in white with blue- 
green leaves against either a blue or a 
celadon body; 5-pc. setting, $6.60 retail. 
From Josiah Wedqwood & Sons, Inc., N. Y. 


Finely wrought brass and crystal make up 
this imported cocktail set, to retail at 
$39; shaker holds 12 cocktails, tray is 
12!" in diameter; glassware from Sweden. 
Distributed through Raymor, of New York. 
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This new "Drake" bowl, fashioned in heavy 


Tiffin glass, is made in either crystal or 
Twilight, and is 9!/," in length; it may be 
retailed in either color for $15. From United 


States Glass Co., Tiffin, O. 


Part of a large group of silver accesso- 
ries is this imported crumber, plated on 
nickel, made with nylon bristles; it is 
4 x 6" in size and may retail for $10. 
From Associated Silversmiths, Inc., N. Y. 








'Kingsley'—new pattern with wide French 
blue border, stylized floral in gray and 
brown with yellow enamel dots, platinum 
bands; 5-pe. setting retails at $21.95. 
Created by Lenox, Inc., Trenton, N. J. 


Centerpiece in Waterford Irish lead crys- 
tal is richly cut by hand; 10" in height, 
it is made in two pieces, either of which 
may be used alone; it may retail at $75. 
From the Geo. Borgfeldt Corp., New York. 
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ELECTRICAL APPLIANCES 


by BEN KRUSE 


Specially advertised appliances are usually featured on island display nearest the door. 








| can be important, almost neces- 
sary, factor for the retail jeweler seeking a year ‘round 
sales volume which is as nearly balanced in month-by- 
month sales as possible, according to Emil Rose, president 
of Rose Jewelers, operator of nine retail jewelry stores 
in Detroit. 

As the Rose operation has worked out, the firm now 
depends heavily on appliances to carry the overall sales 
volume of the stores during the otherwise lean periods 
of January-February and July-August. At these times. 
appliance merchandise can be promoted and sold despite 
annually repeated spells during which sales of watches. 
diamonds and other similar merchandise falter. 

Some idea of the position of appliances in the Rose 
merchandising setup can be seen in considering the fol- 
lowing facts. 

Nearly one-third of all new accounts opened at the 
Rose stores are for appliance sales. A rough idea of how 
much merchandise is actually moved can be seen in con- 
sidering that this firm opened a total of some 18,000 new 
accounts during 19553. 

This, of course, does not include thousands of sales 
for cash and others charged against old accounts. It is 
also important to note, Rose states, that his firm main- 
tains one of the strictest credit policies in the area and 
does not push sales to persons who are borderline credit 
risks. Proof of this policy is born out in a ratio of less 
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Appliances Make Life Easier — 


For Customers and Retailers, Too! 








than 114 per cent of credit losses and a collection ratio 
of 22 per cent per month. 

Rose spends about 25 per cent of its advertising budget 
and does about 20 per cent of its total business volume 
in appliances. 

During the past three vears—despite fears of many 

(Please turn to page 159) 
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At each of the Rose jewelry stores at least one, and usually 
two windows are devoted to displays of appliance merchandise. 
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» “OLD COINS” ACCESSORIES 


The immediate acceptance by the better shops and their 
customers of the ''Old Coins" Tumblers and Old Fashioned 
Glasses, prompted the addition of these new CERAGLASS 


Drinkware Accessories. 

















































_ Masterfully styled Early American Collector Coins 
are given a modern interpretation in rich gold embossing 
on contrasting alternating black and gold panels on the 
glasses with the "Coins" in gold against black background 
on both the Trays and Tiles. 








Visit Our New 





bove: 
HIBALL GLASSES— Showrooms 
boxed set of 8................ $2.75 
15 ot. JUMBO OLD FASHIONED 212-14-16 
mipoued eet OF @...........080 3.50 Gift & Art Center 
right: 


COCKTAIL SET FOR 2—4-pc. 
set includes 2 cocktail 
glasses; 19 oz. cocktail mixer; 
and one stirrer. Pre-packed 
Oe ndtanewesse: ... 2.50 set 


also available: 


14" ROUND TRAY ...... 3.00 - | epi 
12" ROUND TRAY ...... 2.50 le eis Ll 

SET OF 8 COCKTAIL GLASSES, onde e's} — . 
ND ssnsescnccnees 2.50 set 


COCKTAIL SET FOR 6—8-pc. 
set includes 6 cocktail 
glasses, 32 oz. cocktail mixer 
and stirrer — complete set 
pre-packed .. ...... 4.00 set 


below: 

TILES—6"' x 6'' with felt backing 
and tab for hanging. Em- 
bossed gold and white on 
black. Handsomely packaged 

9.00 doz. 





Minimum order—6 units or 6 sets of any item— 
except Tiles—one dozen minimum. 


—PRICES ARE WHOLESALE— 


Manufactured by CERAGLASS CO., INC., NEWARK, N. J. 


Our new 1954 catalog illustrates the same Drinkware Serving Accessories in 
The Presidential" and "Collectors' Antique Watches" Series along with 
other proven sellers. May we send you a copy? 






Sold exclusively by 


(eeeme Vincent Lippe Co. 
. j 225 fifth ave. new york 10, n. y. 


NEW ENGLAND SHOWROOM— 
Mark F. de Bary, 118 Newbury St., Boston, Mass. 
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by MADELINE LOVE 


i ies jeweler, who has a good reputation, generally, 
for maintaining prices and keeping to a high level of 
ethical operation, is casting a jaundiced eye, these days, 
in the direction of the discount house, the door-to-door 
salesman, and the growing number of his fellow citizens 
who pass by his door on their way to the wholesaler when 
they want to buy card-party prizes, industrial gifts, or 
merchandise for their own personal use. They see so- 
called “interior decorators” or others who operate small 
businesses from their homes going direct to the whole- 
saler for individual purchases, and in common with all 
other regularly-established retailers, they don’t like it. 

There has always been a certain amount of this sort 





of thing, of course, and there probably always will be. 
But it is mushrooming to an alarming degree and the 
jeweler, trapped by high operational costs, cannot meet 
the competition even if his code of ethics permits. 

Many manufacturers, importers and wholesalers refuse 
to let themselves be enticed by this extra-curricular sel]. 
ing. But many others cannot resist the business, or they 
let themselves be swayed by personal reasons. It jg 
almost impossible to refuse a price “break” to a friend 
or to ignore the “courtesy of the trade.” But when the 
whole process grows to the point when a discounted price 
becomes the norm, rather than the exception, then the 
jeweler has the right to look to his merchandise sources 
for aid. 

This is being recognized by at least one national trade 
organization—the Gift and Decorative Accessories Asso. 
ciation of America, Inc. The organization has taken up 
as its 1954 project a code of procedure and ethics for 
the industry, and in addition to widespread publicity on 
the subject, it plans to have panel discussions throughout 
the year. Each of these discussions will take up a differ. 
ent trade problem and the topic for the moment is this 
matter of wholesale-retail selling. What regulations, gift. 
ware wholesalers are asking themselves, shall be estab. 
lished to guide them in solving the problem for the pro- 
tection of the retailer? 

The jeweler will be more than a little interested in the 
answer. 

% % % 
| mn L. Laun has been named sales promotion mana- 
ger for the dinnerware division of Gladding, McBean 
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APPEARING IN MARCH ISSUE OF HOUSE BEAUTIFUL 


PAUL A. STRAUB & C@O., 


NATIONALLY ADVERTISED 


Wea varian 


OPEN SOTCK 
DINNERWARE 


Nhe y ae 


Pattern No. 30776 
from 


LORENZ 
HUTSCHENREUTHER 


Available in 
open stock and 
94 and 64 
Piece Sets 
Place Settings 


INC. 


Est. 1915 


19 East 26th Street (Near 5th Avenue) 


New York 10, N. Y. 
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A perfect match... 
DESIGN ONE, Lauffer* Stainless Steel, 
satin finish. 6 pe. place setting, 8.00 
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and Co., Los Angeles. He takes the place of Charles 


These showrooms indicate the spectacular Changes 


Redfern, who has been appointed regional sales manager which have been made on the second floor of this famoys 
for the Southeast area, with headquarters in At!anta, Ga. giftware building. The Mary Ryan showrooms have 


at 


lor years occupied half of the floor, but just recently has 
the other half been opened to gift wholesalers. One after 
another, new showrooms are being opened along the 
entire corridor, and when it is entirely completed, this 
floor will represent one of the finest display floors jp 
any industry. 














J. C. HALSALL 





HOWN above is a view of the first of three divisions C. H. HALSALL, managing director of a large group 
on the new Vincent Lippe Co. showrooms on the ¢ of English potteries, was in this country during 
second floor of 225 Fifth Avenue, New York. Designed January to be present at the introduction of the new 
by Tommi Parzinger, the rooms have both simplicity coupe shape in bone china from Adderley’s, one of the 
and elegance, and are done in such colors as lemon potteries of the group. The new shape, together with a 
yellow, tangerine, and white with accents of brass. The series of new decorations, made its bow at the Pittsburgh 
southern-exposure windows, getting full sunlight all day Show, and a press cocktail party was given January 20 
long. are curtained floor to ceiling in white. in the Hotel Madison, New York. Jonathan Higgins, 














Hand decorated under glaze by skilled Danish 





craftsmen, with the translucency, the hard bod 
___$0 much desired in fine dinnerware. _ 







- Prompt Shipment! 
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Zippos 
as gifts 


every day 





les always somebody’s birthday . .. somebody’s 
anniversary . . . some occasion when your cus- 
tomers gift-shop for Zippos. This means steady, 
year-round profit for you. Just keep your Zippos 
well displayed—your stock complete. 





Nobody can buy a better quality gift at any 
price than Zippo. Beautiful, easy to use and actu- 
ally guaranteed to work forever, these graceful, 
rugged. lighters please every man and woman 
smoker. 





Your wholesaler and we at Zippo will work 
right along with you for fast turnover and good 
profit. Rich, distinctive counter displays are ready 
(one is shown above). And read, in the panel at 
the right, how our unique service policy relieves 
you of all service and repair troubles that so often 
follow the sale of other lighters. 
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UNIQUE SERVICE— 
IT’S IN THE BAG! 


Rugged, dependable Zippos 
seldom need service. But 
when they do, just hand your 
customers one of these repair 
bags and we do the rest. We 
furnish you with the bags free. 
The owner encloses his Zippo 
and sends it direct to us. We 
put it into perfect working 
order and return it direct to 
him. There’s never a penny 
of charge! 








GUARANTEED TO WORK FOREVER 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


in Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ontario 














"WINDBLOWN" 


new design from 


HEINRICH & CO. 


Curving branch of delicately drawn 
leaves done in a soft gray-brown tone 
—on the coupe shape in fine Bavarian 
china finished with a gold trim. 


5-pc. Setting—App. $7.50 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 




















FRANCONIA CHINA 


One shi Europe’s Finest 
onan, 


Kia 
See al Ria 


wo 
BEAUTIFUL PATTERNS 
as — 


HOUSE BEAUTIFUL 
March Issue 






















PURE WHITE 
TRANSLUCENT 


"Argenta" — Renaissance 
border—Platinum trim. 5 
pe. Place Setting with 
103/,” dinner plate: $13.45* 


"Summer Bloom" — Snow- 
ball blossom motif in 
green, beige and grey — | 
Platinum trim. 5 pe. gil 
Place Setting with ae a 
$9.95* 


FRANCONIA CHINA, 
imported from BA- 
VARIA, is HIGH in 
quality and LOW in 
cost—patterns range 
from $6.95 to $17.00 for 
5 pe. ae Settings— 
all N. Y. Open Stock. 


39-41 West 23rd St. 
HERMAN C. KUPPER, ine. Seo oa cPN. ¥ 
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ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 





COPELAND 
RAZ 
SPODE 
(sa 
ENGLAND 














Fine English Earthenware 
English Bone China COPELANCS CHINA 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 

















‘‘Princeton” ... 4 
new stemware design in brilliant 
Tiffin crystal has deeply mitre 
cuttings in the bowl, the effect 
repeated in the incurved lines of 
the stem. 


Retail: $36.00 a doz. 
UNITED STATES GLASS CO. 


TIFFIN OHIO 
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head of Ridgway & Adderley, Inc., importers of the china, 
was host at the party. 


J. Van DucTEREN & Sons, INc., New York import 

@ house. has appointed Miss Winifred Q. McCann as 
sales representative, traveling out of New York on ex- 
tensive trips throughout the country with Royal Leerdam 
Glass and the Meeuws and Guild Pewter lines from Hol- 
land. Miss McCann was formerly with the Hudson Art 


Importing Co., Inc. 


(1) SURE SUPPLY 

(2) CHOICE SELECTION 

(3) PRICE PROTECTION 

(4) ECONOMICAL SHIPPING 
. (9) SCHEDULED DELIVERIES 








He is a view of the new United States Glass Co. 
showrooms in New York, with the manager, Frank | 
Lough. The new space is Suite 1309 at 1107 Broadway, | 
the same building which housed the company’s former 
showrooms. Giving considerably more display and stor- 
age space, the showrooms are decorated in gray, dusty 


pink and violet. 
% % 3 


eo H. SCHREIBER, JR., who has been connected 
with the sales department of Paul A. Straub & Co., 
Inc., for the past 28 years, has been appointed sales man- 


ager and assistant treasurer of the company. 
% *% % 


ARTHUR S. MILLER 





NEw sales manager of the household china division of 
the Onondaga Pottery Co., manufacturers of Syra- 
cuse China, is Arthur S. Miller, formerly of the Toast- 
master Division of McGraw Electric Co. Mr. Miller was 
with R. H. Macy & Co., before going with McGraw. 


* * *% 


T= French Glass Co., recently organized to represent 

several French glass manufacturers, including an 
export association of the manufacturers, has taken display 
space in Rockefeller Center, New York. The firm will be 
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First, you can be SURE of having boxes when you need them, IF you 
place your order now. You also make sure of getting the kind of boxes 
you want . . . your pick of the cover papers and designs you like best 
- - « the full range of sizes and styles you need. There's 

a@ price advantage, too . . . you can make up an 

order now for ALL the various boxes, folders, 

and fancy wrapping paper you need for an 


Pie a entire year . . . buy from ONE reliable 
areteceretecesetessesttay source ... at a FIRM PRICE. You can 
Masareseecererenesseeenaes? schedule deliveries throughout the year 
Rn Bon - « - pay as you go” and protect your- 
sreceretetecetereeoenans * self against rising costs and material 
Soe Rion shortages. 


Wait no longer. - You can en- 
joy these advantages only if 

you act at once. The first 
seeoheernnn eee step is to answer this ad 


eetetatetetetecete "o's tet etetee%e%e” ore ° “ t re) d a y ! 


SEND FOR FREE CATALOG 


Contains information covering PICTORIAL’S 
complete line of packaging needs—sample swatches, set up and folding 
boxes which are cotton filled satin lined for jewelry, flatware, china, 
glass ... fancy wrapping paper, tying materials, seals, stickers. 
Detailed information on prices and discounts included. 





PICTORIAL PAPER PACKAGE CORPORATION 


232 SOUTH LAKE STREET 
AURORA, ILLINOIS 


15116 MERCHANDISE MART 
CHICAGO. ILLINOIS 





a 
1 Pictorial Paper 
i 
1 Package Corp. MAIL COUPON NOW ; 
} Aurora, Illinois 
! Please send complete catalog of gift and jewelry boxes, i 
} including prices, and discounts covering your complete { 
, line of packaging needs. , 
' [ 
j errr ee ec ececesccecscccccccces co cecccecesoces — 
i t 
9 PONS. 0 on secccecones achedcespeccanenen seceeee weoe § 
| ’ ! 
Firm ee # e#w@#ee#e#@#ee#s#e# e*@ee@eeeeee##ed#ed@®#ente##ee#e#ee##e# e*eeeee7e#ee¢ee#eenseseaeee { 
City eeeeenee0eeeneeeeenseeeneee State e*eee#e#ese# e@eetee*ene82e8e8e8e8 i 
| 
ii cant ‘atp:tteesieaenitinn Pe ee ee a ! 
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from Sweden 





a new modern shape in 
fine lead crystal stemware 
by STROMBERGSHYTTAN 





Goblet | 72.00 doz. 


Sherbet. 72.00 doz. S , 

Claret (Wine) 60.00 doz. 14 oz. Tumbler 72.00 doz. | 
Sherry” 48.00 doz. 9 oz. Tumbler 48.00 doz. 
Cocktail 60.00 doz. 5 oz. Tumbler 42.00 doz. 
Cordial 42.00 doz. 


: Available in open stock from New York 


R. F. BRODEGAARD & CO., INC., 225 Fifth Ave., New York 10,N.Y. 








Rog fle, 





EST. 1824 


Vista Alegre ® 


“Whiter than white” translucent 
china from Portugal! 





Rowena, shown here, is typical of the beautiful Vista 
Alegre patterns that have been selling so well since their 
introduction two years ago. Rowena is hand painted in 
forest green and coin gold on the Vista Alegre spiral shape, 
with coin gold edge line and half-mat coin gold handles. 

Fourteen distinguished Vista Alegre patterns—on plain, 
spiral and fluted shapes—are now available in open stock 
for immediate delivery. Be sure to stock this nationally 


advertised, successful line! Prices and samples on request. 











RETAIL | 
| 





5-piece ROWENA place setting $15.40 retail; 
slightly higher in the far West | 


Exclusive U.S. Representative 


Fisher, Bruce & Co. 


One of America’s Largest Open Stock Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 
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on the fourth floor of 610 Fifth Avenue, and the show. 
rooms will also be wholesale headquarters for Richoyy 
Co., Inc., dealing in French china and pottery. John R. 


Pluchina will be in charge. 
A CHAMPAGNE party and press preview was held Jap. 
uary 26 at the Jackson Galleries, New York, to ip. 
troduce the new modern dinnerware shape, the “Parisi. 
enne,’ which was the winner in the recent international 
design contest sponsored jointly by the Jackson China 
Co. and Manufacture de Sevres, of France. Also shown 
were the four decorations which won prizes in the contest 
Representatives of the French Embassy were among the 
guests, as well as several other well-known French per: 
sonalities. 


% a 


% *% *% 


Growing Pains 
(From page 146) 


the bride and groom and bridesmaid. In the seclusion 
of this room, the bride is shown china, silver and crystal, 
and she can arrange her table settings and actually see 
the coordinated effect of her selections. 

Store traffic is stimulated in several ways. Threshold 
resistance is reduced through the use of large, full length 
windows in the store’s design. They virtually make the 
complete store visible from the street, and an effective 
merchandise display is seen by day and is suitable for 
lighting by night. 

A continuous two-to-ten dollar gift table and a special 
gift window featuring the same price range in gift seasons 
also bring people into the store. The watch, jewelry and 
silver repair counters regularly serve as traffic builders. 

Promotion for the expanded store was carried out in 
newspapers, through direct mail and with displays and 
exhibitions. During opening week, a special feature was 
the exhibition of a newly found, pear shaped, blue 60- 
carat diamond, valued at $850,000. Outstanding jewelry 
designs and one of the largest exhibits of silver tea 
services ever shown in that area were exhibited. 

Publicity was gained in the local paper with a picture 
of the 60-carat diamond being contrasted to an ordinary 
sized solitaire. News articles on the expansion and a pic- 
ture of the “Contemporary Room” were run in the Dallas 
Daily Times Herald. 

Direct mail promotion centered around two letters from 
the president of the firm, Myron Everts. One letter was 
sent to regular customers, thanking them for their faithful 
patronage and friendship and pointing out that it neces- 
sitated the doubling of the size of the suburban store. The 
other letter was sent to prospects and pointed out that the 
Highland Park Village store was a neighbor doubling 
its former size. Both letters invited the customers to the 
opening of the expanded store and described the diamond 
exhibition. An advance notice of a ring mounting sale 
was also included with each of the letters, to illustrate the 
advantage of being an Everts customer. 

Another direct mail announcement was also an impor- 
tant element in the promotional campaign. It was 
designed around the theme “Everts is expecting an addi- 
tion soon!” A little cherub with a glittering ring circling 
one wing announced this message, and the rest of the 
copy mentioned the location of the store. These pieces 
were used as statement stuffers. The theme was also used 


THE JEWELERS’ CIRCULAR-KEYSTONE 











OW- for window cards during the remodeling and enlarging traffic and his profit margin too. Properly selected appli- 
ouX of the store. ances, almost all carrying name brands, allow the firm 
R, In order to develop good will in the store’s own immedi- to meet its requirements for both trathe and markup. . 
ate neighborhood, Evert’s held open house for other | Regarding the selection of appliances for sale in its 
merchants and their employees in the Highland Park jewelry stores, the Rose organization uses this rule of 
an- Shopping Vilage a few days before the formal opening. thumb: “Anything which the customer can carry away 
in. This event was also promoted with an invitation which with him. 7 | | 
‘ai. read, “We’re about through expecting,” and depicted a At this writing, the largest item shown in any Rose 
al stork with a bouncing baby. store was an electric roaster. The firm had experimented 
na Throughout the expanded store opening promotion, in recent years with items such as television sets and a 
a Evert’s tied-in its slogan, “Everts on the Box Adds Much few other major appliances. However, in each case, its 
st. to the Gift, but Nothing to the Cost,” wherever feasible. final conviction was that the jeweler is just not set up to 
he In addition to this slogan, the firm also derives prestige handle the expensive service problem which goes with 
Tr. from being a 56-year-old jewelry house. Its downtown the larger units. Experience with smaller appliances and 
Dallas location is at 1818 Main St. radios has shown these items to be as nearly trouble free 
as could be anticipated. 
Appliances Mako I the Mente . —_— respect -- — ——— 2 in ae = 
| jewelry sales, according to hose, is that they can be so 
Paint GA as guaranteed merchandise. Rose offers all of its appli- 
n jewelers that the buyer's market would hurt appliance ances for free 30 day home trials, with customer pay- 
l, sales—Rose has increased its appliance volume by nearly ments beginning at the end of this period. The 
" 600 per cent. During the same period, the over all sales percentage of merchandise returned at the end of the 
volume of the stores was approximately doubled. trial period, Rose reports, represents an extremely small 
i These figures leave no doubt that one of the greatest fraction of his firm’s volume. 
h advantages of appliances in a jewelry store, at least in the In all of his discussions about and references to appli- 
. Rose outlook, is in creating traffic. In noting the traffic ance sales, Rose includes such items as radios, phono- 
. created by appliances, Rose is quick to add that this graphs, small vacuum cleaners, portable typewriters and 
, means of bringing customers into the store is especially electric shavers. Even luggage is classed with appliances 


attractive for his firm because they do not have to resort 
to reduced markups or loss leaders. 
With appliances, Rose says, the jeweler can have his 





hey to your Butiet Promotion... 


" Chating Dishes 


in this firm’s sales breakdown. 
The layout of Rose’s Woodward Ave. store, where the 
accompanying photographs were taken, is fairly typical 















Silver-plated 
chafing dish 
with exclusive 
adjustable 
alcohol lamp. 
$45.00 Retail 


Buffet entertaining is soaring in popularity—and with it go 
sales of our silver-plated chafing dishes. Feature these 
superb, practical chafing dishes in your buffet promotions 
...6 Styles to retail from $45.00 to $180.00. We have 
mats and counter cards to help you. 


Nationally advertised in 
THE NEW YORKER, HOUSE AND GARDEN, HOUSE BEAUTIFUL. 


Winner of the 1954 Hess Brothers 
Award for Versatility In Design. 
Silver-plated Chafing 
Ensemble with divided 
Pyrex liner cooks and 
serves two dishes at once. 
$65.00 Retail 





THE SHEFFIELD SILVER CO. 


MADE IN U.S.A. 
17 Crosby Street, New York 13, N. Y. 
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Stainless Steel Blades 


by “Vorthamptos 


For New Goods or Repairs 








B. Cap Lifter (Hook Type 


A. Bottle Opener (Ring Type) 
D. Cheese Scoop 


C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: a ESTABLISHED 1871 

















St. Joseph of Copertino 
Flying Medallion 


designed by 


oC C. Paul Jennewein 





This medallion, not limited to a single creed, and 
made famous during World War II, as a special 
guardian of air travelers, is available again for the 
first time since 1946. 


Comes in dime, quarter, and dollar sizes in bronze, 
Sterling silver, gold plate, and 14 KT. gold. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 
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for all nine of the firm’s outlets. Diamonds, watches, and 
other jewelry items are handled in showcases along both 
walls of the store. Island displays in the middle of the 
floor are devoted to appliances and other traffic mer. 
chandise. In addition, a separate wall display at the back 
of the store is set up for small radios. 

The usual practice is to feature the specially advertised 
appliances on the island display closest to the front door. 
In this respect, the Rose organization is continually work. 
ing with manufacturers and searching on its own for ney 
ways to promote and stimulate appliance business. 

An example of the type of promotion which fits the 
Rose thinking can be seen in his handling of a fryer, 
Rose introduced this particular fryer to the Detroit mar. 
ket and quickly assumed a position of sales leadership in 
connection with it. But, as competition began to mount, 
both from other appliances and from other dealers han. 
dling the same item, Rose representatives approached the 
manufacturer and worked out an agreement to introduce 
a promotion whereby several quarts of Wesson oil were 
given away with the purchase of each fryer. Tie-ins like 
this are seldom overlooked by the firm. 

As a final advantage which appliance merchandising 
has made possible for his firm, Rose cites sales records 
which show that his stores turn over their appliance in. 
ventories better than four times a year. 





Can You Top This? 


Every jeweler meets his quota of aggressive and 
arrogant people in a period of a week. The timid 
souls—the Caspar Milquetoast variety—are generally 
more scarce. 


me LABEL OFF NOW 7” 
, 





Several years ago Leonard B, Goldblatt, Hartman 
Bros. Jewelers, Salem, Oregon, had an encounter 
with an unusually timid customer. He told the 
jeweler he had purchased a new watch several months 
previous at the Hartman store. He then pointed to 
the back of the watch case which still had on it the 
store’s label showing the stock number of the watch 
and the retail price. Of course, one of the sales 
people had forgotton to remove the label at the time 
of sale. 

Well, the timid fellow asked the jeweler, would it 
be all right to remove the label since it was becoming 
very soiled? He didn’t want to do anything which 
might affect the watch guarantee. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit U. 
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A Store Within a Store 
(From page 144) 


store’s building an excellent brides’ silver and china busi- 
ness. 

The important factors in making a gift shop pay in a 
small town, Mrs. Mowen declares, are neatness and clean- 
liness, frequent changes in floor and counter displays, 
alluring gift wrapping and contacts with members of 
bridge clubs. 

She changes all major table and counter displays once 
a week on an average, shifting merchandise to keep the 
shop fresh and attractive to regular customers. Although 
the store is air-conditioned, dust does penetrate, and 
everything in the shop is dusted daily to maintain the ap- 
pearance of freshness and newness. 

Brides’ tables, for china and silver, occupy space in the 
gift shop even though that merchandise is not handled 
here. Locating the tables here gives customers who are 
buying gifts for brides a chance to see the gift shop while 
buying china, silver or crystal. 

Mrs. Mowen contacts by telephone or in person mem- 
bers of local bridge clubs and suggests prizes for the 
weekly bridge parties. When a local woman moves away 
or makes an extended trip, Mrs. Mowen asks her friends 
to visit the gift shop for appropriate gifts. 

Mrs. Mowen has never marked down the price of any 
gift item. She feels that once a shop gets the reputation 
of reducing prices, it is cheapened in the estimation of 
customers. 

“When we do get stuck with items that won’t sell at the 


regular mark-up,” Mrs. Mowen explains, “rather than cut 
the price and hold a ‘sale,’ we give them away—either to 
worthy and needy persons or more frequently to the local 
Girls’ Friendly Society for use in working with the needy.” 
The gift shop proper does about $6,000 volume an- 
nually, on purely gift and novelty items, popular-priced. 





Colorful Booklet Describes 
Vital Role of Industrial Diamonds 


“The diamond that pays for itself’ is the convincing 
theme of a very interesting and well-illustrated booklet 
entitled “Industrial Diamonds,” published by the Indus- 
trial Diamond Association of America. The booklet 
points out that diamonds are a necessity in setting up 
and maintaining modern production methods. This is 
true because production speed is required in modern 
industry, a condition which makes the hardest possible 
cutting tools essential. The only material that can be 
used to form hard tools is diamonds because they are 
the hardest material on earth. The diamond itself is used 
as a tool. The industrial diamond thus adds to man’s 
comfort and his health, wherever modern manufacturing 
touches his life. The gem diamond also requires indus- 
trial diamond powder to bring its beauty to man. The 
booklet declares there is no economic substitute for the 
diamond. 

The publication describes the origin and mining of 
diamonds, different sources of supply, how industrial 
diamonds are classified as separate from gems, what 
crushing boart is and what it is used for. The hardness 
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GOLD ° SILVER ° 






Strictly Refiners 
Not Manufacturer® 


of J ewelry 


| 






21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM ° 


IRIDIUM * RUTHENIUM * RHODIUM ° OSMIUM 


\ 


W. solicit your Sweeps — 


Filings—Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


Tel. JU 2-2320 
Est. 1895 


PALLADIUM 


Platinum—Metals 


WILL RECEIVE 
Special Attention 





New York 19, N. Y. 














FOR MARcH, 1954 











©©® 
OO 665058 OR 
LNtached be the 7 


rH CROWN 










Ne 
© 


” monn ane cy 33 Rane sen 2 pote navtunentite , SR LEI 












O0° 





@090 900009009 


SINCE 1907 ... 


A half-century of skilled craftsmanship 
stands behind their @ eye-catching design 

@ superior materials @ lasting durability 

@ prover: sales-appeal. Send for catalog. 
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IT TAKES 
TO 


NEW! 

GENUINE ONYX CATALOG 

2. Arlen’s complete 
line of genuine Onyx 
and Black and Gold 
Italian Marble—the 
“Ultimate” in trophy 
design. Now, the dis- 
tinction of Genuine 
Onyx can be used for 
awards, 


ARLEN TROPHY CO., INC. 


50 Gold Street, Brooklyn 1, N. Y. 
Please rush me FREE Catalogs 





1954 GENERAL CATALOG 

1. Dozens of new 
sport figures; new wal- 
nut woods and marbei. 
ette (a gem-like plastic 
material) are combined 
with “Rich-Glo” figures 
to create a striking line. 





























NAME 

FIRM NAME 
ADDRESS 
CciTy ZONE__STATE 
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offers you 
complete plans on 


“HOW TO SET-UP 
AND OPERATE 
A PROFITABLE 
STAINLESS STEEL 
















oe East etme iniatenl 3 DEPARTMENT” 
_- GENSE IMPORT, LTD. 
les f-te Mississippi Write for 
GENSE OF THE WEST, LID. oy ae 

















SALESMEN WANTED 


Excellent opportunities in Eastern and Mid-Western 
territories with manufacturer of established line of 
jewelry. Call on wholesale trade with missionary work 
in key areas. Salary, expenses and bonus. Right men 


can plan on $15,000 minimum annual earnings. 


Please send qualifications to 


MARKETING RESEARCH ASSOCIATES 
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P. O. Box No. 677, Providence, R. I. 
OF YouR | 


0 
B07 customers 


HAVE OLD WATCHES! 


Guide them to an "ORIGINAL" 
TREASURE DOME cures) 


@ Nationally Advertised @ Proven Sales 
Of everlasting GENUINE DUPONT LUCITE 
, . break resistant . . . with crystal 
clearness seldom found in glass . . . with 
polished hardwood bases of mahogany, 
ebony or blond. An _ heirloom’ watch 
becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 


NOW AVAILABLE AT YOUR JOBBER 
«... or write Carol Beatty, Dept. 103-0, 
7410 Santa Monica Bivd., Los Angeles 46, 


California. 


a 


Patent Pending 
—- $4.00 KEYSTONE -— 














REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 
A Valuable Handbook 


for the Jeweler 


$730 


Postpaid 
Remittance with Order 
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100 East 42nd St. New York 17, N. Y¥ 
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of the diamond is discussed and the booklet explains how 
+t is three times harder than corundum, the nearest 
natural mineral. 

The importance of the industry is indicated in the 
statistic of industrial diamond usage increasing from 
500,000 carats per year in 1919 to well over 10,000,000 
carats in 1952. The booklet dwells on various uses of 
industrial diamonds, such as wheel dressing, diamond 
turning and boring tools, diamond powder and com- 
pounds, diamond grinding of tungsten carbide, diamond 
drill bits, diamond dies, and comparatively modern uses 
as aids in manufacturing radar, electronic devices and the 
atom bomb. 

“Industrial Diamonds” is available without charge 
from the Industrial Diamond Association of America, 


Inc., 124 East 40th St., New York 16, N. Y. 





Subsidized Transportation Promotion 


Backed by Syracuse Jewelers 


Rudolph Bros., Inc., and Wilsons Leading Jewelers 
joined with other downtown Syracuse, \. Y., merchants 
in a “subsidized” transportation promotion aimed at get- 
ting trafhc in the downtown area during Greater Syra- 
cuse Days. 

A free bus ride was offered customers who made a 
purchase of $1.95 or more at any of the participating 
stores. Each bus rider coming downtown was given a 
token ticket. This ticket was turned in at the store when 
the purchase was made and a genuine Syracuse token 


was given in exchange, thus permitting the shopper to 
ride home free. 





Gifts for the Easter Bride 





aM ~ 
Sains 


Gifts for the Easter bride were offered in this window of 

Smith Patterson's, Boston. Against a flow of white satin 

and white net the store showed rosaries, prayer books and 
religious items. 


a 
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RADIO CORPORATION 


1632 N. Wells St. 
Chicago 14, Ill. 





™ Mighty Mite... 





. . . designed to sell and to entertain, 
“Continental” radios and radio-phonographs 
are selling . . . and repeating sales. 


Model 44—The biggest little radio available . . . 
superheterodyne circuit; weighs only 2!/, lbs.; built-in 
loop antenna; full size Alnico 5 dynamic speaker; etc. 


Clock Radio > 


Model 1600 


Available with the NITE- LITE 
FEATURE for subdued light when 
and where you desire. Includes 
fine 5 tube superheterodyne radio: 
Sessions Automatic Electric Clock: 
appliance outlet: and many other 
features, 


Portable Automatic Phonograph 2 
Radio Combination 


Model 890—Has all the features of the most expensive combinations, 
78, 45 or 33 1/3 RPM; many other features. 


ILLUSTRATED LITERATURE IS AVAILABLE NOW 


. . . the above models and our other products have so many 
desirable features that we suggest you write for completely 
illustrated literature . . . no cost or obligation. 
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RONSON TO MARKET AND MANUFACTURE ELECTRIC SHAVERS. As a result of a $15 million 
licensing agreement between Ronson and Max Braun Co. of Frankfurt, Germany, the 
Ronson Art Metal Works, Inc., Newark, N. J., will market a new electric shaver 
to retail at approximately $28.50. Distribution will begin in April on the West 
Coast and will move East as the supply becomes sufficient. Eventually the 
shavers will be made in this country in a new plant planned by Ronson. 


DISCOUNT FIRMS PLAN ASSOCIATION. It was reported in the New York newspapers that 
discount dealers are preparing to form an asSociation. The proposed activities 
of the association would be to consult and advise members on pending litigations 
on Fair Trade; to assist in the defense of actions instituted against members 
when appropriate; to serve as a clearing house for problems on Fair Trade and 
to combat unfavorable publicity and act in the interests of industry policing 
and labor relations. 


STONE NAMED PRESIDENT OF WALLACE. H. Stuart Stone was named president of R. Wallace 
& Sons Mfg. Co. of Wallingford, Conn., on February 9th. He will fill the vacancy 
created by the recent resignation of William W. Rich. Mr. Stone, vice president 
of Ditto, Inc., Chicago, will assume his new duties on April lst. 


DEMANDS INCREASE FOR FAIR TRADE IN WASHINGTON. Renewed demands by merchants for a 
Fair Trade law in the District of Columbia are growing in volume, following 
establishment of a Washington branch of one of the nation's giant discount 
houses (Masters, Inc., of New York). Apprehension about the new operation, 
known as Masters Mail Order Co. of Washington, may well extend beyond the Dis- 
trict itself. Bernard N. Burnstine, Washington jeweler who heads the District of 
Columbia Business Practices Council, points out that the mail order firm is 
prepared to sell its goods across state lines into areas which have Fair Trade 
laws. One result of the Council's activity is expected to be the drafting of 
proposed legislation by which Congress would make Washington a Fair Trade area. 


NEW OFFICERS FOR JEWELERS BOARD OF TRADE. At a meeting of the board of directors of 
The Jewelers Board of Trade last month, the following officers were elected: 
President, Lester S. Wall (R. Blackinton & Co.); first vice president, Jared E. 
Allen (Oneida Ltd.) ; second vice president, William E. Smith (Irons & Russell) ; 
treasurer, Horace M. Peck; secretary and assistant treasurer, Vincent F. Chap- 
man; assistant treasurer, Edward A. Henry. The executive committee for 1954 con- 
Sists of the following men: Lester S. Wall, William E. Smith and Fred A. 
Bullock. 


PROSPECTS FOR A LOWERED EXCISE TAX. There is a growing feeling in Washington that 
Congress may vote a reduction in excise tax rates for jewelry and the other 
three retail excise classifications. However, the tax-writing House Ways and 
Means Committee has been extremely careful in its closed-door meetings to avoid 
any premature leakage of its intentions with respect to the retail excises. 
Recently House Speaker Martin disclosed that congressional tax plans include a 
proposal to put a ceiling of 10 per cent on all excises except those on liquor 
and tobacco. Under this plan, the four retail excises now at the 20 per cent 
level (jewelry, furs, luggage and cosmetics) would be reduced to 10 per cent. 
It takes money to carry on the jewelry industry's efforts in this fight. Send 
check (for $10 or $25) to Retail Jewelers Tax Committee, Inc., 597 Fifth Ave., 
New York 17, N. Y. 
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Diverse Views Offered 
On Cut-Price Watch Sales 


Cut-price watch sales were given much 
attention at hearings on Swiss watch im- 
ports held in Washington last month by 
the U. S. Tariff Commission. 

At the opening of hearings before the 
U. S. Tariff Commission, J. Bradley Col- 
burn, spokesman for the American Watch 
Manufacturers Association, declared that 
the current demoralization of the retail 
jewelers’ watch business was traced directly 
to cut-price “sales” of Swiss watches, prin- 
cipally through non-jewelry outlets. He 
added that such sales have become “an 
established and permanent part of Swiss 
merchandising policies in the United 
States.” 

Mr. Colburn offered in evidence adver- 
tisements by 59 department stores extracted 
from 38 newspapers in 17 cities. 

Said Mr. Colburn: “This type of adver- 
tisement which appears almost daily 
throughout the United States has had a 
drastic effect on the marketing of Amer- 
ican-made jeweled watches. We suggest 
this is another striking instance of the 
lengths resorted to to force jeweled watches 
of Swiss manufacture into the markets of 
the United States without regard to the 
consequences to established jewelers.” 

To counter charges made by domestic 
manufacturers that volume sales of low- 
priced watches were causing a deterioration 
in their market, S. Ralph Lazrus, president 
of the American Watch Association, placed 
in evidence before the Commission the 
results of a survey of promotional watch 
selling in the United States during the 
years 1949-1950 versus 1952-1953. 

Mr. Lazrus stated that the survey proved 
conclusively that watch sales promotions 
were stabilizing throughout the United 
States. He added that the survey showed 
important decreases in promotional watch 
advertising in 20 of the 25 major metro- 
politan markets covered in the survey. 

According to Mr. Lazrus, the survey 
showed that the price offerings of promo- 
tional merchandising had shown a definite 
upward trend, and was stabilizing in the 
$15 to $20 bracket. 

He also called attention to a survey find- 
ing on the different retail outlets which 
ran cut-price watch advertising during the 
four-year period covered by the study. Mr. 
Lazrus disclosed that 56.8 per cent of this 
advertising was done by jewelry stores; 
27.7 per cent was attributed to department 
stores, and 15.5 per cent was done by other 
retail outlets. 
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Tariff Commission Hears 
Pro and Con Testimony 
On Swiss Watch Imports 


The U. S. Tariff Commission this month 
stepped up the tempo of its latest investi- 
gation into the question of tariff rates on 
imported watches and movements and 
whether such imports are being received 
in such quantities as to harm or threaten 
the domestic industry. The commission 
must be ready with a decision not later 
than May 1. 

A similar investigation was carried out 
in 1951. Results of the investigation were 
sent to the White House where a decision 
was made that no changes in import duty 
rates on watches and movements were 
called for at that time. 

A new investigation was ordered last 
year upon application by domestic watch 
manufacturers. Launching of the investi- 
gation was delayed, however, until last 
month when the commission held four days 
of open hearings, receiving testimony for 
and against return to the former rates of 


1932. 
ADDITIONAL TIME GRANTED 


At the close of the hearings, the com- 
mission granted an additional two weeks 
for filing of supplementary briefs and in- 
formation by all interested parties. A dead- 
line of March 1 was established as cutoff 
time for such additional information. This 
leaves the Tariff Commission just about 
60 days in which to conduct its own addi- 
tional investigation. study pertinent ma- 
terial, and arrive at a decision. Under 
present law, commission action must be 
taken within nine months after an appli- 
cation is filed. In this instance, the dead- 
line becomes May 1. 

Headed by the American Watch Manu- 
facturers Association, the proponents of 
invoking the escape clause and restoring 
rates on imported watches and movements 
to previous levels told the commission that 
annual imports of watches and movements 
of 17 jewels or less have steadily increased 
since 1951. The increase was estimated at 
more than 1,500.000 units annually. Result 








How Would You 
Combat Trade Diversion? 
(See page 216) 














is, it was declared, American manufacturers 
now have only about 20 per cent of the 
domestic market and that watchmaking em- 
ployment has dropped 24 per cent since 
1951. 


LOSS OF MARKET HELD LIKELY 


Spokesmen for the American Watch As- 
sociation, Inc., held that the requested 
tariff increase would kill off the non-fair- 
traded market which has develeped in the 
United States for low price watches of 
17 jewels or less. This would injure the 
whole watch industry by forcing prices out 
of the reach of millions of potential cus- 
tomers. It was estimated that this non- 
fair-trade segment of American merchan- 
dising now retails about 3,500,000 watches 
annually, mostly through department stores. 

It seems likely that the employment 
factor will play a much larger part in the 
picture than ever before. It is contended 
that further reduction in watchmaking em- 
ployment will force needed defense preci- 
sion skills into other industries where they 
would be lost. It has been confirmed by 
White House sources that the Office of 
Defense Mobilization has asked the Tariff 
Commission to assemble all possible facts 
along this line. 


CONGRESSMEN TESTIFY 


Appearing before the commission early 
in the hearing last month were representa- 
tives of the offices of Rep. J. T. Patterson 
(Connecticut Republican), and Sen. Lev- 
erett Saltonstall (Massachusetts Repub- 
lican). Also appearing was Hon. Richard 
I. Forbush, president of the Massachusetts 
State Senate. All asked that attention be 
given to the labor angles and possible loss 


of skills. 


COUNTER TESTIMONY GIVEN 


Appearing on behalf of the American 
Watch Association was S. Ralph Lazrus 
(Benrus Watch Co.), president of the 
American Watch Association. Supporting 
testimony was given by AWA attorney, 
Wm. H. Fox, and also by Millard E. 
Tydings. 

Spokesman for the American Watch 
Manufacturers Association at the hearings 
was J. Bradley Colburn, counsel. At a 
session held after he presented his brief, 
James G. Shennan (Elgin National 
Watch Co.), Arthur F. Sinkler (Hamil- 
ton Watch Co.), and Teviah Sachs 
(Waltham Watch Co.) combined in an- 
swering queries and clarifying testimony 
for the opposition. 
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Reflecting the growth and development 
of the manufacturing jewelry industry, the 
annual banquet of the New England Manu- 
facturing Jewelers’ & Silversmiths’ Associa- 
tion, held in the grand ballroom of the 
Statler Hotel, Boston, on Saturday, Feb- 
ruary 20, attracted a record attendance of 
800 persons. 

The top social event on the calendar of 
the association, which a year ago outgrew 
facilities in Providence, this year over- 
flowed the main floor of the Statler’s grand 
ballroom. A number of tables were set in 
the ballroom balcony to accommodate the 
increased attendance. 





committee who handled arrangements for 
the aala affair are shown here. They are, 
left to right: William E. Smith, chairman; 
Olof V. Anderson and Kenneth E. Randall. 


Business considerations were left behind 
when the majority of the crowd boarded 
a special train in Providence at 4:30 for 
the trek to Boston. On the hour’s trip to the 
Hub stops were made at Pawtucket and 
Attleboro, where manufacturers from those 
areas joined the party. 

Upon arrival at the hotel a social hour 
was enjoyed prior to the serving of the 
banquet. Emil E. Fachon, association 
president, presiding at the head table, wel- 
comed the group and introduced honored 
guests. 

These included Gov. Dennis J. Roberts 
of Rhode Island; Lt. Gov. Sumner J. 
Whittier of Massachusetts; Mayor Walter 





House Unit to Hold Hearings 
On Broadening Social Security 


Business groups and individuals who 
want federal old-age benefits and who are 
not now in the Social Security picture are 
to be given a chance this month to present 
their arguments to Congress. 

Chairman Daniel A. Reed (New York 
Republican) of the House Ways and 
Means Committee expects to hold full hear- 
ings on Administration proposals that the 
lawmakers bring another 1014 million per- 
sons into the pension system, permit retired 
persons to earn $1,000 per year without 
losing old-age benefits, and increase the 
minimum and maximum benefit payments. 

The Administration plan for a broader 
Social Security program places emphasis 
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Huge Attendance at NEMJ&SA Banquet 
Fills Statler Ballroom to Capacity 


E. Reynolds of Providence; Mayor Cyril 
K. Brennan of Attleboro; Frederick A. 
Bullock, president, Jewelers Board of 
Trade; Michael Mahar, president, Diamond 
Peacock Club; Albert S. Munnis, presi- 
dent, Boston Jewelers’ Club; Seymour 
Greenberg, president, National Jewelers’ 
Association; Charles Church, president, 
Twenty-four Karat Club of the City of 
New York, and Donald Leach, president, 
Sterling Silversmiths’ Guiid. 

Also attending were a number of editors 
and representatives of trade publications. 

The banquet invocation was by Edgar 
M. Docherty of Budlong, Docherty & Arm- 
strong Co., Providence. 

A handsome, copper chafing dish was 
presented each one in attendance as a 
souvenir of the banquet. 

Entertainment following the dinner fea- 
tured Larry Storch of radio and television 
fame. A recognized humorist, he high- 
lighted a delightful, varied program which 
also included songs by a male singing 
group from Brown University, Providence, 
and music by Ralph Stewart’s orchestra. 

Arrangements for the gala affair were 
handled by a committee comprising Wil- 
liam E. Smith of Irons & Russell, chair- 
man; Olof V. Anderson of Anson, Inc., 
Kenneth E. Randall of Rim Jewelry Co., 
Philip F. Leach of Leach & Garner Co., 
and Robert K. Brennan of Speidel Corp. 





As a souvenir of the occasion, each diner 
at the annual banquet of the NEMJ&SA 


received a handsome copper chafing dish. 








on coverage for the self-employed. Mr. 
Reed’s own view is that coverage should 
be extended to any group desiring it, if 
the extension can be administered soundly. 

He emphasizes the need for a change in 
the “work clause” portion of the law, under 
which a retired individual forfeits old-age 
benefits in any month when he earns $75 
or more. This clause is causing concern 
among a number of Congressmen, who 
have introduced bills to ease this restric- 
tion. 

Rep. John Bell Williams (Mississippi 
Democrat), for example, submitted H. R. 
1312, calling for abandonment of the $75 
ceiling on earnings. However, the Ways 
and Means Committee will give priority 
to the more complete recommendations on 
Social Security changes urged by the Ad- 
ministration. 





Heads of Nation 
ational and 
State Associations t 
i 0 
Form Liaison Unit 

For a long time now, the various state 
and larger city retail jewelers associations 
have felt the need for some liaison or 
rapporte between the various groups with 
regard to problems of mutual concern to 
all of the retail jewelers in the country— 
not merely a common membership of all 
retailers, but rather a membership of the 
executives of the many associations jp 
order to keep abreast of what is happening 
among the groups. 

Such a council is currently in the process 
of formation. On January 25 in the Chicago 
offices of Foote, Cone & Belding, advertis. 
ing agency, a conference was held between 
a number of the executive secretaries of the 
various state and city retail associations 
and executives of the national jewelry 
associations to discuss the formation of 
such a group. The meeting was ably pre- 
sided over by Ben Heald, executive secre- 
tary-counsel of the Wisconsin Retail Jewel- 
ers Association. The discussions took up 
the many problems which are of mutual 
concern to all of the retail jewelers in the 
country. 

Plans were made for frequent confer- 
ences and the formation of a permanent 
organization of the executive secretaries or 
counsels of the larger city, state and na- 
tional associations to get together and for 
discussions of problems concerning all of 
the retail jewelers. The following com- 
mittee to meet and set up this permanent 
organization was appointed: Herman Hol- 
lander, executive secretary and counsel for 
the Retail Jewelers Association of Western 
Pennsylvania; Ben Sacks of Chicago; and 
Clarence Moses of the Ohio Retail Jewelers 
Association at Cleveland. Functioning with 
the committee will be Ben Heald of Wis- 
consin and, probably, Bill Wagner of the 
National Jewelers Association. Also, one 
or two others were to be added by the 
committee. The committee planned a meet- 
ing in Cleveland some time during Feb- 
ruary. 





Rolo Jewelry Co. Moves to 
New Location in Providence 


Rolo Jewelry Co., Inc., Providence, manu- 
facturers of a line of popular-priced 
women’s tailored jewelry since 1947, has 
expanded its operations by moving to 4 
larger factory. The new plant at 257 West 
Exchange St., Providence, provides double 
the space occupied at its previous location. 

Partners in the firm are Robert Posner 
and Alfonso Iannotti. Posner, who learned 
his trade in Germany, learned of the fame 
of Providence as a jewelry center before 
he came to this country. When he left his 
homeland he had made up his mind to 
migrate to Providence and get into the 
jewelry manufacturing business there. 

Iannotti is a graduate of the Rhode 
Island School of Design, and is in charge 
of design, sample making and production. 
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Executive Appointments 





National Silver Company 
Announces Two Promotions 

The National Silver Co. has elected 
Walter Jacobs as vice president in charge 
of sales, according to a recent announce- 
ment by Morton Bernstein, president. 





ARTHUR J. WALTER 

FRANKLIN JACOBS 
Elected Named V. P. 
General in Charge 

Sales Mar. of Sales 


Arthur J. Franklin, formerly assistant 
general sales manager, was promoted to 
general sales manager. In addition to his 
general supervisory duties, Mr. Franklin 
will continue his direct supervision over 
the firm’s Chicago, Detroit and Cleveland 
sales offices. 

Mr. Jacobs, who has been with the com- 
pany for 39 years in various sales capaci- 
ties, has served as general manager since 
1944. He will continue as a member of 
the board of directors of the company. 


_=-----_--- 


Named Gen. 
Sales Mor. 
of Waterman 
Pen Co. 


GEORGE C. 
HOLT 





Frank D. Waterman, president of the 
Waterman Pen Co., Inc., announced re- 
cently the appointment of George C. Holt 
as general sales manager. 

Mr. Holt was formerly vice president 
in charge of sales of Sheaffer Pen Co. 


a 


Borgfeldt Employe Retires 
After 63 Years' Service 


Twenty-seven oldtime friends and co- 
workers attended a testmonial dinner tend- 
ered Gustav Staelin, who retired recently 
from the Geo. Borgfeldt Corp., New York, 
after 63 years service. In appreciation of his 
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Appointed 
Advg. Mor. 
of Kreisler 


JAMES W. 
ROBERTSON 





James W. Robertson has been appointed 
advertising manager of the Jacques Kreisler 
Mfg. Corp., manufacturers of watchbands, 
men’s jewelry and leather straps. 

Kreisler’s new ad manager brings with 
him many years of experience in national 
advertising, retail sales promotion and 
public relations. His last position was 
advertising director of the Necchi Sewing 
Machine Corp. Previously he was an ac- 
count executive with the Buchen Co., an 
advertising agency in Chicago. 


Named 
President 
of Wallace 
Silversmiths 


H. STUART 
STONE 





H. Stuart Stone was named president of 
R. Wallace & Sons Mfg. Co. of Walling- 
ford, Conn., on February 9. He will fill 
the vacancy created by the recent resigna- 
tion of William W. Rich, it was announced 
by Donald W. Leach, chairman of the 
board of directors. 

Mr. Stone, vice president of Ditto, Inc., 
Chicago, will assume his new duties April 
1. A 52-year-old veteran of World War II, 
he served as a commander in the U. S. 
Navy from 1942 through 1945. 
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long service with the firm, Mr. Staelin was 
presented with a hand-inscribed scroll at 
the dinner. The affair was held January 
27 at the Manhattan Club. 

Mr. Staelin started with the firm in 
1891, at the age of 16. He was assigned to 
the import china department and eventually 
advanced to buyer and department head. 





Watch Material Distributors 
Name Fried Technical Director 


Henry B. Fried, president of the Horo- 
logical Society of New York and author 
of numerous books and articles on hor- 
ology, has been appointed technical di- 
rector for the Watch Material Distributors 
Association of America. 

His appointment was announced fol- 
lowing the WMDA board of directors’ meet- 
ing in New York, January 15-16. 

As WMDA technical director, Mr. Fried 
will work with the association’s committee 
on catalogues and interchangeability in 
the preparation of the WMDA’s Universal 
Swiss Catalogue. In addition, he will act as 
liaison between the WMDA and the watch 
parts industry, both American and Swiss. 
He is currently preparing a dummy cata- 
logue to be previewed by the association’s 
interchangeability committee and _ the 
Watchmakers of Switzerland. 


_- oO 


Men's Fancier Wedding Rings 
Seen Gaining in Popularity 


The popularity of wider and fancier 
wedding rings for men is increasing as a 
result of the continuing high level of 
double-ring ceremonies in the United 
States, according to Arnold Golber of 
Bristol Seamless Ring Co., New York. 

Identical rings for the bride and groom 
developed into a nationwide trend during 
World War II, later waned, but is still 
an accepted custom, he said. Now there 
is a “surprisingly” large demand for men’s 
wedding bands with the same design in- 
terest as the brides’. Previously, Mr. 
Golber noted, men generally wore a plain 
unadorned ring. 

Stimulated by Texas and California, men 
in other parts of the country are asking 
for wider rings, measuring from one-third 
to one-half an inch in width. “Perhaps the 
women are persuading them to wear these 
more elaborate designs, but whatever the 
explanation they are getting style-con- 
scious,” Mr. Golber said. 

To capitalize on this new trend, Bristol 
is introducing a new line of wide palla- 
dium rings for men. Many are set with 
diamonds; others have highly-polished pal- 
ladium engravings that look like diamonds. 
The line is part of Bristol’s expanding 
catalogue of wedding, engagement and 
fancy rings made entirely in palladium. 





Unemployment on Decline 
After Steady Rise Since Fall 


Unemployment is slowing down some- 
what after rising steadily since last autumn. 
Unemployment claims are declining as 
furloughed or laid-off workers are recalled 
to their jobs. 

A January count by the U. S. Census 
Bureau placed the total unemployed at 
about 2.5 million. 

Government officials are quick to point 
out that the total is still very low when 
compared with the figure of 4.7 million 
during the winter of 1949-50 when a similar 
labor shake-up took place. 
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Nearly 750 members and guests of the 
Boston Jewelers Club gathered at the Hotel 
Statler, Boston, on February 6, for the 66th 
annual banquet of that organization. Each 
one carried home a_ beautiful Motorola 
portable radio as the souvenir of the occa- 
sion. All had enjoyed a fine dinner, topped 
by several headline entertainment numbers, 
and all to the accompaniment of Karle 
Rohde and his orchestra. 

Head table guests were as _ follows: 
Major-General Roderick R. Allen, Com- 
manding General, Fort Devens and the 
Boston Army Base; Rear-Admiral C. Bb. 
Momsen, Commandant, First Naval Dis- 
trict; Capt. J. A. Callaghan, U. S. Navy 
Chief of Staff; Capt. Lloyd P. Burton, 
Aide de Camp; Lieut. James B. Wilson, 
Aide to the Commandant; W. O. James F. 
Murphy. Aide to the General; the Rev. 
John Nicol Mark, First Congregational 








Boston Jewelers Club Holds 66th Banquet 





Pen, 


Parish, Arlington, Mass.: Arnold Schiff- 
man, president, American National Retail 
Jewelers Association; Fred A. Bullock, 
president, The Jewelers Board of Trade; 
Charles H. Church, president, The 24 
Karat Club of the City of New York; 
Emil E. Fachon, president, New England 
Manufacturing Jewelers’ and Silversmiths’ 
Association, Inc.; Adam Purves, president, 
Canadian Jewelers Association; Charles D. 
Ellbogen, president, Chicago Jewelers Asso- 
ciation; William H. Shreve, president, 
Massachusetts & Rhode Island Retail 
Jewelers Association; Michael W. Mahar, 
president, The Diamond Peacock Club; 
Frederick Bertram, president, Boston Jewel- 
ers Bowling League; P. M. Fahrendorf, 
president, JEWELERS’ CIRCULAR-KEYSTONE; 
and George Engelhard, editor anid pub- 
lisher, National Jeweler. 
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The Boston Jewelers Club distributed a useful and practical souvenir to each diner at its 
66th annual banquet—a Motorola portable radio. Here, Albert S. Munnis (third from left), 
club president, and other head table notables are shown receiving their souvenir gifts. 











Proposals on Minimum Wage 
Delayed at White House 


Recommendations for revising the Fed- 
eral minimum wage law and extending its 
coverage have been delayed at the White 
House. Current indications are that Presi- 
dent Eisenhower refuses to be rushed—des- 
pite labor-union pressure. 

Study convinces Mr. Eisenhower that 
there’s more chance for ill than good in 
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hasty action, and too much chance of 
boosting the cost of living and reducing 
opportunities for employment for those to 
be helped, an argument long advanced by 
retailers. 

A second look convinces White House 
that most low pay business makes only 
modest profits, that many small retailers 
and others could easily be squeezed out 
of business. 

The revision proposals have not been 





discarded, however—only delayed until 
such time as the White House believes the 
economy can “take them in its stride” 
Even now studies are being centered on 
how to save face for Labor Dept. 

Look for proposal setting up double 
standards, (a) increase in minimum wage 
for those now covered, (b) wider coverage 
but with lower minimum for retail and 
other new businesses covered. 


Retail Firms Represent 45% 
Of All U. S. Businesses 


More than 1.8 million retail firms, o; 
nearly 45 per cent of all U. S. business 
enterprises, were operating at the time of 
the latest government count. 

By mid-1953, U. S. Commerce Dept. has 
found, there were 4.2 million firms of all 
types engaged in business. Besides retail. 
ing, the largest segments of the business 
community were service industries, with 
740,000 firms; contract construction, with 
434,000; finance, insurance, and real estate, 
with 338,000; and manufacturing, with 
328,000. 

In the first half of 1953, the total number 
of businesses climbed by about 30,000 firms, 
indicating a slower rate of net gain than 
that for corresponding periods in each of 
the preceding three years. The official ex- 
planation for this retarded rate is that new 
company formation was down by six per 
cent, while the number of businesses dis- 
continued showed a four per cent increase, 

Commerce Dept. analysts say that on a 
long-term basis the growth of national out- 
put has been the most important factor 
associated with the trend of business popu- 
lation. During shorter periods, the number 
of operating firms responds to some extent 
to fluctuations in business conditions. 


———$— 


Vaucher Begins 21st Year as 
Swiss Watch Association Head 


Horological circles throughout Switzer- 
land honored Maurice Vaucher, of Bienne, 
on the recent occasion of his 20th anniver- 
sary as president of the Federation of Swiss 
Watch Manufacturers, the trade organiza 
tion also known as The Watchmakers of 
Switzerland which represents all the coun- 
try’s manufacturers of jeweled-lever move- 
ments, 

Under M. Vaucher’s direction, the Feder- 
ation’s Marketing Department was organ- 
ized to deal with marketing. developments 
and sales of Swiss watches throughout the 
world. Today, the department conducts an 
advertising and merchandising campaign 
in 20 countries. Featured in the campaign 
has been strong support of the quality 
jeweler as the most reliable guide for the 
eventual purchaser in his selection of 4 
quality watch. 

Together with other organizations repre 
senting the Swiss watch industry, the Fed- 
eration also aided in the standardization 
and cataloguing of replacement parts for 
jeweled-lever watches and movements, mak- 
ing it possible for jewelers and watch- 
makers everywhere to render prompt, more 
efficient repair service. 
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steriing silver band and will come packed 
in a de luxe presentation case. 

Association secretaries who wish to take 
advantage of this generous offer are advised 
to write the firm furnishing complete de- 
tails. Gavels may be secured by writing 
the Lignum-Vitae Products Corp., 95-100 
Boyd Ave., Jersey City, N. J. 


They Go Wholesale 


Under this heading, J. B. Wallach, busi- 
ness news writer for the New York World- 
Telegram, recently quoted the following 
statement of Henry Matter, executive vice- 
president of the Wholesale Dry Goods In- 
stitute: “Department stores are finding it 
advantageous to ‘go wholesale.’ In fact, 
theyre expected to step up purchases from 
wholesalers during the current year.” 

Mr. Wallach comments quite pointedly: 
| “The reasons given for the switch are sav- 
| ings on warehousing expense and trans- 


Y. MEETING 


SARKIN SALES FORCE ATTENDS N. 





Those attending the recent sales and advertising meeting of David Sarkin, Inc., were, left 


to right: L. Greenhut, L. Lawrence, L. Binder, S. Gorman, M. Ravdin, |. Samkin, D. Sarkin, 
L. Wolpow and M. Proujansky. 


Details of a comprehensive sales and the firm has expanded its program of dealer 
advertising program were outlined recently 
to field representatives of David Sarkin, 


Inc.. New York ring manufacturers at 37 


West 47th St. | 
Meeting at the Hotel Warwick in New 
York. the sales force was informed that 





sales aids. Salesmen were equipped with 


necessary dealer helps and were acquainted 


ith thei ies ; sponsibilities : Menan 
with their duties and responsibilities to portation costs, quicker deliveries that 


permit faster turnover, lower mark-downs 
because of smaller inventories, less carry- 
over for the same reason and more time 
to concentrate on selling.” 

These points, raised by a spokesman for 
the Dry Goods field, are precisely the same 
as those stressed in a pamphlet issued by 
the National Wholesale Jewelers’ Associa- 
tion under the title “Just How Necessary 
is the Wholesale Jeweler?” Copies of that 
folder, together with other related material 
on the subject, can be obtained by address- 
ing the National Wholesale Jewelers’ Asso- 
ciation, 1900 Arch St., Philadelphia 3, Pa. 


rings. 














—--——- 


Defense Department Silent 
On Liberalizing PX Policies 


Prolonged silence from the Defense Dept. 
as to whether it has buried any ideas of 
proposing liberalized post exchange policies 
is causing furrowed brows among retailers’ 
groups. 

The attitude among the groups’ repre- 
sentatives in Washington is hopeful, though 
cautious. Representatives are willing to 
talk over the PX problem with the military 
on amiable terms at any time; however, 
they would prefer assurances that Pentagon 
does not contemplate asking Congress for 
fewer restrictions on the exchanges. 

Military department chiefs are known to 


their customers in helping them sell Sarkin 
j 


Lignum-Vitae Products Corp. | 
Extends Generous Offer 


| As a gesture of goodwill to the industry, 
the Lignum-Vitae Products Corp., Jersey 
City, N. J., will present “Long-Life” gavels 
to outgoing and incoming presidents of 
various jewelers’ associations which are 
currently meeting throughout the country. 
Each gavel will feature a suitably inscribed | 
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rama of Progress.” This panorama was a 
review of the historic and outstanding 
“firsts” of early Helbros national adver- 
tising, their many jewelry store watch 
promotions, and the many famous per- 


Helbros Employes Fete Helbein, 
Present Plaque at Testimonial 


William Helbein, president of the Helbros 
Watch Co., was presented with a beautiful 





be increasingly concerned about the num- 
ber of skilled men who are getting out of 
uniform to stay—except in the event of 
actual war. The generals and admirals 
admit they are convinced basic pay and 
allowances for servicemen must be backed 
up by some types of “fringe” benefits in 
order to be effective. 

Currently, though, they are not openly 
advocating inclusion of wide-open PX ac- 
tivity among benefits they feel career 
service personnel must have. 


Alan K. Ruvelson Attends 
Presidential Conference 


Alan K. Ruvelson, vice president and 
general manager of Phil G. Ruvelson, Inc.. 
of Minneapolis, was one of the men who 
attended a special conference sponsored 
by the Republican National Committee in 
Washington, January 27. 

Mr. Ruvelson was selected from the 
State of Minnesota to attend this meeting 
along with representatives of various other 
states. The one-day session included a 
meeting with Leonard Hall. Republican 
National Chairman, conferences with ad- 
ministration leaders and was highlighted 
by a reception with President Eisenhower 
at the White House. 
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bronze plaque at a_ special testimonial 
luncheon in his honor during the annual 
Helbros sales meeting at the Lexington 
Hotel in New York City. 

Preceding the luncheon on the opening 
day of the sales meeting, which was at- 
tended by the executives and the entire 
sales staff of the Helbros Watch Co., was 
a special showing of the “Helbros Pano- 








sonalities and radio programs with which 
they were associated over the past 40 years. 

Harry E. Fischer, advertising and sales 
promotion manager, presented advertising 
plans for 1954, which included intensive 
campaigns in all media, comprising na- 
tional magazines, radio, television and 
newspapers, as well as a series of special 
promotions for jewelers. 


A bronze plaque commemorating the 40th anniversary of the Helbros Watch Co. was 


presented to William Helbein, president, at the firm's annual sales meeting. Pictured 
here are members of the executive and sales staffs who attended the meeting. 
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Regional N. Y. Associations 
Combine to Form One Big Group 


The four regional organizations that 
comprised the Executive Board of Retail 
Jewelers Associations of Greater New York 
were dissolved at a meeting held January 
18 at the Hotel Astor and were incorpo- 
rated into a new association. The new 
group, which also replaces the Executive 
Board, is known as the Retail Jewelers of 
Greater New York, Inc. 

Affiliated with the new organization are 
the Westchester Association of Jewelers, 
and the Staten Island Retail Jewclers 
Association. 

Elected as officers of the new association 
were: President, Sam M. Jacobson (Alpers 
Jewelers) ; Vice President for Manhattan, 
Samuel Steiner (A. A. Webster Co.) ; Vice 
President for Brooklyn. Harry Brown; Vice 





| 





President for the Broax, Max Mittleman; 
Vice President for Long Island, Dominick 
D’Elia: Vice President for Westchester, 
Lester Beerman; Vice President for Staten 
Island, Murray Caine; Secretary, Bennet 
H. Schwartz: Treasurer, E. Werner Gross, 
and Sergeant-at-Arms, Alex Siegel. 

The four regional groups dissolved at 
the meeting were the Bronx RJA, the 
Brooklyn RJA, the Long Island RJA, and 
the Metropolitan RJA. 

The large number of jewelers attending 
the meeting decried the lack of fair trade 
enforcement in the sale of watches. 


Fashion Editors Preview 
Trifari's Spring Collection 
An impressive collection of new spring 


jewelry was shown recently by Trifari at 











Diamond Council 





Elects Goldberg President 
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Ten of the 15 directors elected recently by the Diamond Council of America are shown 

here. They are, seated, left to right: Morris Mallove, New London, Conn.; B. C. Helzberg, 

Kansas City, Mo.; H. A. Goldberg, Portsmouth, Va., and Fred Dreifus, Memphis, Tenn. 

Standing, left to right, are: Myer B. Barr, Philadelphia; William Savitt, Hartford, Conn.; 

A. M. Shapira, Toronto, Canada; Leo Weisfield, Seattle, Wash.; Lewis Silberman, Pittsburgh, 
Pa., and Samuel Schwartz, Washington, D. C. 


H. A. Goldberg of Portsmouth, Va., secre- 
tary of Cooper’s, Inc., was elected president 
of the Diamond Council of America, a non- 
profit educational foundation, which held 
its annual meeting and luncheon recently 
at the Waldorf-Astoria Hotel, New York. 

Mr. Goldberg succeeds B. C. Helzberg 
of Kansas City, Mo., who was elected 
chairman of the board of directors. Leo 
Weisfield of Seattle, Wash., was chosen 
chairman of the executive committee, and 
Jess McEntee, Jr., of Oklahoma City, Okla., 
heads the administrative committee. 

Mr. Helzberg told the Council that close 
to 500 employees of members are now 
taking the Council’s courses in gemology 
and diamontology. He also reported that 
close to 100 employees had completed the 
courses during 1953, and after passing 
qualifying examinations were certified as 
Guild Gemologists and Certified Diamon- 
tologists. 

Mr. Helzberg pointed out, too, that the 
Diamond Council’s program was equally 
extensive in other fields. Libraries, schools, 
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colleges, civic groups, and company publi- 
cations received booklets on important 
phases of diamonds and diamontology. 

Clement J. Wyle, president of Wyle 
Associates, New York public relations firm, 
was elected executive vice-president of the 
DCA and will direct the Council’s public 
relations program. Adele Shainblum was 
chosen executive director. 

Other officers elected were: Vice Presi- 
dents: M. S. Abelson (Abelson’s, Newark, 
N. J.); Harry Horwitz (Crescent & Co., 
Sioux City, Iowa); Oliver Jenkins (Duval 
Jewelry Co., Jacksonville, Fla.); J. W. 
Hamilton (Hamilton’s, Inc., Columbia, 
S.C.) ; Walter Greenebaum (S. & N. Katz, 
Inc., Baltimore, Md.) ; Jack Ratner (Rogers 
& Co., Columbus, Ohio); Sol Blickman 
(Rogers Jewelers, Indianapolis, Ind.), and 
Robert Savitt (The Savitt Co., New Haven, 
Conn.) ; Secretary: Melvin Rudolph (Ru- 
dolph Bros., Inc., Syracuse, N. Y.), and 
Treasurer: Isadore Horwitz (Crescent 
Jewelers, Fargo, N. D.). 








the firm’s New York showrooms, 16 Eag 
40 St. 

The pre-spring press showing, entitled 
“The Jewel Box Premiere,” was based op 
current Broadway hit shows. It was ap. 
tended by approximately 200 press repre. 
sentatives from all over the nation. 

A brochure in the form of a playbilj 
introduced Trifari’s new jewelry line, tied 
in with the “‘Almost’ Gold Cadillac” 
“Wonderful Town,” “Me and Juliet,” “The 
‘T’ House of the August Moon” and “King 
Sir.” The brochure called attention to the 
fact that Trifari jewelry is currently being 
worn by many first ladies of the theater 
in current Broadway smash hits. 








One of the most delicate matched jewelry 
sets in Trifari's spring collection is "Snow 
Apples." Carved white apples combined 
with snowy white beads designed to add 
gayety and chic to a dark town ensemble 
or to light up a suntan with resort pastels, 


Large Number of "Watch-Men' 
Expected to Attend Basel Fair 


The world’s leading buyers and horolog- FF 
ical experts are expected to attend the & 
Swiss Industries Fair which will be held 
in Basel from May 8 to 18. 

Approximately 150 leading watch manu- 
facturers are to be represented at the ex- 
hibition. In addition, a large and promi- 
nent area has been assigned for the display 
of clocks and horological tools, accessories 
and testing instruments. 

In close association with the watch ex- 
hibition, exhibitors in the jewelry section 
will have a spacious pavilion to themselves. 
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Elected 
Chairman of 
Jewelry 
Industry 3 
Council . 
IRVING N. 
CHAYKEN 





Elected recently as chairman of the 
Jewelry Industry Council was Irving N, 
Chayken, owner of Armstrong’s in Ham- 
mond, Ind. He succeeds Maurice Adel: 
sheim, Sr. (S. Jacobs Co.), of Minneapolis. 
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OMEGA STAFF GATHERS FOR SALES CONFERENCE 





Details of Omega's expanded merchandising were outlined to sales representatives at the 

firm's recent week-long sales conference. An extensive new sales portfolio to be used in all 

retail calls was presented to the sales staff. It was stated that this will enable Omega sales- 

men to help jewelers not only with their watch purchases but with store displays, direct mail 
and special advertising problems. 


Omega executives and salesmen from all 
over the country gathered recently in New 
York for a week-long sales conference. 

Highlight of the meeting was the un- 
veiling of the new Omega watch line for 
1954. The new line features many new 
designs, including a greater emphasis on 
ladies’ gold and diamond-set models. 

The most important phase of the sales 





conference was a review of the Omega 
profit and security program. Norman M. 
Morris, president of the Norman M. Morris 
Corp. (sole U. S. distributor for Omega 
watches), and Max S. Greenwald. sales 
manager, explained how Omega’s fran- 
chised dealers would benefit from this 
established policy of controlled distribution 
and vigilant fair trade enforcement. 





FOR SERVICES RENDERED 





As a token of appreciation for his out- 
standing services while serving as head of 
the Golden Circle Sales and Executives 
Club of New York, Leo Davidson (right) 
was recently presented with a suitably in- 
scribed sterling silver Revere bowl. Here, 
he is shown receiving the gift from Al 
Walden, newly-elected club president. 


Kind Elected President of 
Philadelphia Jewelers Group 


Samuel Kind, vice president and secre- 
tary of S. Kind & Sons, was elected presi- 
dent of the Retail Jewelers Association of 
Philadelphia and Eastern Pennsylvania at 
their annual meeting held January 26 at the 
Drake Hotel. 

Other officers elected to direct the activi- 
ies of this organization were: Francis 
Haggerty, first vice president; Miss Elaine 
Cooper, second vice president; George A. 
Lyons, secretary, and Jack Green, treasurer. 
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What Would You Do 
About Trade Diversion? 
(See page 216) 























Gilbert Acquires Controlling 
Interest in Liberty Watch 


The controlling stock interest in Liberty 
Watch Corp. of New York has been pur- 
chased by Gilbert International, subsidiary 
of the William L. Gilbert Clock Corp., 
Winsted, Conn. 

Gilbert’s entry into the low-priced wrist 
watch field is expected to bring no imme- 
diate change in basic policies or operation 
of Liberty Watch Corp. which continues 
to function under its original name. Man- 
agement will be strengthened, however, by 
the addition of executive personnel and 
direction from the Gilbert organization, one 
of America’s leading clock manufacturers 
since its establishment in 1807. 


Retires After 
63 Years in 
Silver 
industry 


CHARLES A. 
RIVARD 


General! 
Superintendent, 
Reed & Barton 





Charles A. Rivard, general superin- 
tendent of Reed & Barton silversmiths, 
Taunton, Mass., retired last month and 
brought to a close an uninterrupted silver 
career that started in 1891 at the age of 13. 

Starting as an errand boy, young Charles 
Rivard became an apprentice die-cutter at 
the age of 16. In 1926 he became the 
general superintendent of the Reed & 
Barton Corp., which position he has held 
since that time. 
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SALES FORCE MEETS IN SYRACUSE 
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Executives and sales representatives of Keepsake Diamond Rings gathered recently in 
Syracuse for the firm's annual meeting. Among those who presided over the three-day 
confab were R. A. Pond (seated sixth from left), president; R. B. Pond [seated seventh 
from left), secretary, and A. W. Doolittle (seated second from right), advertising manager. 


made concerned the new Keepsake and 
Crescent interlocking sets. Among the 
many new sales aids shown were Keepsake 
and Crescent national consumer advertis- 
ing, trade advertising, window displays, 
counter displays, movie trailers, television 
spots, radio spots, outdoor posters, bus 
cards, direct mail and newspaper mats. 


The Keepsake diamond ring sales force 
gathered in Syracuse January 13 to 15 
to kickoff the firm’s 30th consecutive season 
of dominant advertising, merchandising and 
sales promotion. The entire Keepsake-Cres- 
cent program was presented and discussed 


in detail. 
One of the important announcements 
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The number of failures in the nation’s 
jewelry industry declined from 171 in 
1952 to 163 last year, but the liability total 
involved was $8,490,000 last year as com- 
pared with $4,495,000 in 1952, the annual 
report of the Jewelers Board of Trade 
reveals. 

The report of Horace M. Peck, secretary, 
given at the annual meeting in Providence 
January 22, showed that 84 of the failures 
were retail cash jewelers for a total in 
liabilities of $3,649,000. 

Others included retail installment jew- 








Jewelry Failures Show Drop for ‘53 
As Liabilities Involved Increase 


elry stores, 19, for $1,545,000; repairers, 
four, for $28,000; wholesale jewelers, 18, 
ior $866,000; special wholesalers, nine, for 
$1,152,000, and manufacturers, 29, for 
$1,250,000. 

Reports for the year showed that 110,- 
822 inquiries from members were processed 
as against 109,523 in the earlier year. 
The board compiled 63,385 credit reports, 
requested 48,767 statements, received 14,115 
statements, and made 13,609 changes in 
its reference book. 

President Frederick A. Bullock reviewed 
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WRITE TODAY for free 
booklet outlining your 
complete coverage and 
remarkable saving. No 
obligation. 










JEWELERS INSURANCE BUILDING © NEENAH 


Want your share ~ 


Million Dollar — 
Saving ? 





coe J. M. POLICYHOLDERS HAVE SAVED 
OVER A MILLION DOLLARS....... 


HERE'S YOUR CHANCE TO GET YOUR SHARE OF THIS BIG SAVING 


Take advantage of the 30% saving enjoyed by 
J.M. policyholders. We select your insurance 
partners carefully (preferred risks only) ... 
our loss ratio is low .. . the saving is yours. 


INSURE WITH JEWELERS MUTUAL 
YOUR OWN COMPANY KNOWS 
YOUR INSURANCE PROBLEMS BEST 


Why don’t you compare J.M. cover- 
age and cost with 
offer? You'll find, as thousands have, 
that your money buys more and 
better coverage with your own 
company. You save because . . J.M. 
employs no salesmen . . J.M. 
very low loss ratio .. . the resulting 
Savings are returned to you as a 30% 
dividend saving. Also, you will have 
the strongest, most complete forms 
of insurance protection possible... 
designed solely for jewelers and 
those in allied fields. 


any other insurance 


has a 
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the activities of the year, including a nyp,. 
ber of changes effected in the handling of 
the board’s work. 


Elected to three-year terms on the 3). 
man board of directors were Alexander RB. 
Arnstein of Arnstein Bros. & Co., Ney 
York; Fred A. Bullock of Dolan & Bullock 
Co., Emil E. Fachon of Bulova Watch Co, 
Inc., Ralph L. Griffith of R. L. Griffith 4 
Son Co., Inc., Paul Levinger of Speide 
Corp., Archibald Silverman of Silverman 
Bros., William E. Smith of Irons & Rys. 
sell Co., Inc., and Frederick A. Ballou Jr 
of B. A. Ballou & Co. Inc., all of Proy;. 
dence; Lewis W. Gibbons of Fulmer & 
Gibbons Inc., Philadelphia, and Lester S, 
Wall of R. Blackinton & Co., North Attle. 
boro. 

President Bullock noted with regret the 
resignation due to ill health of Walter ¢ 
Crooks, who had served for a long period 
as the board’s assistant treasurer. 


He also noted that the year 1953 wit. 
nessed several important changes in the 
administration of the work of the Credit 
Reporting Department. Changes in the 
personnel and management of the New 
York City office, he said, resulted in a 
complete reorganization of the work in 
that branch. That office is now operating 
smoothly under the management of Chester 
W. Hoyt who joined the organization last 
July and who has had a number of years 
experience in the mercantile agency busi- 
ness. Assisting him is George W. Haag. 

Edward A. Henry, an experienced credit 
man, became office manager in Providence 
during the year, it was reported. 


Retires as 
Board Chair- 
man of Reed & 
Barton 


COL. ARTHUR 
ASHWORTH 





The retirement of Colonel Arthur Ask 
worth as chairman of the board of directors 
of the Reed & Barton Corporation was 
announced recently. 

Colonel Ashworth joined Reed & Barton 
in 1924 as general manager of the firm. 
He was elected president in 1943, succeed: 
ing Sinclair Weeks, who became U. ~- 
Senator for Massachusetts that yeal- 
Colonel Ashworth has served as_ board 
chairman of the 130-year-old silverware 
firm since 1952. 


-- + 


Levitz at New Buffalo Site 


Ira Levitz, Inc., wholesale jewelers for- 
merly at 33 Court St., Buffalo, N. Y., have 
opened new showrooms and offices in that 
city at 260 Delaware Ave. The new quarters 
cover 12,000 square feet of selling and 
stocking space on the first floor and base 
ment. 
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Diamond Radio Feature on 
Coast-to-Coast Network 


Diamonds were the topic of the Valen- 
tine’s Day feature story on “Weekend,” 
the elaborate “Sunday Newspaper of the 
Air” broadcast over the entire National 
Broadcasting Co. network of 191 stations 
every Sunday from 4 to 6 P.M., EST. The 
audience is estimated at 6,000,000. 

Lazare Kaplan, his sons Leo and George, 
and Dr. A. E. Alexander of Tiffany & Co. 
were interviewed by Irving R. Levine, NBC 
foreign correspondent and commentator. 





Taking part in the Valentine's Day diamond 
feature on the "Weekend" program were 
(seated, left to right) Lazare Kaplan, cut- 
ter of the Jonker diamond, Irving R. Levine, 
NBC commentator, Dr. A. E. Alexander of 
Tiffany & Co., and (standing, left to right) 
George and Leo Kaplan. Lazare Kaplan 
holds a model of the Jonker in the rough. 


A flawless, half-carat, brilliant-cut dia- 
mond, cut and donated by Lazare Kaplan, 
was offered for the best letter of 25 words 
or less suggesting a new department for 
“Weekend.” The winner will be announced 
on the “Weekend” program on Sunday, 
March 7. The diamond will be delivered 
to a retail jeweler who sells Kaplan dia- 
monds in the area in which the prize 
winner lives. Presentation to the winner 
will be made by the jeweler on the local 
radio station afhliated with NBC. 

On the “Weekend” program, the stories 
of the Jonker and Tiffany diamonds were 
told. In addition, the discussions included 
advice to prospective purchasers of the 
traditional engagement ring or other dia- 
mond pieces. The importance of relying on 
the advice of a reputable jeweler was 
emphasized. 


Medana Sales Promotion 
Aimed at "Lost Market" 


The theme of the recent national sales 
meeting held in New York by Louis Aisen- 
stein & Bros, Inc., exclusive distributors of 
Medana watches, was the jewelry stores’ 

Lost Market.” S. Stanley Moser, vice- 
president, drew the competitive picture as 
he saw it. It was pointed out that approxi- 
mately 10,000,000 watches retailing under 
$20 are sold annually in outlets other than 
Jewelry stores and Medana watches retail 
from $10.95, making them suitable to meet 
this competition. 

The Medana advertising and promotion 
program was presented. Highlighted were 
the new Medana “Miniature Merchan- 
diser,” a one minute TV film for local use, 
a complete material kit with 30 parts for 
repairing, and plans for a strong ad cam- 
paign in Life, 
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House Unit Proposes Tax 
Deduction on Interest Charges 


Installment-plan sales to consumers will 
be boosted if congressional revenue plans 
now under discussion win final approval. 
The tax-writing House Ways and Means 
Committee has voted its tentative approval 
of a provision permitting consumers to 
deduct, in preparing their income tax re- 
turns, up to six per cent of the unpaid 
balance on installment purchases in cases 
where the interest charges are not sepa- 
rately stated. 

Government tax experts estimate that 
this change, if put into effect, will divert 
about $10 million annually in extra pur- 
chasing power to the hands of consumers. 











It’s important to keep in mind, however, 
that congressional tax plans for this year 
still are a long way from assuming any 
definite pattern. 

President Eisenhower has asked Con- 
gress to maintain a hands-off policy with 
regard to the total revenue produced by 
corporation income, individual income, and 
excise taxes. Yield from these taxes, he 
declares, must be held at its present level 
in order to minimize the current spread 
(about $3 billion) between federal receipts 
and spending. 

Politically speaking, Congress is not 
disposed to follow all the White House 
recommendations. Good possibilities: Some 
reductions in excises, plas a “bonus” cut 
for individual taxpayers. 














JIC Announces 
Board Elections 


Resuits of a mail ballot announced at 
the annual membership meeting of the 
Jewelry Industry Council, held in New 
York on January 14th, show eleven re- 
tailers and ten suppliers elected for a term 
of two years. 

The eleven retailers whose elections were 
announced at that meeting are: Maurice 
Adelsheim, Sr., S. Jacobs Co., Minneapolis; 
Henry R. Bloedel, Bloedel’s Jewelry, Inc., 
Milwaukee; M. J. Brown, Scott Jewelry Co., 
Lowell, Mass.; Irving N. Chayken, Arm- 
strongs, Hammond, Ind.; Ralph DeRoy, 
Joseph DeRoy and Sons, Inc., Pittsburgh; 
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H. A. Goldberg, Cooper’s Inc., Portsmouth, 
Va.; Cecil D. Kaufmann, Kay Associates, 
Washington, D. C.; Victor A. Lambert, 
Lambert Bros., New York; H. Victor Paul, 
Wiss Sons, Inc., Newark, N. J.; James M. 
Rudder, Claude S. Bennett, Inc., Atlanta, 
Ga.; and Arnold A. Schiffman, Schiffman’s, 
Greensboro, N. C. 

The ten supplier members elected for a 
two-year term are: Walter H. Butler, E. W. 
Reynolds Co., Los Angeles; Sereno P. 
Davis, Jacobson Bros., New York; Lowell 
F. Halligan, Hamilton Watch Co., Lan- 
caster, Penna.; Louis Heyman, Oscar Hey- 
man & Bros., Inc., New York; Gordon 
Howard, Elgin National Watch Co., Elgin, 
Il].; Craig D. Munson, International Silver 
Co., Meriden, Conn.; G. H. Niemeyer, 
Handy & Harman, New York; D. E. Sander- 
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specially designed paper jewelry boxes 
and cases. © 






polished to a jewel-clear finish. Inlays 
are shimmering fabric patterns with a= 
rich brocade effect, in silver, gold, pink 
>and light blue. 


The attraction is irresistible when 
you use this new Dennison case to 
draw attention to your fine rings. It is 
ultramodern beauty at its best— simple 
and appealing. 

















lanted ring pads of rich Karess or 
ansparent velvet complement the 
tckground colors. The pads hold one 
wo rings at just the right angle for 
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MANUFACTURING COMPANY 
\ JEWELER’S DIVISION 
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son, Oneida Ltd., Oneida, N. Y.; W. Waters 
Schwab, J. R. Wood & Sons, Inc., Ney 
York; and Ray F. Warren, Bulova Watch 
Co., Flushing, N. Y. 

Continuing members of the board whog 
terms expire at the end of 1954 are: 

Retailers: Myer B. Barr, Barr’s Jewelen 
& Silversmiths, Philadelphia; B. J. Burnett, 
Burnett Bros., Seattle; Myron Everts, 
Arthur A, Everts Co., Dallas; Durward 
Howes, B. D. Howes & Son, Los Angeles: 
Walter B. Jaccard, Jaccard Jewelry Corp, 
Kansas City, Mo.; Richard Jessop, J. Jessop 
& Sons, San Diego, Calif.; H. C. Kirkberg, 
H. C. Kirkberg Jewelers, Fort Dodge, Iowa: 
Julius Loeb, Loeb & Velasco, Oakland, 
Calif.; Isador Meyer, Meyers Jewelers, 
Vallejo, Calif.; and Kenneth I. Van Cott, 
Van Cott Jeweler, Binghamton, N. Y, 

Suppliers: A. H. Arnstein, Arnstein Bros. 
& Co., New York; Burrill M. Getman, 
The Gorham Co., Inc., Providence; Leo 
Glass, Leo Glass Co., New York; George 
Heller, Heller-Hope Co., New York; James 
H. Hetzel, Eisenstadt Mfg. Co., St. Louis: 
Oscar M. Lazrus, Benrus Watch Co., New 
York; Paul Levinger, Speidel Corp., Provi- 
dence, R. I.: Jack Montgomery, M. A. 
Mead & Co., Chicago; William B. Ogush, 
Diamond Watch Corp.; New York; and 
Leonard Shiman, Shiman Manufacturing 
Co., Inc., Newark, N. J. 

The complete membership of the Coun- 
cil’s board of directors totals 41, of which 
total 21 are retailers and 20 are suppliers. 
Council’s by-laws require majority retailer 
representation on its Board of Directors. 


SERVICE AWARD 





John H. Ballard (left), president of Bulova 
Watch Co., presents U. S. Savings Bond and 
certificate to Solomon Ollinger at the firm's 
annual dinner held recently at Bulova's new 
headquarters in Long Island, New York. 
During the festivities, award presentations 
were made to Ollinger and a host of other 
veteran Bulova employees. 





Handy & Harman to Exhibit 
At Philadelphia Tool Show 


At the Tool Show in Philadelphia, April 
26-30, Handy & Harman will feature two 
silver alloy brazing demonstrations. One 
will show a typical high production brazing 
set-up. “Easy-Flo 45” and “Handy Flux” 
will be used to make the joint. Assemblies 
will pass through a gas-air heating zone 
on a traveling belt. 

The other demonstration will include 4 
torch brazing station. The firm’s booth 
number is 613. 
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Ogush Heads Jewelry Division 
in Red Cross Fund Campaign 


William B. Ogush (Diamond Watch 
Corp.) has accepted the chairmanship of a 
committee which will solicit New York's 
jewelry and allied trades for support of 
the 1954 Campaign for Members and Funds 
of the New York Chapter, American Red 
Cross. 

G. H. Niemeyer (Handy & Harman) is 
serving as honorary chairman of the com- 
mittee. 

The committee headed by Mr. Ogush 
is undertaking to raise $50,000 toward the 
city’s $5,900,000 goal in the campaign, 
which will be conducted during the entire 
month of March. 


WILLIAM B. 
OGUSH 





Serving with Mr. Ogush will be James 
E. Theise and Jerome L. Grant as co- 
chairman .for manufacturing agents and 
wholesalers; Stanley Moser, for the watch 
division; Sydney Davidson for jewelry 
manufacturers; Jules Hirsch, for the cos- 
tume jewelry division; Leo Kaplan, dia- 
mond dealers; Ben Wisner, jewel box divi- 
sion, Harry Bromley, jewelry retailers; 
John W. Colgan, refiners; Robert Dreher, 
pearls and colored stones division; Dave 
Kay, the watch attachments trade; Ben- 
jamin Ende, watch cases division; Irving 
Cooper, silversmiths; John J. O’Rourke, 
industrial diamond dealers, and S. G. 
Taormina, for electroplaters. 


Officers of N. Y. State RJA 
Make Plans for May Convention 


Plans for the annual convention of the 
New York State Retail Jewelers Associa- 
tion, the. first to be held in Elmira, were 
discussed at a meeting of the executive 
committee--ii the Mark Twain Hotel, 
Elmira, N. Y. 

Samuel M. Salsburg and Sherman D. 
Butler of Elmira are co-chairmen for the 
convention scheduled for May 9 to 11 at 
the Mark Twain Hotel. Between 400 and 
000 association members and guests are 
expected to attend. 

Several speakers prominent in the jewelry 
trade will address the convention and panel 
discussions on trade conditions will be 
held. Manufacturers’ exhibits will also be 
on display during the convention. 

Attending the meeting were 11 members 
of the executive committee and Salsburg. 
Among those present were J. Francis 
Thibault of Utica, president of the state 
association ; Malcolm Campbell of Canan- 
daigua, secretary, and Boyd Evans of 
Mount Vernon, treasurer of the state group, 


and Harry R. Gerber of White Plains, 
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regional vice president of the American 
National Retail Jewelers Association. 


Fourteen Changes in Labor Act 
Asked for by White House 


For the most part, the Eisenhower Ad- 
ministration believes, the working man is 
well served by the Taft-Hartley Act. 

This viewpoint is seen in the recent 
White House request that Congress make 
14 specific changes in the law, which would 
not alter its basic structure. For example, 
the lawmakers are asked to give a clear 
definition of secondary boycott and to 
authorize federal supervision of secret 
strike votes. 


| 
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Such changes, if approved, would leave 
Taft-Hartley essentially the same, though 
shaped to permit more practical use. Rela- 
tionships between employer and employe 
are healthy and give evidence they will 
continue so without a complete rewriting 
of the labor law. 

Federal officials can point to records 
showing that in most respects there was 
less labor trouble in 1953 than in any 
year since World War Il. Time lost be- 
cause of strikes was only two-tenths of 
1 per cent of all working time. 

A considerable part of Ike’s labor pro- 
gram will get to the House and Senate for 
a vote. Most of those voting are expected 
to show confidence in the general sound- 
ness of Taft-Hartley. 








Pay out of profits — Convenient time payments 


Smaller neighborhood jewelers and 


repair shops’ report 


faster service, extra profits when they install a compact 
New Hermes Engravograph. Costs little...easy to pay for 
out of profits. Easy to operate...anyone can do profes- 


sional engraving right from the start. 


NEW HERMES ENGRAVING MACHINE CORPORATION 


13-19 University Place ° 
Write for Booklet 


New York 3, N.Y. 





175 














INVESTMENTS 


For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 





SURGICAL BLADES 
AND HANDLES 


Blades and han- 
dies for heavy 
and fine cut- 
ting of rubber 
molds. 











STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2%” o.d. 
up and heights 
2%” up. Rub- 
ber sprue bases 
stocked in all 
sizes. 





WAXES 
Waxes to meet 
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all your pattern os 
requirements. f 
CRUCIBLES 
Gold, Silver and 
Platinum casting 
crucibles for all 
standard jewelry 


casting units. 
Crucibles also 
available for 
melting. 






















plete details — 








Write for CATALOG #52 
and new casting supply 


We can offer you prompt deliv- 
ery on our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
one source of supply. For com- 














Trade Leaders Gather in N. Y. 
For Annual Interfaith Dinner 


More than 800 members of the jewelry 
industry assembled recently at the Waldorf- 
Astoria to pay their annual tribute to the 
cause of brotherhood and the National 
Conference of Christians and Jews. 

W. Waters Schwab, president, J. R. 
Wood & Sons, served again as chairman 
of the event. 





W. Waters Schwab (right), chairman of 
the industry's recent dinner to benefit the 
brotherhood program of the National Con- 
ference of Christians and Jews, watches as 
Father George B. Ford presents a silver 
plaque to Captain Joshua L. Goldberg for 
"his outstanding contributions to human 
relations." 


In his opening remarks, Mr. Schwab 
hailed the industry for its loyalty to a 
program that aims to promote good will 

































and understanding among Protestants, 
Catholics and Jews. 

As a highlight of the affair, Father 
George B. Ford, pastor of the Corpus 
Christi Church, presented to Captain 
Joshua L. Goldberg, navy chaplain, a silver 
plaque “for outstanding contributions to 
the cause of human relations.” 


Walden Installs New Officers 
Of Jewelers Benevolent Ass'n. 


New officers of the New York Jewelers 
Benevolent Association were installed Feb. 
ruary 1] at a meeting held at Proctor’s 
Lodge Room. Installation ceremonies were 
under the capable drecton of Al Walden 
(Bruner-Ritter, Inc.), past president of 
the association. 

Installed as honorary president of the 
group for a five-year term was Dave Wein. 
berg. 

Other officers installed were: Adolph 
Pusrin, president; Norman Blum, vice 
president; Howard Dolgin, treasurer; Jack 
Dolgin, financial secretary; Sam Horowitz, 
recording secretary, and Dave Barash, 
sergeant-at-arms. 

New trustees installed at the meeting 
were: Eli Benjamin, Harry Fine, Al Gally, 
Joe Goldman and Lou Shved. 

Other business handled at the meeting 
included the initiation of nine new men- 
bers and completion of final plans for the 
organization’s gala annual affair which was 
scheduled to be held February 27. 
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On hand to greet visitors who attended the official opening of the new offices of the 

Incabloc Corporation in New York was Julius Impellizzeri (extreme left), president, who is 

shown here with (I. to r.): Lansford F. King, editor of THE JEWELERS' CIRCULAR-KEY- 

STONE; Bernard Robinson, vice president of Finlay-Straus; William Wenzel, vice president, 

Incabloc Corp.; Kurt Schwab, president, Rodania Watch Co. of the U. S. and Canada, and 

Phillippe Braunschweig, son of Georges Braunschweig, president of the Universal Escapement 
Ltd., and founder of Incabloc. 


More than 500 manufacturers, importers, 
wholesalers and retailers, as well as sales 
and advertising executives, attended the 
official opening of the new offices of the 
Incabloc Corporation. A cocktail party and 
reception launching the new home of Inca- 
bloc in America took place on December 23 
at the offices located at 15 West 46 St., 
New York. The Incabloc Corporation is the 
headquarters in the United States for the 
Universal Escapement Ltd., La Chaux-de- 





Fonds, Switzerland, manufacturer of Inca- 
block shock absorbers for watches. 

During the reception, plans were an- 
nounced for new and effective Incabloc 
merchandising aids to help promote the 
sale of watches. These new sales aids, 
which are tied in with Incabloc’s increased 
consumer advertising program, are designed 
to assist jewelers in making watch buyers 
more aware of the value and importance 
of Incabloc equipped watches. 
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q Dave Kay (Jacoby-Bender, Inc.), chair- 
man of the jewelry division’s drive in be- 
half of the 1954 metropolitan United Jew- 
ish Appeal, is currently making an exten- 
sive tour of key countries in Asia and the 
Middle East. In a statement delivered be- 
fore he left, Mr. Kay stated that he was 
undertaking the journey to “see for (him- 
self) how democracies in those areas are 
defending themselves against the inroads of 


communism and the onslaughts of total- 


itarianism.” He is expected back in the 
United States on April 10, when he will 
relate his first-hand impressions to his col- 
leagues in the industry. 

q An increased volume of business made it 
necessary for Sussman & Medney, Inc., 
wholesale jewelers, to move to larger quar- 
ters at 15 Maiden Lane, New York. The 
firm, formerly located at 65 Nassau St., 
handles a line of fine diamond Perraux 
watches and diamond attachments. Addi- 
tional salesmen have been added by the 
company to handle the expanded volume 
and new sales help is being sought for the 
Chicago and midwest territory. 

q Black, Starr & Gorham, leading New 
York jewelers, announced recently the ap- 
pointment of Kirtley E. Black as vice 
president and general manager of the Fifth 
Avenue store and branches in East Orange, 
Manhasset and White Plains. Mr. Black 
has been active in both retail and whole- 
sale fields. For eight years he had been 
merchandise manager of silver, fine jew- 
elry, fashion accessories and other de- 
partments at Frederick & Nelson, Seattle 
division of Marshall Field & Co. 

q Elias L. Press, manufacturing jeweler at 
68 Nassau St., New York, has announced 
that his firm name has been changed to 
Elias L. Press and Sons. The change in 
name was brought about by the addition 
to the firm of members of the fourth gener- 
ation of his family. 

q The 27th annual exhibit of jewelry de- 
signs created by students in the class con- 
ducted by Christian A. Jakobb will be 
conducted April 8 at Mechanics’ Institute, 
20 West 44 St., New York. The exhibit 
will be open from two to five P M. for 
members of the trade and official rep- 
resentatives of trade associations, schools 
and colleges. The public will be able to 
attend the showing from seven to nine- 
thirty P. M. Three medals donated by the 
Medallic Art Co., 325 East 45 St., will be 
awarded to students submitting prize de- 
signs. 

q The firm of Leo Wolleman, Inc., New 
York stone dealers at 31 West 47 St., has 
announced that its vice president, Walter 
Wolleman, who is presently with the U. S. 
Armed Forces in western Germany, expects 
to obtain his honorable discharge sometime 
this year. He will continue his affiliation 
with the company following his release 
from the service. 
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q Bernard Landau, New York stone dealer 
at 608 Fifth Ave., and his wife, left for 
Europe February 27 where they will 
spend two and one-half months visiting 
the gem markets. 

q Ben De Frece, prominent New York 
jeweler, has moved his offices to new quar- 
ters at 48 West 48th St., where he is now 
associated with Jack L. Kaufman, Inc. The 
De Frece Watch Co., Inc., which he oper- 
ated at 64 West 48th St., has been discon- 


BEN DE FRECE 


tinued. lt has been suceeded by the De 
Frece Co. at the new address. In his new 
enterprise, Mr. De Frece will handle plati- 
num and gold diamond wrist watches, dia- 
mond rings, jewelry, platinum and gold 
watch attachments and novelty watches. 





isidor Rothman Retires 
After 40 Years in Ring Field 


After more than 40 years in the ring 
field, Isidor Rothman of Rothman & 
Schneider, Inc., New York manufacturing 
jewelers at 2 West 47 St., has retired from 
business. In line with this development, 
the firm will be conducted under the name 
of William Schneider. 

Before entering into a partnership with 
William Schneider in 1938, Mr. Rothman 
served as president of the firm of Rothman 
& Baden, Inc., manufacturers of gold rings 
and mountings. He also, at one time, was 
associated with the P. R. K. Jewelry Co., 
Inc. 





Leichter Moves to New Offices 


Emil Leichter, president of Emil Leichter 
Watch Co., announced recently the opening 
of new and larger quarters in the Fred F. 
French Building, 551 Fifth Ave., New 
York. The new offices, on the 25th floor, 
have been designed for maximum efficiency 
in traffic control, sales, shipping and book- 
keeping. 

Mr. Leichter said the move was made 
primarily to keep up with the company’s 
new advertising and promotonal plans. It 
was stated that the firm’s new Good House- 
keeping seal of approval campaign in itself 
will require separate departments and per- 
sonnel to handle the additional flow of cor- 
respondence and billing. 
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DIAMONDS 


THE RIGHT SIZE for THE RIGHT 
P E. We import our diamonds from 
the best cutting centers. We ii mail 
orders promptly and we send diamunds on 
approval. Please ask for our newest re- 


vised price list #20. 
576 FIFTH AVE. 


H SoRI NEW YORK 36, N. Y. 
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“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
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Drilling ° Setting * Engraving * Encrusting 


GOTHAM LAPIDARY Inc. 


importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises. 
in an efficient, fast and Inexpensive way. 
Cutters of fine Rutile (Titania) 


2 West 47th St., New York 36, N.Y., Ju. 2-4773 














Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMonpbs—All Sizes and Qualities 


JOSEPH BLANK 


COrtlandt 7-3562 
New Yerk 38, N. Y. 





87 Nassev St. 











ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 
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NOW size ALL rings 


keep inventory low 


NEW 
HERMES 
STANDARD 
RING 
SIZER 


Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’‘t scratch or mar 


$99.50 


plain rings. 


NEW 
HERMES 
STONE 
RING 
SIZER 





Enlarges any stone ring safely. with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 


Simple, fast operation. $69 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


13-19 University Pl., New York 3, N.Y. 














SALES EXECUTIVE 
AVAILABLE 


Six years’ experience with branded watch 
attachment manufacturer as assistant sales 
manager handling 26 salesmen covering re- 
tail jewelers throughout the country. 


Extensive background with the problems 
of the retailer provided by personal travel- 
ling experience extending over the past 
eight years. 


Box No. "A., 369" 
JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., New York I7, N. Y. 




















Marking its 30th anniversary in business 
this year, the Wyler Watch Agency, Inc., 
will launch the strongest advertising and 
promotion campaign in its history, accord- 
ing to Alired Wyler, president. He stated 
that national and local advertising and 
point-of-sale aids will be used from now 
through the graduation season. 

The growth of the Wyler organization 
parallels the increasing public acceptance 
of shockproof, waterproof and self-winding 
watches. From the outset Wyler pioneered 
in these types of watches and its craftsmen 
played an important role in perfecting them 
and developing an extensive line. 


. 








Alfred Wyler, president of Wyler Watch 
Agency, calls attention to the enlarged 
reproduction of a testimonial letter from 
Prof. Albert Einstein which occupies a prom- 
inent spot in the firm's offices. 


Wyler took a leading part in urging the 
U. S. Government to adopt uniform stand- 
ards for watches that bear the description 
“waterproof.” 


WYLER WATCH OBSERVES 30TH ANNIVERSARY 





The feature that first brought Wyler 
watches dramatically to the attention of 
jewelers in this country was the unique 

’ 





Displaying a picture of the famous Wyler 

incaflex balance wheel is Paul Wyler, vice 

president of the Wyler Watch Agency, 

Flexible in principle, the balance wheel js 

unconditionally guaranteed for the life of 
the watch. 


unconditionally guaranteed, incaflex bal. 
ance wheel on which a government patent 
was granted. 

Foreseeing the postwar trend in water. 
proof watches, the Wyler organization in. 
troduced new fashion and design features 
into its line, keeping pace with public 
tastes. 

The Wyler Watch Factory is located in 
Bienne, Switzerland, and its products are 
sold and serviced in 52 countries. _ Its 
American sales organization is headed by 
Jack McCready. Wyler has a fixed policy of 


selling exclusively through retail jewelers. 





Jewelers Tax Committee 
Steps Up Excise Fight 


Chances for excise relief at this session 
of Congress were termed “excellent” by 
Preston B. Bergin, executive vice chair- 
man of the Retail Jewelers Tax Committee, 
at a recent meeting in New York. 


Mr. Bergin commented on the excise tax 
outlook while outlining the results of a 
Tax Committee program undertaken during 
the latter part of 1953. During a three- 
month period, he traveled 23,000 miles 
and contacted several hundred jewelers 
in the midwest, east and south. 

While Congress was in recess, Mr. Ber- 
gin met with key members of congressional 
tax writing committees in their home dis- 
tricts and also met with local jewelers 
in those areas. In commenting on the re- 
sults of his tiip, he revealed that all 
the congressmen with whom he met agreed 
that the jewelry excise tax is discrimin- 
atory, as are all excises. All felt the excise 
tax on jewelry should be repeaied or re- 
duced but were of the opinion that tax 
reduction will prove difficult. 

A plea for trade unity and funds in 
the fight for excise repeal was made at 
the meeting by H. Victor Paul, chairman 
of the Retail Jewelers Tax Committee. 











He reported that funds are urgently needed 
by the group for the next phase of its 
program which will deal mainly with fur 
ther acquainting Congress with the views 
of the jewelry industry concerning this 
repressive tax and the reasons why it 
should be repealed. 

Mr. Paul reported that funds collected 
from the trade thus far have been meager 
and are not sufficient for the Committee 
to pursue an effective campaign. He urged 
all jewelers who will benefit from excise 
tax repeal (retailers, wholesalers and 
manufacturers) to send their contributions 
to the Retail Jewelers Tax Committee, 597 
Fifth Ave., New York 17, N. Y. The fol: 
lowing schedule has been suggested by the 
Committee: retail jewelers—$10 to $2 
per store; suppliers (small) $100-$200, 
(medium) $250-$500, (large) $500-§1000. 





Japanese Society Confers 
Honors on W. O. Smith and Son 


International honors were conferred re- 
cently upon William O. Smith, Sr., presi 
dent of the Western Pennsylvania Horo- 
logical Institute, and his son, William 9. 
Smith, Jr. They received two honorable 
scrolls in the name of the Japanese Society 
of Chronometry and a certificate showing 
that several branch libraries have beet 
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established in Japan in their name. The 
awards were presented to them for their 
part in the advancement of the arts and 
nce of horology, as authors and pub- 


scie 
complicated 


lishers of 24-volumes on 
watches and chronographs. 

It was stated that the honor conferred 
by the Japanese Society of Chronometry is 
comparable in Japan to the Nobel Prize 
for the advancement of arts and science. 





Supplier Salesmen 
Made JIC Members 


As a further service to the industry, the 
Jewelry Industry Council has issued to the 
salesmen of its supplier members wallet- 
sized membership cards in fold-over form 
that authorize the salesmen to offer retail 
jewelers upon whom they call—and who 
are not Council members—an opportunity 
to “sample” the Council’s promotional and 
advisory program. 

Privileges extended to supplier sales- 
men, through the new membership card, 
also entitle them to receive all of Council’s 
mailings to its retailer members so that 
they may be able to pass on to retailers, 
at first hand, advertising and promotional 
information brought together by Council. 


This new move was authorized by Coun- 
cil’s board of directors, according to Presi- 
dent Albert E. Haase, with two major 
objectives in mind; namely (1) as a means 
of helping to speed up retailer promotional 
activity in all parts of the country in 1954 
so as to help keep total industry sales at 
a high level; and (2) as a means of in- 
creasing the Council’s retail membership. 





Administration Economists 
Optimistic on Job Outlook 


Employment generally is to remain fairly 
healthy through mid-year, Eisenhower Ad- 
ministration economists predict, although 
in individual fields employers still may 
have to take additional workers off the 
payroll. 

Officials close to President Eisenhower 
see the number of jobless persons, now 
more than 2 million. as insufficient to 
cause national alarm. They recall the 1949- 
00 recession, when the unemployment total 
reached 4.6 million without creating serious 
dislocations. 

Confidence in the outlook for jobs has 
prompted the Administration to hold off 
use of its anti-recession “tools,” such as 
public works, lower tax rates, and easier 
credit terms. These are to be kept ready 
for use in case of a real downturn. 

The over-all economic scene is getting 
detailed attention on Capitol Hill. As 
February began, Rep. Jesse Wolcott, Mich- 
igan Republican, chairman of the Senate- 
House Economic Committee, opened public 
hearings on Administration policies affect- 
ing business, industry, finance, agriculture, 
and labor. 

These hearings, Mr. Wolcott says, will 
expose the political motivations behind the 
mouthings of the prophets of doom” who 


have been proclaiming the imminence of 
a depression. 
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Albert F. Long Company 
Occupies New Denver Building 
The Albert F. Long Co., wholesale jewel- 


ers, has occupied its new building at 1201 
Welton St., Denver, Colo., according to 
Albert F. Long, president of the firm. 

The building, comprising 12,000 square 
feet, will house the offices, stock and ship- 
ping department for the Long concern and 
is the third location to be occupied in the 
eight-year history of the firm. 


ALBERT F. 
LONG 


President 
of Albert 
F. Long Co., 
Denver, Cojo. 





A former Mountain area representative 
for a national wholesale jewelry house, Mr. 
Long established the present firm in 1946 
occupying two rooms in the Colorado Build- 
ing in Denver. The subsequent growth of 
the concern necessitated additional space 
and in 1948 one-third floor in the same 
building was leased. Continuing increases 
in business and the growth of employees 
to 16 necessitated the present move into 
the firm’s new location. 
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Rothman & Schneider 


INC 
2 West 47th St., New York 36, N. Y. 


wishes to announce 
the retirement of 


MR.I. ROTHMAN 


The firm will continue to operate 
under the name of 


William Schneider 


Manufacturing Jeweler 


OUR REPRESENTATIVES 
WILLIAM SCHNEIDER, JACK W. REIFF 
and HARRY E. BEATTY 
are ready to serve you with a complete 
and new 1954 line of stone rings. 


Since Mr. Sam Beckerman no longer 
represents the firm, our own Mr. William 
Schneider will call on you personally. 


You can be assured that he will main- 
tain the same high standard of quality, 
reliability and service as in the past. 


WILLIAM SCHNEIDER 


Manufacturing Jeweler 


2 West 47 Street New York 36, N.Y. 
JUdson 2-1850 


Serving Wholesalers Only 


























“HENRY COEHLER CO.. INC. 
Showrooms: 101 FIFTH AVENUE 


1524 Merchandise Mart, Chicago, III. 
300 Merchandise Mart, Dallas, Tex. 


NATIONALLY 
ADVERTISED 
CLOCKS 


by 
HECO 


#+100/123 German 
imported, 9”, 8 day, 7 
jeweled wall clock in 
genuine walnut, An- 
tique, dull hand-rub- 
bed finish. On silk 


cord. 


KEYSTONE $28 
* 
SEND FOR LATEST 
CATALOG & PRICES 


” 
VISIT OUR SHOWROOM 


Phone: ORegon 5-8067 
NEW YORK, N. Y. 
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NEW GOLDSTEIN-GERSON APPOI 





S COHEN SALES MANAGER 








1954 CATALOG 


















at CHES AND CHRONOME TED. 


ERNEST BOREL 


SINCE 1859 





The very latest — Beautifully 
pictures sixty-six watches — a 


"show - case’ from which to 


page brochure today. 
At a recent dinner-party held at the 


Latin Quarter in New York, the Goldstein- 
Gerson Co. announced the appointment of 


a 
IT'S FREE TO Patty Cohen as sales manager. At the same 
QUALITY JEWELERS time, it was announced that Kenneth 


Cohen, long a popular representative in 
the far west, will now call on jobbers show- 


JULES BOREL & CO ing the complete Goldstein-Gerson line. 





Executives and sales representatives of the Goldstein-Gerson Co. are shown here at a recent 


serve the most discriminating dinner-party held at the Latin Quarter in New York. They are, left to right: Irwin Goldstein, 
customers — Send for this 28 Kenneth Cohen, Jules Gerson, Abe Grodman, Patty Cohen, Albert Weisberg, Arthur 
Goldstein and Matthew Wiland. 





oe 


A preview of the firm’s new line occa. 
sioned comments of praise from those who 
saw it. The line is completely new and 
different with many important innovations, 
It is available to wholesale distributors 
only. Jobbers desiring further information 
may obtain it directly from Goldstein. 
Gerson Co., 130 W. 46 St., New York. 









1015 Walnut St. Kansas City, Mo. 
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Thomas C. Delvaux, 72, owner and 


SALESMAN WANTED operator of a jewelry store in Glasgow, 
Ky., for 55 years, died December 16 of a 
For entire Mid-West Territory to represent heart attack. He had operated a business 
Souehag onl ed, wallnanewn concern: |] | which was established by his father, J. B. 
also Diamond Attachments for the better Delvaux, in 1867. Surviving are his widow, 
eas Gan ge Pg ead who will continue the business, a daughter, 
Liberal commissions, non-conflicting line a son and two grandsons. 
acceptable. Vincent J. Healy, 38, who was man- 
Chicago resident preferred ager of the Chicago office of Baker & Co. 
replies confidentiat the last five years, died in Chicago of a 
PERRAUX WATCHES heart attack on January 30. Born in New- 
ark, Mr. Healy was a graduate of St. 
i ny seg & eset ome. mre Benedict’s Preparatory School and George- 
— town University, Washington. He was a 




















track and football star at both schools. 
mene aan -emmene He joined Baker & Co. in Newark, N. Bis 
DIAMOND JEWELRY eight years ago. Surviving are his widow, 














RINGS © BROOCHES two daughters, his mother, father and 
BRACELETS © EARRINGS, Etc ; 

Bought and Sold sister. 
“Serving the Trade Over 28 Henry E. Hyde, 59, retail jeweler at 


Years.’’ Formerly with Chas. 


S. Crossman & Co. ‘The 9 Maiden Lane, New York, died suddenly 


Old Mine Diamond House’ : : 
January 18 at his place of business. A 

J. L. DURLAND CO. : 

608 5th Ave., New York 20 | member of the Jewelers Fraternal Associa- 


tion of New York, Mr. Hyde held mem- 



















Quality bership in a Masonic and an Elks’ lodge 
RHINESTONE and also in the American Legion. Sur- 
JEWELRY viving are his two daughters. 
Direct to yeu from the Manufacturer Frank Jeanne, 92, former president 
a ne Sy ae SiS of Wm. S. Hedges & Co., New York, died 
antarcsy ewe January 24 at his home in Jersey City, 
og g bs N. J. Born in New York, Mr. Jeanne en- 
_ 18-20 W._3ist St. New York 1, N.Y.___| | tered Wm. S. Hedges & Co. when it was 
1 | founded in 1878. When James Hedges 
LEDA — FEATURES died in 1908, Mr. Jeanne and the late 
4 - gd Findings C. L. Roos took over the business which 
ges : 
Ear Wires—Settings (Platinum) was incorporated in 1911, with Mr. Jeanne 
“and sia ‘ See Oiaer fone” es president. He served "7 head of the 
LEDA FINDINGS CO concern until his retirement in 1934. He 
1 W: Sav St. PERE Mow Vers ts, ws. v. | | TOES ES Bate Gye ie Se Cnmnd 
shaonstet trade in this country and the markets of 
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London, Amsterdam and Antwerp where 
he made numerous buying trips during his 
long career. Mr. Jeanne was an executive 
of the American Jewelers Protective So- 
ciety, the Jewelers Vigilance Society, and 
a member of the Maiden Lane Historical 
Society and the Brotherhood of Traveling 
Jewelers. Surviving are his three daughters 
and five grandchildren. His son-in-law, 
Samuel Vuillet, is now carrying on the 
business of Wm. S. Hedges & Co. 

Frederick C. Kielman, 63, New York 
jeweler with offices at 170 Broadway, died 
February 12 at his home in Teaneck, 
N. J., after a long illness. Mr. Kielman 
was a past president and a charter member 
of the Jewelers Fraternal Association of 
New York and was also a charter member 
of the Jewelers Square Club. He was a 
Mason. In addition to his widow, he leaves 
two daughters and two grandchildren. 

Otto Reichardt, one of the New York 
area’s oldest silversmiths, died January 22 
at his home in Glendale, L. I., after a 
long illness which forced him, two years 
ago, to retire as active head of his com: 
pany, the Otto Reichardt Co., of 753 
Onderdonk Ave., Brooklyn. The firm, 
which is now headed by his son, Harold 
W. Reichardt, makes a line of silver ac- 
cessories and is known as one of the fore- 
most specialists in the manufacture of 
candlesticks. 

Milton Rosenberg, chairman of the 
board of B. F. Hirsch, Inc., New York 
manufacturing jewelers at 304 East 45th 
St., died February 9 after a long illness. 
Mr. Rosenberg, who was born and edu 
cated in New York City, had been ass0- 
ciated with the jewelry industry for over 
50 years. During World War II, he opened 
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a plant for the manufacture of vital parts 
for the Government, and he was an active 
participant in various War Bond Drives. 
He was associated with many philanthropic 


organizations, and was a member of the 


MILTON 
ROSENBERG 





City Athletic Club, the Harmonie Club, 
and the Boys of Harlem 95. The present 
organization of B. F. Hirsch, Inc., will 
continue under the same management. 


Jack Saiken, 55, well-known sales rep- 
resentative of Fort Worth, Texas, died 
recently at his home in that city of a heart 
attack. Mr. Saiken became ill while on a 
business trip in New York City. He died 
within a week after returning to his Fort 
Worth home. He traveled throughout the 
South and the Southwest and was known 
by countless numbers of jewelers in those 
sections of the country. 





F. J. Essig, 90, Dies; 
Chicago Gem Importer 


Frederick J. Essig, president of Frederick 
J. Essig & Co., Inc., importers of precious 
and semi-precious stones, died January 23 
in his apartment at the Norman Hotel in 
Chicago. He was 90 years of age. 

Mr. Essig, who was born in Oberstein, 
Germany, came to this country with his 
parents when he was seven years old. He 
attended public schools in Chicago, gradu- 
ating from the old Scammon High School. 
Upon leaving school, he at once became 
associated with his father in business and 
remained an important factor therein until 
he purchased his father’s interest in 1890. 


FREDERICK J. 
ESSIG 





Mr. Essig received three awards for his 
gem cutting exhibits at the World’s Colum- 
bian Exposition in Chicago in 1893. 

Surviving are !:is three daughters. 





MIDO OUTLINES AD PROGRAM AT SALES ME 


ETING 


S33 
Ses: 
See 





Salesmen and executives of Louis Aisenstein & Bros., as seen at their recent annual 
sales meeting. 


Highlights of the recent sales convention 
held in New York by Louis Aisenstein & 
Bros., Inc., were the discussions led by 
Walter Schaeren, technical director of the 
Societé Anonyme Mido, of Bienne, Switzer- 
land, manufacturers of the Mido Multifort 
superautomatic watch. Mr. Schaeren flew 
here especially for the occasion. S. Stanley 
Moser, vice president of Louis Aisenstein 
& Bros., Inc., exclusive Mido distributors 
in the United States, presided at the three- 
day meeting. 

In addition to Mr. Schaeren and Mr. 
Moser, featured speakers included Pierre 
Poffet, president of the Mido Watch Co. 
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of America, Inc., and Bert Goldsmith, 
executive vice president of Silberstein- 
Goldsmith, Inc., Mido’s advertising agency. 

It was stated that the new, expanded 
Mido advertising program will be the 


largest in the firm’s history. Topped by a 


big-space, two-color schedule in Life con- 
centrated over a ten-week period beginning 
April 10, the campaign also includes tele- 
vision films, radio transcriptions, permanent 
displays, special newspaper advertising 
and a host of other promotional material 
planned to assist in local jewelry. store 
promotions. 











RETAILERS! JOBBERS! 


Win exciting and valuable prizes 
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(OR LESS!) 
and 10 Additional Prizes 


in Each of 17 Sales Areas 


HERE’S ALL YOU DO! 


Anyone who sells Norelco Shavers can 
enter! Retail sales people may submit one 
entry for every 6 Norelco Shavers they 
sell! Wholesale sales people submit one 
entry for each 48 shavers they sell! Re- 
member—the more entries you submit the 
better your chance to win! 


EASY! EXTRA PRIZES! 


Extra prizes for winning entries received 
by April ist. Extra prizes for sales man- 
agers or supervisors, too. Sell Norelco! 
Qualify quickly! Win big prizes. Get all 
the facts. indy . 

See your distributor! He’s got entry blanks, 
rules, easy directions, ideas to help you! 


North: American Philips Co., 
Inc., 100 East 42nd Street, New 
York 17, New York 















NATIONALLY 
ADVERTISED! 
That’s right, Alice styles are being 
shown to SEVENTEEN’s 1.1 million 


young lady readers again in April... 
to help you sell more and more! 


Thru the wholesaler $7 00 
Retail 


JEWELRY CO. 
52 Valley St., Prov., R. |. 













FOR PROMPT SERVICE 
ON 





RONSON PRODUCTS 


CONTACT 
J.A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 














JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scrateh and Celluloid Tags—Wrap Papers 
Steck Books, Memo—Order and Sales Books 
Appraisal price Cards—Priee Tickets 
Diamond Guarante Credit Ferms 
Complete Printed Supplies for the Trade 


Write for Samples 
DAUER PRINTING CO. 


37 E. 21st St., New York 10, N. Y. AL 4-2175 
Visit Our Large Show Room of Supplies 








Cn 
WELLS MEG. CO. ATTLEBORO. MASS. 





NICKEL SILVER 
ids (O hey a elesimsyitevAd 


THE SEYMOUR MEG. CO. 


SEYMOUR, CONN. 








q Members of the New England Guild, 
American Gem Society, met at the Hotel 
Statler, February 18, where they listened 
to the second of the series of tape and 
recorded lectures prepared by the Gemo- 
logical Institute of America, entitled ““The 
Refractometer, Part II.” Guests were in- 
vited, and there was a short written quiz. 
q Lincoln’s Birthday, February 12, was 
appropriately marked by the Waltham 
Watch Co., which released a picture of 
The Great Emancipator’s key-wound Wal- 
tham pocket watch along with the modern 
Waltham “Autochron” self-winding wrist 
watch. It was pointed out that President 
Lincoln may never have dreamed, as he 
wound his big, heavy pocket Waltham with 
the key on its chain, that some day we 
might dispense with winding all together, 
or that watches would be small enough to 
wear conveniently on the wrist. 

q Arnold Topham of Topham’s Jewelry 
Store, Plymouth, N. H., held the official 
opening of his new store on Main St. on 
February 5, giving away 1000 roses to the 
ladies, and handing out many valuable 
door prizes, including rings, watches, and 
jewelry. James Bridges, of Smith & Zaff, 
Jewelers Building, Boston, was on hand 
several days to help with the opening, and 
some $60,000 worth of rare jewelry was 
on display during the opening sale. 

q Max Colmes, owner of several New 
England jewelry stores, including George 
K. Rogers, Gloucester, Mass.; C. W. Cook, 
Lynn, Mass.; Nicolson & Ryan, Augusta, 
Maine; Mowry Jewelry Co., Waterville, 
Maine; and Perry & Stone, New London, 
Conn., has recently purchased the stock of 
Briggs & Co., Province Building, Boston, 
following the passing on of Saul Levitan 
who had operated that wholesale establish- 
ment. 

q When it comes to fishermen’s trophies, 
Israel White, 1005 Jewelers Bldg., is 
proudly displaying a diploma he received 
on January 27 in Sharon, Mass. It was 
inscribed to Israel “Perch” White, and was 
similar to several others awarded at the 
same time, including Irving “Calico Bass” 
Kadish of Holmberg & Douglas, jewelers 
of Brookline; Frank “Bass” Nurenberg, 
ieweler, Huntington Ave., Boston; and 
William “Horn Pout” Greenberg, also of 
Boston. 

q Roy Spring, 706 Jewelers Building, has 
been catching striped bass from the back 
porch of his home on Cape Cod, and is 
now building a “pulpit” where he plans 
to use the rods and reels he works on 
between his jewelry work. 

4 Mr. and Mrs. “Nat” Goodman, of N. I. 
Goodman, Inc., 1006-7 Jewelers Bldg., spent 
the month of February in Hollywood and 
Miami, Florida; “Nat” combining a reunion 
with former YD, World War I, Ambulance 
Corps buddies with a vacation. Their son- 
in-law, Paul Lifset, and wife are back from 


NEW ENGLAND 





Florida with photographic evidence of a 
sailfish catch. They ‘entertained Mr. and 
Mrs. Hector Langlais, of E. Langlais Sons, 
Berlin, N. H., and while in Florida spent 
some time with Mr. and Mrs. James Kaplan 
of Flex-Let Corp., and their New England 
representative Max Lieberman. 

q LeBel Jewelers, Beverly, Mass., have ip. 
stalled a new and modernistic front op 
their store. 

q Lawrence Finni of Finni-Queen Jewelers, 
Inc., New Bedford, Mass., was tendered a 
farewell “bachelor” party by a number of 
his friends on January 6, including several 
fellow jewelers. 

q Elliott Epstein, Crosby Jewelers, Med. 
ford, Mass., will move to a new and larger 
store in a building, now under construction, 
late this spring. 

q David C. Freedman, 415 Province Build. 
ing, has taken over the quarters occupied 
by Bernard H. Rothberg, 412-413. The latter 
closed on January 30, and will travel for 
the Bond Diamond Co. of Newark, N. J. 
q Elliott M. Lansky, of Savoy Jewelers, 
Springfield, Mass., who recently passed his 
32nd degree in the Masonic lodge in that 
city, purchased a new car and drove to 
Florida early in February for a month’s 
vacation. 

q Florida vacations also were in order for 
Mr. and Mrs. Ralph Bold of I. Alberts’ 
Sons, 8th floor, Jewelers Building; and for 
Miss Doris Hootstein, assistant bookkeeper 
with the same firm. 

q John Carter, of Mowry Jewelry (Co., 
Waterville, Maine, is back at the store 
following an automobile accident which 
sent him to the hospital. 

q Mr. and Mrs. Louis F. Guiness, of the 
firm of the same name, 711 Jewelers Build- 
ing, left February 20 for a combined vaca- 
tion and business trip, flying first to Am- 
sterdam and Antwerp. The company is 
installing new air-conditioning units in 
April. 

q Mr. and Mrs. John A. Cerel, jewelers 
of Pawtucket, R. I., spent the month of 
February on a cruise of the West Indies 
aboard the S. S. Olympia. 

q Mauran Watch Co., 712 Jewelers Build- 
ing, has converted one of their salesrooms 
into a stockroom. 

q A new jewelry store, known as Garvin's, 
Inc., has opened at 167 Tremont St., Bos- 
ton, operated by Boylston Jewelry Co., 
5 Boylston St. 

q Wedding bells rang on January 23 for 
Tom Finnerty of Hub Material Co., with 
Dick Moore, of Edmund W. Kirby, 304 
Jewelers Building, serving as usher, They 
also rang recently for Ralph Talberth, 
salesman with B. Yaffee & Sons, 716 Wash- 
ington Building. 

q Wallace Homer, formerly with the Her- 
bert W. Stranger Co., Washington Build- 


ing, is now traveling the northern New 
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England territory for the M. S. Page Co., 
508 Jewelers Building. 

4 Mr. and Mrs. Edwin Fish, of the Kath- 
erine A. Murphy Co., 505 Jewelers Build- 
ing, went on a hayride in zero tempera- 
ture during their winter vacation—and are 
now reported looking forward to a “splash 
party” at an early date. 

¢ Irving A. Moody, Waterville, Maine, sold 
his store on February 1 to Roland Michaud, 
who will continue to operate at the same 
address, 57 Main St. 

4 Philip Barber, 712 Washington Building, 
save a 15-minute talk on pearls on the 
“Interesting People” program presented 
daily on Boston’s Radio Station WEEI by 
Priscilla Fortescue. 

¢ Henry McGrath, of Mahar & Engstrom, 
405-12 Jewelers Building, is back at work 
having been hospitalized for an operation. 
q A. Datz & Co., 513 Province Building, 
moved March 1 to Rooms 427-429, form- 
erly occupied by Saul Levitan of Briggs 
& Co., and, with their present stockroom 
in Room 425, will now have much en- 
larged quarters all on the same floor. Miss 
Roberta Canterbury, formerly with Briggs 
Co., will work for Al Datz, and George 
Silverman, an inside salesman, will go on 
the road, covering New England and New 
York State. The Datz company has taken 
over the self-piercing earrings developed 
by the late Mr. Levitan, and will feature 
these in an early promotion. Mrs. Sadie 
Berinsky, bookkeeper, celebrated her birth- 
day January 31 with a phone call from her 
son Burton, now serving with the U. S. 
Army in Stuttgart, Germany. Murray 
Flieschman, salesman for the Datz firm, 
was married on February 14, to Miss 
Marcia Cherenson, and they went to 
Miami for their honeymoon. 


q Ira R. Cherney, jeweler, vacated his 
quarters, Room 746 Province Bldg., on 
February 15, and is now on the road as 
a salesman. 

q Gem-Ell Jewelry Co., 406 Province Bldg., 
formerly known as “Archie’s,” has_re- 
modeled and enlarged its quarters. 


q Samuel Goldstein, of the Goldland Jew- 
elry Co., 616 Washington Building, and 
Mrs. Goldstein, were among the jewelers 
and others from all parts of the world who 
attended the auction of King Farouk’s 
collection of jewels which the Egyptain 
Government held at the king’s old palace 
in Cairo. Prominently displayed in the 
Goldland offices is the letter from Koub- 
beh Palace, Cairo, to Mr. Goldstein, in- 
forming him of the conditions of the sale. 
Mr. Goldstein was the subject of a full 
column in the Boston Herald by colum- 
nist Rudolph Elie, one of Boston’s most 
popular writers. Mr. Elie had interviewed 
Mr. Goldstein just prior to his departure 
for Egypt, and the fabulous collection of 
Jewels was ably described. Both Mr. and 
Mrs. Goldstein are designers of jewelry. 
and the collection was described in a 
212-page catalogue as offering no fewer 
than 1261 separate items, ranging from 
Jeweled clocks each worth a fortune to 
a diamond and gold coffee set with 24 
diamond-crusted “zarfs” or cup holders. 
Meantime, an Associated Press dispatch 
from Rome, where ex-King Farouk is in 
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exile, quoted him as saying that anybody 
buying the art objects may have to go to 
court to keep them. Egypt’s revolutionary 
government seized King Farouk’s collec- 
tion after it deposed him in 1952. Bid- 
ders from all parts of the world attended 
the sale which began on February 12. 

q James Swasey, East Boston jeweler, was 
beaten up when his store was robbed on 
January 14. 

4 John Perry, 817 Washington Building, 
has completely redecorated his quarters in 
two-tone blue that is very striking. 

q Complete renovation and _ redecoration 
also has taken place in Norling & Bloom 
quarters, 809 Washington Building, with a 
blue and gray motif, and the furniture in 
antique gray. 

q Ross-Taylor, Inc., 717 Washington Build- 
ing, have remodeled their quarters, install- 
ing a new diamond office. 

q Mr. and Mrs. Henry A. Sanders, 701 
Washington Building, are spending two 
months in Fort Lauderdale, Fla. 

q Mr. and Mrs. Bernie J. Mendelsohn of 
Mendelsohn & Terban, 412-416 Washington 
Building, won an RCA contest trip to 
Bermuda and Nassau, and left on February 
6 aboard the Ocean Monarch. 

q Eugene Sanger of Sanger & Co., 509 
Washington Building, celebrated his 89th 
birthday with a party at the Hotel Touraine, 
attended by many jeweler friends. 

4 Colton-Lewis, Inc., 703 Washington Build- 
ing, have taken over Room 702, next door, 
and will be using it as a stockroom. 


q John McNamara, treasurer of E. H. 
Saxton Co., 601-605 Washington Bldg., and 
Mrs. McNamara, are back from a Florida 
vacation trip. 

q John Anderson of Anderson’s Jewelers, 
Lexington and Wellesley, Mass., was elected 
president of the Kiwanis Club of Wellesley 
on January 1. 

q Red, white, and green pencils were gifts 
which visitors found on the counters in the 
Herbert W. Stranger Co., 305-6 Washington 
Building. 

q Albert Indeck is the new materials man 
at the Harry Parritz & Brother company, 
315 Washington Building. 

q Henry Desjardins, jeweler of Beverly, 
Mass., went to Florida in February as 
secretary of the Red Sox Royal Rooters, 
Sarasota. 

q S. L. Baumstein, associated in business 
with James & Mitchell, 801 Province 
Building, is convalescing from an operation 
at Beth Israel Hospital. 

q Harry Rosenfield, one of the partners 
at Homer’s, 44 Winter St., Boston, is con- 
valescing at his home following an opera- 
tion at Beth Israel Hospital. 

q John Clifford and William Portman of 
Knight Jewelry Co., 707-11 Province Build- 
ing, have been organizing a soft-ball team 
which is scheduled. to go into practice 
about March 15. 

q Lester Dubow is now in charge of small 
appliances at B. & C. Jewelry Co., 408 
Province Building. Mrs. Bernstein has 
taken charge of the accounting department. 
q Samuel Levy of the Wholesale Depart- 
ment, Thomas Long Co., and Mrs. Levy, 
spent the month of February in Florida. 
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ASIATIC ART JEWELRY CO. 


225-Fifth Ave., N. Y. 10, N. Y. 
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Completely Renovated 


from $4.25 
including parking 











NEW MANAGEMENT 











Ask For 
TIME TESTED 


» bd eo) | BS 


The Best 
Watch and Clock 


BV) latetol ahi: 


Wm. F. Nye, Inc., New Bedford Mass 





#11J—Sheepskin case—Black, 
Brown, Blue, Red, Tan, Green 
ssce-ce.ce.... Keystone $7.00 
#22J Genuine Morocco Leather 
Case—Wine, Red, Black, Blue, 
Brown, Green, Tan. Key- 
<2 ... Tere etree 
= #35J—Genuine Ecrase Leather 
maul - , with gold tooled border. Brown, 
Tan, Rose, Green or Light 
EE Keystone $13.00 
23.” and 2%” for Swiss and 


Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 630 Fifth Ave., New York 20 
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LEATHER CLOCK CASES 











AN EXCITING NEW IDEA 
FOR MOTHERS AND GRANDMOTHERS 


m@ Hearts and Round 
Discs to be Engraved 
with the Names of 
Children or Grandchil- 
dren. 

Hearts for Girls. 


mn Roend Discs for Beys. 


Birthdays 


; Mother's Day 
Anniversaries 


Valentines Day 


Bracelets in Various Designs. Discs 
and Hearts in All Popular Sizes 
and Qualities. 14K, Sterling, and 
Gold-Filled. Catalog on Request 


CHARM CRAFT CORP. 


198 Broadway New York, N. Y. 




















Need Cash Or 
Merchandise To 
Expand Your Business? 


Ambitious retail jewelers with limited 
capital or unsatisfactory buying connec- 
tions now have an UNUSUAL opportunity 
for sound expansion and money-making 
possibilities with a manufacturer of fine 
jewelry. 

This could be the turning point in your 
career. Your confidence will be respected. 


Address: 
Box “A., 260° 


Jewelers’ Circular-Keystone 
100 E. 42nd St.,. New York 17, N. Y. 


















































































































REDIT FORMS 


. € contracts 
ae ° receipt books, etc. 
ee FREE samples 
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Ss. ¥ surnamer co. 
370 7th Ave., N.Y. 1, N.Y. 











LEARN WATCHMAKING 
REPAIRING - ENGRA‘YING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept."’K"' Iil'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 





“ Eve. School 
in Watehmaking 
Sept. 22-May 23 
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q A striking display of costume jewelry 
and china figurines is attracting attention 
to the window of Smith and West, jewelers 
in the Broad Street Suburban Station 
Building. The simple and lovely display 
shows jewelry arranged artistically on step 
platforms, and an arrangement of animal 
figurines on the window floor on both sides 
directing attention to the jewelry. 

q The number of nights each week jewelry 
stores remain open for business continues 
to increase in plans for 1954. M. Simon 
& Co., for instance, were open last year 
one, and then two, nights a week (exclud- 
ing Christmas week when they were open 
every night). This year they’re open 
Wednesday and Friday nights at the cen- 
tral-city store; Wednesday, Friday and 
Saturday nights at the new Boulevard 
Shopping Center store. Other stores who 
are stressing night shopping hours include 
the Guild Shop of West Philadelphia, and 
Augustine R. Farreny of Media. 

q Jewelers in Mount Airy will join other 
merchants during the week of April 25 in 
the annual celebration known as Mount 
Airy Week. A new Mount Airy Guide is 
now being prepared by Miss Margaret Hort 
for distribution during this week. It will 
contain an historical account of the de- 
velopment of the community and a direc- 
tory of establishments in it. The entire 
program is varied and large in scope and 
appeal. There are card parties and other 
special events, school contests, special art 
and hobby exhibits, and a fair on the 
grounds of the Lutheran Home. Proceeds 
from all events go to charity. Local mer- 
chants are planning decorations and other 
means of participation. 

q Kind’s lecture bureau is becoming an 
increasingly popular source of speakers 
for meetings of local organizations. Oscar 
Kind, Jr., Joseph Hunter and Ernest 
Cramer are bringing public attention to 
the value of jewelry store merchandise of 
better quality and are “selling” the idea 
of service which reputable jewelry stores 
offer persons buying quality goods. Oscar 
Kind, Jr., and Joseph Hunter are specializ- 
ing in a popular lecture entitled “The 
Fabulous Diamond.” Ernest A. Cramer 
specializes in one entitled “The Romance 
of Time.” They have appeared recently 
before such groups as the Thursday Night- 
ers, the Frankford High School Assembly 
and groups of women’s clubs in New 
Jersey. 

q “We like blonds.” With these words 
Ed Miller of C. R. Smith & Son, 7 S. 18th 
St., sums up the nuances in the store of 
which he is a partner. New blond ma- 


hogany cases have recently replaced the 
older dark mahogany showcases in this 
store with golden tan walls and an exterior 
finish like sunkissed sand. “Now the entire 
store is blond” explains Mr. Miller. 

q An annual sale of varied merchandise 
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was held in January at the James J. 
McCaffrey store in Haverford, Pa. It was 
advertised in two papers this year, the 
Main Line Times and the Ardmore 
Chronicle. 

q For some unexplained reason, telephone 
sales and telephone inquiries leading to 
sales at the Enright store at 3074 Kep. 
sington Ave., have greatly increased in the 
past month. The telephone has been “busy” 
so often when folks they know have tried 
to call, that Jack Enright is reportedly 
considering adding another telephone, 
Enright’s are attempting to discern whether 
the mail order campaign they are now 
conducting through ads in magazines may 
be the cause. 

q Mr. and Mrs. Myer Barr and Mr. and 
Mrs. Herman Barr will return in March 
from a month’s vacation in Miami Beach, 
q In addition to the regular television 
show, Barr’s seven stores advertised Valen. 
tine’s Day merchandise through a special 
radio program. Over WFIL-TV, Phil 
Sheridan’s program, “Rise and Shine,” 
featured a limerick contest six days a 
week from the middle of January to just 
before Valentine’s Day. Listeners were 
invited to send in comic valentine limericks. 
Winners received five large prizes with a 
total value of between four and five thou- 
sand dollars. 

q A mural by the famous Leon Brown has 
been completed in the office of Myer B. 
Barr at Barr’s downtown store, 1112 Chest- 
nut St. It depicts Delaware Valley in full 
color showing the location of Barr’s seven 
stores. 

4 Mrs. Richard Pinkstone has cancelled 
her plans for a trip to Honolulu because 
of illness in this well-known family of 
jewelers. The Pinkstone store is located 
at 140 S. 52nd St. 

q Johnson R. Hammond has almost en- 
tirely recuperated from an illness which 
has handicapped him all winter, he reports. 
Friends and acquaintances join in wishing 
him a speedy return to glowing health. 
Mr. Hammond’s store is located at 3209 
N. Front St. 

q New display units, new shelves and new 
counters are part of an elaborate new 
decor for the year-old Guild Shop at 7316 
Haverford Ave. The windows of this store 
feature unique and artistic displays with 
the frequent use of candles for an effect 
of graciousness. 

q Wholesale jewelers are being warned by 
police of a new racket. Memorandum 
books are being stolen from tops of 
counters and other easily accessible places 
where wholesalers usually keep them. Then 
the owners of the books are contacted with 
an offer to return them for $500 to $2000 
each. Wholesalers are warned by the 
racketeers that without these books they 
have no record of how much merchandise 
is outstanding or where it is. The police 


THE JEWELERS’ CIRCULAR-KEYSTONE 






i Say Sas leah 























urge all wholesalers to keep these books 
in a safe place. 

4 Mr. and Mrs. Marcus Rosnov are among 
the large group of jewelers and their 
families vacationing in Florida. They left 
the latter part of February and will return 
by the middle of April. Marcus Rosnov 
is a partner at the store bearing the same 
name at 719 Sansom St. 

q Friends and acquaintances are delighted 
to see that Norman Mitnick has returned 
to the Rosnov shop at 719 Sansom St., 
after recuperating from a serious illness 
which struck him in December. 

4 Ringold’s Jewelry Store at 817 E. Alle- 
gheny Ave., was the scene of a highly 
popular one-dollar package sale on Feb- 
ruary 3. It was conducted in cooperation 
with the Kensington Business Men’s Asso- 
ciation. The packages of merchandise con- 
cealed behind fancy wrappings included 
one diamond ring of considerably greater 
value. Ringold’s have opened a gem lab- 
oratory on the second floor of the Allegheny 
Ave. store, the facilities of which are avail- 
able to the trade. 
q Leo’s Jewelry Store was promoted in a 
cooperative ad with other merchants in 
the Camden Courier for Valentine’s Day 
and will follow suit for Easter. The ad 
contained editorial material urging readers 
to buy presents to commemorate the holi- 
day from local merchants shown on the 
two-page spread. It was so successful, 
that a similar event is scheduled for Easter. 
Leo’s experimented with a much more 
expensive set of television spot announce- 
ments over RCA-TV in November and later 
with a coupon campaign advertised by 
telephone solicitation. Neither proves as 
successful, said one spokesman for the 





store, as the cooperative newspaper ad. 
Leo’s store is located at 401 Broadway, 
Camden, N. J. 

q As always, there’s much that’s new at 
the progressive Skulnick’s Jewelry Store in 
Camden. A new, six-foot steel display unit 
dominates the center of the store. The 
unit has no walls to break visibility be- 
tween the traffic appliances and other gifts 
it holds—so that it strikes the eye without 
blocking vision. Television has been added 
to the merchandise carried by the store 
and has been an outstandingly strong seller. 
As is the custom each year, a diamond 
ring was presented by Skulnick’s to the 
first baby born in Camden in 1954. A strong 
promotional campaign will soon be con- 
ducted by the store concentrating on silver- 
ware, especially appealing to the spring 
bride and her gift-givers. 

q If an increased interest is being noted 
in the New Jersey Retail Jewelers Asso- 
ciation by merchants in the Camden area, 
as several have mentioned, a great part of 
the credit must go to A. F. J. Dorn of the 
company bearing his name at 541 Cooper 
St. He is currently conducting a cam- 
paign to build local membership in this 
organization and will gladly tell anyone 
interested of the value of a strong organ- 
ization backed by a larger membership. 

q Jewelers in the Philadelphia trading 
area are acting to boost sales rather than 
talking about a possible recession, say 
many who know the field. One record, at 
least, seems to uphold this opinion. Adver- 
tising lineage figures for Philadelphia’s 
two leading newspapers dropped in 1951 
below the total for 1950; and again dropped 
for the year 1952. But the 1953 figure 
shows a gain. Advertising by jewelers 
here is on the increase. 
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HIA OFFICIALS MEET AT HAMILTON PLANT 


Ree 











The Hamilton Watch Co., Lancaster, Pa., 
was host to the executive committee of the 
Horological Institute of America for its 
regular winter meeting, January 24th and 
25th. 

The Sunday afternoon business meeting 
was followed by an evening social hour for 
the visitors and their wives. Monday, 
January 25th, the group was conducted on 
a tour of selected departments in Hamil- 
ton’s factory by R. W. Slaugh, head watch- 
maker and Roy Connor, research engineer. 
Photographed prior to the factory tour 
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were: (front row, L to R) Horace Bowman, 
U. S. Bureau of Standards; Henry Fried, 
Horological Society of N. Y.; Howard 
Schrantz, president of HIA; Hamilton E. 
Pease, Rhode Island Watchmakers Asso- 
ciation; Ray Soucie, Elgin Watchmakers 
College. Back row (L to R) Roy Connor, 
Hamilton Watch Co.; D. W. Leverenz, 
Elgin National Watch Co.; L. H. Hayenga, 
Watchmakers Association of New Jersey; 
Walter Haeseler, Bowman Technical School; 
George T. Gruen, Gruen Watch Co.; and 
R. W. Slaugh, Hamilton Watch Co. 











AN AUCTION 


SERVICE FOR 
JEWELERS 
WHO CARE 


Complimentary press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in all parts 


of the U. S., setting forth our actual 


cash results for them, proves our 


leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEERS 
The Faussett-Swann auction serv- 
ice for 1954 embraces one of the 
strongest and most reliable com- 
bination of auction talent brought 
together during the past quarter 
of a century. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
ING THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 

HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MiL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, *40., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 
Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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KIRK Dial 


Since 1926 


Corporation 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore |, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orieans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 














“The House of Friendly Serice” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 


ASK FOR “FAMOUS BRANDS BOOK” 


FREE counter sates Boor 
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q A. C. Bising, who for the past 35 years 
has been associated with Leonard Krower 
& Son, wholesale jewelers of New Orleans, 
La., announced recently that he will retire 
on March 31. Mr. Bising is currently 
employed as assistant manager of the 
jewelry and watch departments, and is also 
active in compiling the firm’s annual cata- 
log. He contemplates devoting his time and 
attention to his farm near Hammond, La. 
q Jack W. Fowler, of Oklahoma City, Okla., 
has been appointed assistant manager of 
Lesters Jewelers, 424 Chaparral St., Corpus 
Christi, Texas. He succeeds Harry Klein, 
who has been transferred to Oklahoma 
City as assistant manager of the Rosenfield 
Jewelry Co. 

q Frank Crane, retail jeweler and former 
mayor of Holdenville, Texas, has been re- 
elected president of the Holdenville Cham- 
ber of Commerce for the coming year. 

q Kenneth Dellinger, prominent jeweler of 
Gastonia, N. C., has announced his candi- 
dacy for the State Senate, subject to the 
Democratic primary in the spring. Mr. 
Dellinger made a second try for the nomi- 
nation four years ago. He lost to Senator 
Rankin by a vote of 8,005 to 5,329. Senator 
Rankin, a veteran of six terms in the upper 
house, announced recently that he wouldn’t 
run again. 

q Mewborn Jewelry Co., of Savannah, Ga.., 
which recently occupied new and larger 
quarters at 117 Drayton St., is enlarging 
its stocks of fine jewelry, watches, diamonds, 
silverware, clocks and other merchandise, 
reports owner Joe P. Mewborn. 

q J. R. Locke, prominent jeweler of South 
Charleston, W. Va., has been elected presi- 
dent of the South Charleston Business 
Men’s Association. 

q The business of L. C. Leach & Co.., 
jewelers, 738 Cherry St., Chattanooga. 
Tenn., will continue as usual, according 
to announcement by Mrs. Olga C. Leach. 
treasurer of the company. L. C. Leach, 
president of the company, died January 10 
at his home, 1702 Bailey Ave., Chattanooga. 
Pembroke O. Leach, son of Mr. and Mrs. 
Leach, is secretary of the firm, which has 
been in operation in Chattanooga for many 
vears. 





Baltimore—Washington News 
q Jay G. Engel and Horace Pack of the 


Engel-Pack Co., Baltimore, simultaneously 
announced Mr. Engel’s resignation as 
chairman of the firm’s board on January 
29. Mr. Engel, who has been active in the 
jewelry industry for 44 years, retired from 
active participation in the business. He 
will. however. be associated with the firm 
in an advisory capacity. Named recently 
as new officers of Engel-Pack were: Chair- 
man of the Board, Nelson Greller; Presi- 
dent, Horace Pack: Vice President and 
Treasurer. Amby Schloss, and Secretary, 
Melvin Strauss. 

q Henry W. Vohrer, manager of the cos- 
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THE SOUTH 


tume jewelry firm of Dinkelman-Bubey 
Co., 5 Hopkins place, Baltimore, died of , 
heart attack recently after being confined 
to the Maryland General Hospital for three 
weeks. Mr. Vohrer, who was 538 years old, 
was associated with the firm for more thay 
a quarter of a century. He is survive 
by his widow and one son. 

q Robert T. Myers, a graduate of the 
Bowman Technical School, has opened q 
new watch and clock repair shop on Reis. 
terstown Road at Garrison, Md., north of 
Baltimore. 

q Mr. and Mrs. James H. Levi of Leop 
Levi, Inc., jewelers at 316 W. Lexington 
St., Baltimore, took a short vacation jp 
Florida and Cuba. 

q Eddie Klauber, formerly with Castel. 


-berg’s, is now associated with Leon Leyi, 


Inc., as a salesman. 

q Dick Trunka, watchmaker formerly with 
Leon Levi, Inc., is now connected with 
A. H. Fetting Mfg. Jewelry Co., 314 N, 
Charles St., Baltimore. 

q Newest jewelry store to open in this 
area is Shore Jewelers in Salisbury, Md. 
q Myron B. Michaelson, son of 0. P, 
Michaelson (Max Kohner, Inc.) , graduated 
recently with honors from Forest Park 
High School in Baltimore. He was presi- 
dent of the class of February, 1954, in his 
junior and senior years and attained mem- 
bership in the National Honor Society. 
He is now enrolled at the University of 
Maryland as a pre-med student. 

q Edward Kibler, president of the Jewelers 
Association of Baltimore, announced re- 
cently that plans have been completed for 
the organization’s annual dinner-dance. It 
has been set for Wednesday evening, 
March 24, at the Sheraton-Belvedere Hotel. 
Guests will be treated to an excellent meal 
and good music following a brief meeting 
and election of officers for the coming year. 
Robert W. Culp (James R. Armiger Co.) 
is banquet chairman, and is being assisted 
by Richard Erlanger (S. & N. Katz) and 
O. P. Michaelson (Max Kohner, Inc.). 
4 The Maryland Institute (School of Art) 


of Baltimore has announced a new course F 
in silversmithing under the direction of 
Henry Powell Hopkins, Jr., which began | 


on January 30. The course also includes 
practical jewelry repairing. 


possible benefit of the jewelry and silver 
industry of Baltimore. 
q Louis J. Shapiro, vice president of Max 


Kohner, Inc., wholesale jewelers of Balti- : 


It is believed | 
that this course will be to the interest and f 
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more, recently enjoyed a cruise on fie | 


S. S. Flandre. Among the stops enroute 

















ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 





5 HOPKINS PLACE, BALTIMORE, MD. 
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were Havana, Panama and Kingston. Mr. 
Shapiro covers the Carolina area for the 


firm. 

q Charles Phillips, whose home is in 
Fayetteville, W. Va., has taken over and 
will cover the West Virginia territory for 
Max Kohner, Inc. 

4 Goldman Wholesale Jewelry Co. has 
moved to new and larger quarters at 904 
G St., N.W., Washington, D. C. 

q Mr. and Mrs. Bernard Livingston, 1423 
H St., N.W., Washington, D. C., took a 
boat trip recently which made several stops 
including Haiti and Havana. 





Secret Service Agents Nabbed 
199 Counterfeiters in ‘53 


Continued efforts by counterfeiters to 
victimize jewelers and other businessmen 
are keeping Secret Service agents on the go. 

Early in January, agents in San Fran- 
cisco arrested two men accused of manu- 
facturing counterfeit $5 and $10 bills which 
were passed in California and Honolulu. 
Later, the government men apprehended 
two other suspects in San Gabriel, Calif., 
for making phony $20 notes. 

Bills in the denominations listed flooded 
many sections of the country shortly before 
Christmas. One result of this activity was 
the arrest of four men in Georgia late in 
December for printing bogus $5, $10, and 
$20 bills. 

All told, the Secret Service arrested 199 
persons for counterfeiting activities in 1953 
and captured 15 plants where fake notes 
were made. Agents seized nearly $360,000 
in counterfeit bills and coins, of which 
$190,000 was captured before it could be 
circulated. 

The balance of about 
passed in retail stores. 


$170,000 was 





Schwemmer Killed in Car Crash 


Arthur Schwemmer, well-known jeweler 
of Reading, Pa., was killed in an auto- 
mobile accident on February 14. Mrs. 
Schwemmer was seriously injured in the 
collision of the Schwemmer car with 
another which approached it from the 
opposite direction. 

Among the family survivors is Karl A. 
Schwemmer, well-known figure in national 
and local jewelry organization activities. 


————— 


Discount House Opening Spurs 
Drive for D.C. Fair Trade Law 


Renewed demands by merchants for a 
Fair Trade law in the District of Columbia 
are growing in volume, following establish- 
ment of a Washington branch of one of 
the nation’s giant discount houses. 

Leasing of downtown property in the 
Capital by Masters, Inc., of New York, is 
being viewed distrustfully by Washington 
retailers as the opening action of an inva- 
sion by numerous discount firms. The 
Masters branch will deal in jewelry, appli- 
ances, and other merchandise of the type 
being sold by the New York outlet. 

Apprehension about the new operation, 
known as the Masters Mail Order Co. of 
Washington, may well extend beyond the 
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District itself. As is pointed out by 
Bernard N. Burnstine, Washington jeweler 
who heads the District of Columbia bBusi- 
ness Practices Council, the mail order firm 
is prepared to sell its goods across state 
lines into areas which have Fair Trade laws. 

Thus the sales made within Washington 
would be only a small element of Masters’ 
total business volume. In the long run, 
the cut-rate interstate operation could en- 
danger the position of retailers in a great 
many states. 

The D. C. Business Practices Council is 
sharpening its weapons in readiness for a 
fight against this threat to legitimate mer- 
chandisers. One result of the Council’s 
activity is expected to be the drafting of 
proposed legislation by which Congress 
could make Washington a Fair Trade area. 

Washington retailers realize they are 
facing an uphill battle in their efforts to 
get a minimum-price law on the books, 
and they are hoping to find substantial 
outside aid. According to Mr. Burnstine, 
“We look to the manufacturers to support 
the D. C. Business Practices Council in 
our endeavor to get Fair Trade for the 
District of Columbia.” 

Retailers in the Virginia and Maryland 
counties near Washington would be among 
those to benefit from a Fair Trade law in 
the District. Operating under such a law 
in their own states, they have for a long 
time complained of losing business to 
“bargain” sellers in the non-Fair Trade 
area, 





Greater Washington RJA 
Names David Mann President 


David Mann, of the jewelry firm bearing 
his name, was elected president of the 
Greater Washington Retail Jewelers Asso- 
ciation at a meeting held January 27 at 
the Hotel 2400. He succeeds Melvin Foer 
of Melart Jewelers. 


DAVID MANN 


Heads Jewelers’ 
Group in 
Washington, D.C. 


Other officers elected were: Harry Brott 
(Kahn-Oppenheimer), vice president; Don- 
ald Wolpe (Wolpe Jewelers), secretary; 
Ferne Watkins (Mt. Pleasant Watch Shop), 
treasurer, and Henry Brylawski, executive 
secretary. 

Named to the board of directors in addi- 
tion to Melvin Foer, retiring president, 
were: William Wright (Wright Jewelers) ; 
Louis Nyberg (Carr Jewelers); Edward 
Taylor (Kay Stores); C. C. Anderson 
(Anderson Brothers); William Runk 
(Grape & Co.), and George Simball (Bates 
Jewelers). 

The association adopted as its slogan 
for the year: “More in 754.” 
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For the Modern Look 


IN-A-WALL CLOCK 


Just what the public has been asking 
* for, A modern fully guaranteed elec- 
tric clock that can be built into the wall 
with ease. 


No new building would be complete 
s without one of these beautiful clocks. 


Send for 2 $1795 3 — 
= = Prices 
FREE = Retail Price = 
= Plus 20% = ft? Jobbers 
Literature = Federal Tax = and Retailers 


WISCONSIN CLOCK CO. 
1561 W. Windlake Ave. Milwaukee 15, Wis. 











the Niash 
“CUFFMASTER,” 


TRADE MARK 


the finest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design (55,535. 
Patented Censtruction 2.472,958. 
infringers will be presecuted. 
Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtland? 7-4496 

















For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLazo 7-1740 




















EMCO SILVERCASE 


lined with tarnish-preventive Pacific Silver Cloth. 
Retails at only $3.95. Holds 56 pes flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of rolls, bags, cases and chests for silverware 
since 1926. Write for descriptive leaflets and price list. 
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—GOLD 
—SILVER 
—RHODIUM 


ug 
VY SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other .missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, IMlinols 


This is Our Only Location 





























GENUINE A. DUMONT’ 
TWEEZERS “; 











le 






ee” Order Through Your Jobber Now! 


tities THE NEWALL MFG. CO. 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE —- CHICAGO 3. ILL 


Please send me full information covering the Jewelers 
Biggest Business Builder the Paulson Time-O-Grat 














188 











q William Levine (29 E. Madison St.) 
left recently for Europe to establish his 
own diamond buying office in Antwerp. 
He stated that the establishment of such 
an office has become necessary because of 
the large demand for marquises and other 
fancy cut diamonds in which he specializes. 


¢ On Thursday evening, February 11, past 
chanticleers of the Golden Roosters got 
together for dinner at Adolphs Restaurant 
here. Those former chanticleers who 
planned to attend included: Charles G. 
Brown, Stein & Ellbogen; Fred M. Gott- 
lieb; Francis B. Healy, attorney; Herbert 
Jacobs, Forstner; Al Lauschke, Handy and 
Harman; Leonard Lewy, Lewy & Good- 
man; George L. Mason and William H. 
McGreevy, both of McGreevy-Mason; Vin- 
cent J. Newman, Jewelers’ Board of Trade; 
Al Pinero, LeStage Manufacturing Co.; 
Dave Newman, Joseph Hagn Co.; Jack 
Casey, Hampden Watch Co.; Herman J. 
Kramer of Lossau & Kramer; and Tom 
McMahon from Los Angeles. 

q Friends in the trade are congratulating 
Maurie and Rita Schur (Van Schyndle, 
Inc.) upon the engagement of their 
daughter, Ruth, to Shelden H. Singer, son 
of Mr. and Mrs. Irving Singer, of New 
York City. Ruth attended the University 
of Indiana and is currently stylist for Van 
Schyndle’s. Shelden, who is associated 
with Sidney Simon, interior decorators, is 
a former student of New York University 
and a graduate of Parsons School of De- 
sign. He is a member of the American 
Institute of Decorators. The wedding date 
has been set for August 14, 1954. 

q R. J. Pausback of the Ralph Singer Co., 
656 N. Western Ave., reported that Irving 
Gould will represent the firm in the Florida 
and Southeastern territory. Mr. Gould will 
also represent San Martino Bros. 

q Stein and Ellbogen salesmen who were 
back from Florida vacations early in Feb- 
ruary included: Ernest Roseth, who covers 
Illinois and Iowa; Milton Nathan, covering 
Michigan; Harry Wish, Illinois and Wis- 
consin; Ralph Weckerle, Wisconsin; and 
Adolphe Bitterman, Chicago. 

q Van Schyndle, Inc., has appointed Armine 
West to represent them in the territory of 
Missouri, Iowa, and Arkansas. Mr. West’s 
home is in Kansas City, Mo., and he has 
many friends in the territory. 

q William Hurlbutt informed us that Edwin 
P. Schultz is back with James H. Napier 
Co. in Chicago. Mr. Schultz will cover 
Illinois, Michigan, Indiana, Ohio, and Ken- 
tucky for the firm. 

q The annual meeting and election of 
officers of the Chicago Manufacturing 
Jewelers Association was scheduled for the 
end of February although no definite date 
had been set when we spoke to G. H. 
Matson (Matson’s Inc.), president, before 
this column went to press. 

q Pau! Williams, whose House of Williams 





CHICAGO 


at 37 S. Wabash Ave., is not yet a year 
old, has expanded his quarters and jp. 
augurated a new service for his customers, 
Since retailers cannot always show a com. 
plete line of trophies in their own stores, 
especially the larger and bulkier pieces, 
and often have to bring their retail cys. 
tomers to the wholesaler, Mr. Williams has 
added a showroom especially for the re. 
tailer. To this showroom, the jeweler can 
bring his customers, often a full committee, 
to pick their trophies in complete privacy 
as though they were in the jeweler’s own 
showroom. The customers can see the mer. 
chandise, make their choice, and the 
jeweler can close the sale without coming 
in contact with the wholesale showroom. 
q The Dormeyer Corporation held an open 
house and cocktail party at their plant on 
Huron and Kingsbury Sts., here, on 
January 16. This was in connection with 
the annual Housewares Show held here at 
Navy Pier, January 14 through 21. A great 
number of the larger retail and credit 
jewelers from the Chicago and midwestern 
area, including Detroit and Cleveland, at- 
tended and were careful shoppers at this 
exposition. According to Dolph Zopfel of 
the National Housewares Manufacturers 
Association, the total buyers’ attendance 
at the Show was 8,797. 

q Members of the Golden Roosters here 
mourned the death on January 29 of their 
brother, Percy Marshall, a manufacturers’ 
representative at 31 N. State St. Mr. 
Marshall had been ill for the past six 
months. Until about seven years ago he 
had also represented Speidel. Mr. Mar- 
shall’s body was shipped to Attleboro, 
Mass., for burial. 

q Roosters were also saddened by the 
sudden passing on January 30 of Vincent 
Healy, Chicago manager of Baker and Co., 
55 E. Washington St. Mr. Healy had been 
an active member of the group for many 
years. His body was removed to Newark, 
N. J., for burial. 

q Chicago jewelers were upset by the loss 
of their good friend and fellow-jeweler 
Ernest E. Strauss on February 5. Mr. 
Strauss, 58, had a wholesale jewelry busi- 
ness at 29 E. Madison St. He is survived 
by his widow, Hazel, who resides at 3318 
Lake Shore Dr. 

q January also saw the passing of Irving 
J. Freedman, 63, of 540 Briar PI., retired 
diamond broker, who died on January 14 
in Michael Reese Hospital. Condolences 
were extended to his widow, Della; a son, 
Dr. Melvin; and a daughter, Mrs. Muriel 
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Olshansky. Mr. Freedman was vice presi- 
dent of Anche Sholom Center and a charter 
member of Congregation B’nai Zion. 

4 The Chicago Jewelers Association planned 
a luncheon meeting on February 18 at the 
Palmer House. The scheduled speaker was 
to be Austin Kiplinger, noted nationally, 
and especially in Chicago, for his television 
broadcasts and analysis of the news. The 
meeting was looked forward to with con- 
siderable enthusiasm and a good crowd 
was expected because of this particular 
speaker. 

q The program of the January 26 meeting 
of the Illinois Watchmakers Association at 
Elk’s Chicago Lodge #4 (3 North Clark 
St.) centered on “The Black Forest.” Carl 
Vogelbacher of C. & E. Marshall Co., an 
authority on watches and clocks, told the 
group a story on the Black Forest. Because 
of the great interest of late in the 400-day 
clock and the problems it is creating in 
the jewelry field, Mr. Vogelbacher gave the 
answers to many of the members technical 
questions. The meeting was held jointly 
with the Mid-West Chapter of the National 
Association of Watch and Clock Collectors. 





Officers of Chicago Group 
Meet With Detroit Jewelers 


On February 3, Dave Martin, president 
of the Jewelers’ Association of Greater 
Chicago; Honorary President Norman 
Kernis; First Vice-President Charles Gold: 
Second Vice-President Irving Chayken; 
Dave Wexler, director; and Benjamin L. 
Sacks, JAGC counselor, made a trip to 
Detroit to attend the Greater Detroit Retail 
Jewelers’ Association meeting. 

The Chicago group met with Detroit on 
the matter of Detroit’s attempt to have a 
Fair Trade Law re-enacted for the State 
of Michigan. Other problems of mutual 
concern to both groups were discussed. 

The Detroit meeting was presided over 
by Lou Manning (Cole & Erwin), president 
of the Detroit group. A thorough picture 
of Fair Trade problems was presented by 
Irving Wolfgang (Cole & Erwin), president 
of the National Jewelers Association. He 
was ably assisted in this discussion by 
Fred Simmons (Simmons and Clark), past 
president of the Detroit group and a direc- 
tor of the NJA, and Sam Gerson (Gerson’s) 
also a past president of the Detroit asso- 

















USED WATCHES 


Largest pawn shop in Middlewest 
desires to sell to dealers lots of 
out of pawn watches and dia- 
monds. Watches are not picked 
over. Each lot contains many 
watches in brand new condition. 
Includes all name makes of both 
ladies’ and men’s wrist watches 
as well as railroad and diamond 
dial watches. Will ship on ap- 
proval to responsible, rated out 
of town dealers. 


FIDELITY LOAN BANK 
9 South Clark Street, Chicago 3, Il. 
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ciation and secretary of NJA. Then, De- 
troit’s very able executive secretary and 
Counsel, Herb Eiges, led a discussion of 
other problems of retailers. The Chicago 
group presented the experiences of the 
Jewelers’ Association of Greater Chicago. 





Golden Roosters Distribute 
Handsome Banquet Souvenir 


Members of the Golden Roosters were 
eagerly encircling February 20 on their 
calendars. This was the date for their 
annual formal ladies’ party at the Congress 
Hotel. 

Herman Kramer and Rudy Samuels, 
chairmen of the entertainment committee, 
reported that about 400 were expected and 
it would be a most gala event with some 
very fine entertainment. 





This handsome silver pie plate, made by 

Poole Silver Co., was distributed as a 

souvenir at the formal ladies’ party held 

by the Golden Roosters. The plate comes 

with a removable Pyrex glass baking dish 

It has an Od English applied border and 
four moulded legs. 


The induction of the following new 
officers was scheduled to take place during 
the evening: George Mason of McGreevy- 
Mason, chanticleer; Mel Goldman, attorney, 
as keeper-of-the-nestegg, and A. C. “Doc” 
Wilson of Handy & Harman, scratcher. 

Complete details on the affair will ap- 
pear in these columns next month. 


Ruehmeling Gets Regional Post 
In NEMJSA Show Division 


George Ruehmeling, president and trea- 
surer of J. F. Sturdy’s Sons Co., Attleboro 
Falls, was appointed chairman of the 
Southern Massachusetts Showing Division 
of the New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association, according 
to an announcement by Angelo DelSesto 
and Max Kestenman, co-chairmen of the 
association’s showing division. 

Mr. Ruehmeling will work with jewelry 
firms and allied manufacturers in Attleboro, 
North Attleboro, South Attleboro and 
Taunton, coordinating plans with these 
firms for the annual NEMJ&SA jewelry 
showing and wholesale buyers’ week which 
will be held May 1 through 8 at the 
Sheraton-Biltmore Hotel in Providence. 

Mr. Ruehmeling is also a member of the 
board of directors of NEMJ&SA, and also 
a member of the Showing Division Com- 
mittee. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 






qf\ Repaired De ALL TYPE 

1 | ) | — Hp Embraceables 

i) aes | Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 














WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the year 














CENTRAL WATCH CO. 


ESTABLISHED i9t! 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 




















Walch, Case Repaning 
Our work costs no more 
than ordinary work # 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


DALLAS 





CINCINNATI ° 














SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 



























SALESMAN WANTED 


Salesman for the entire Southern States to 
represent a long established, well known 
concern, mounting fine diamond Perraux 
watches; also diamond attachments and 
diamond rings for the better grade retail 
jeweler. Splendid opportunity for experi- 
enced man with good following, liberal 
commission, non-conflicting side line ac- 
ceptable. 


Southern resident prefered 
replies confidential 


PERRAUX WATCHES 


SUSSMAN & MEDNEY, INC. 
15 Maiden Lane New York 38, N. Y. 























Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
Write for Our 1954 Catalogue. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenweld Ce. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 
DIAMONDS WATCHES 


JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q Joseph A. Cleves, son of Edward C. 
Cleves of Cieves & Lonneman, retailers in 
suburban Bellevue, Ky., and Miss Catherine 
Ann Sassin were married February 5. 

q A. G. Schwab & Sons, Inc., wholesalers 
at 229 E. Sixth St., held a semi-annual 
sales meeting on February 6-7 at the 
Terrace Plaza Hotel. 

q Showing of the new spring lines and 
discussions of an expanded advertising 
program featured a two-day meeting of 
Gruen Watch Co. salesmen in the Hotel 
Alms. 

q Mr. and Mrs. Emil Meyer, owners of a 
Price Hill retail jewelry store, are building 
an elaborate ranch-type suburban home. 

q Frank Herschede, a grandson of the 
founder of the Frank Herschede Co., re- 
tailers, is now associated with the store 
as a salesman. 

q All officers of the Cincinnati Wholesale 
& Manufacturing Jewelers Association were 
re-elected at a luncheon meeting of direc- 
tors on January 26 in the Cincinnati Club. 
They are: Presdent, Sam Silverman, S. 


SAM SILVERMAN 


Re-elected 
President 
of Jewelers’ 
Group 


Silverman Co., Inc.; Vice President, Max 
Litwin, Litwin & Sons, Inc.; Secretary, 
Julius Jacobs, Jr., D. Jacobs Sons Co., and 
Treasurer, James Heldman, A. G. Schwab 
& Sons, Inc. 

q Two youths and a 20-year-old local girl, 
arrested in Dayton, O., were said by police 
to have admitted breaking into several 
jewelry stores in the Greater Cincinnati 
area and in Dayton. The stolen merchan- 
dise was valued at several thousand dollars. 
Meanwhile, local police were searching for 
a trio of smooth-talking “customers,” one 
of whom lifted diamond rings and brooches, 
valued at about $1000, from a showcase in 
the retail store of Kampf Jewelry Co., 
while the other two held the attention of 
a clerk. Also being sought was a lone 
thief who broke a window in a retail store 
of the J. C. Hockett Co., and escaped with 
10 wrist watches valued at about $500. 

q Randolph L. Wadsworth has resigned as 
general manager of the Wadsworth Watch 
Case Co., Dayton, Ky., a division of the 
Elgin National Watch Co. His successor 
is Harry J. Osborne, former assistant to the 
vice president in charge of manufacturing 
for Elgin. Mr. Wadsworth remains with 
the firm in an advisory capacity. 

q Among February vacationers in Florida 
were Mr. and Mrs. Robert Faigle of Faigle 
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Brothers, manufacturers, 528 Walnut St.; 
Albert Sauer of A. Sauer & Co., manufac. 
turers, 329 East Eighth St.; Louis Lang, 
treasurer of A. G. Schwab & Sons, Inc, 
wholesalers, 229 E. Sixth St., and Mrs. 
Lang, and George E. Brown and Jack 
Gerwe of the Gerwe Brown Co., whole. 
salers, 817 Main St. 

q Among those on road trips during Feb. 
ruary were Jon Schira, Jr., of Schira 
Brothers, manufacturers, 530 Walnut St.; 
Victor Youkilis, Victor Kaufman and Aaron 
Austin of the Victor Corp., 205 E. Sixth 
St.; Algert Schechter of Algert Jewelry 
Co., wholesalers, 514 Main St., and sales. 
men for D. Jacobs Sons Co., wholesalers, 
325 E. Central Parkway, and Klein Brothers 
Co., wholesalers, 626 Vine St. 

4 J. Maurice Wiley of Memphis, Tenn., is 
a new salesman for the Wallenstein-Mayer 
Co., wholesalers at 31 E. Fourth St. He 
replaces Gilbert Fay, who resigned to enter 
another business. Mr. Wiley’s territory in- 
cludes the western areas of Kentucky, 
Tennessee and Indiana, and all of Arkan- 
sas, Mississippi, Louisiana and Texas. 

q Charles Fabso, area representative for 
the Telechron Department, General Elee- 
tric Co., conducted a demonstration meet- 
ing for salesmen of the Gerwe Brown Co., 
wholesalers, in the company office at 817 
Main St. 


Ken Matsumoto Merges 
With Harry B. Mahan Co. 


A merger has been effected in the dis- 
play field whereby Ken Matsumoto of 
Cincinnati has joined the Harry B. Mahan 
Co., Inc., 320 West South St., Indianapolis. 

As head of the display division, his 
principal duties will be to create distine- 
tively designed sales helps for both manu- 
facturers and jobbers of all types of jewelry 
merchandise. 

For the retail trade, which is served by 
a nation-wide sales force under the direc- 
tion of Frank W. Strohm, manager of the 
Jewelry Box Division, Mr. Matsumoto will 
act as designer and counsellor. 


Cincinnati 24-Karat Club 
Elects Haerr President 


Officers of the recently-organized 24 
Karat Club, elected by directors in late 
January, are: President, Harold R. “Doc” 
Haerr, Gruen Watch Co.; Vice President, 
William Bertke, the Gerwe Brown Co.; 
Secretary, Donald Knight, J. P. Knight 
Co., and Treasurer, Robert Hengehold, 
Rosfelder Brothers & Co. 

Committees appointed by President 
Haerr are: 

Membership, Larry Crouch, Wallenstein- 
Mayer Co., chairman; Harry Schwettman, 
Gruen Watch Co., and Philip Klein, Harry 
Greenwold Co. 

Entertainment, Maury Solomon, D. Jacobs 
Sons Co., chairman; James Heldman, A. G. 
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Schwab & Sons, Inc., and Oly Olson, 
Flanagan-Kovac Co. 

Publicity, Cherrington L. Visher, Harry 
Greenwold Co., chairman, William Oskamp, 
Oskamp Nolting Co., and Edgar C. Han- 
ford, JEWELERS’ CIRCULAR-KEYSTONE cor- 


respondent. 





Cincinnati Chosen as Site 
For Ohio RJA Convention 


For the second successive year, the 
annual convention and show of the Ohio 
Retail Jewelers Association will be held 
September 4-6, the Labor Day weekend, 
in Hotel Netherland Plaza here. This was 
decided at a luncheon meeting on I’ebruary 
3 at the Cincinnati Club of officers and 
hoard members of the Cincinnati Whole- 
sale & Manufacturing Jewelers Association, 
at which the guests included Howard Evans 
of Urbana, president of the state associa- 
tion; Clarence Moses of Cleveland, execu- 
tive director, and Edward L. Spitznagel 
of Newstedt & Co., local retailers. Mr. 
Spitznagel is a board member of the state 


association and president of the Cincinnati 
Retail Jewelers Association. 

Representing the local wholesale and 
manufacturing group were Sam Silverman, 
president; Julius Jacobs, Jr., secretary; 
Cherrington L. Fisher, Charles K. Stern, 
Herbert Schwab and J. Paul Knight, direc- 
tors, and Edward Karg of the Gerwe 
Brown Co., representing George E. Brown, 
a director, who was vacationing in Florida. 

It was reported at the meeting that more 
than 1000 retail jewelers from Ohio, In- 
diana, Illinois, Kentucky, Missouri, Ten- 
nessee, West Virginia and Pennsylvania 
attended last year’s convention and show, 
and the local association is planning an 
expanded program this year to attract a 
considerably larger attendance. 
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What are Your Ideas 
on Trade Diversion? 
(See page 216) 
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STORE REMODELS AFTER EARTHQUAKE 





Classic simplicity and rich good taste accent the newly remodeled quarters of the 
Wickersham Jewelry Co. in Bakersfield, Calif. 


An extensive remodeling program was 
recently completed by the Wickersham 
Jewelry Co. of Bakersfield, Calif. The re- 
modeling was undertaken following a 
damaging earth tremor which shook the 
city quite badly. 

The building in which the company has 
been located for the past 42 years has 
been transformed into an_ ultra-modern 
structure. In its modern version, the 
building is of reinforced Gunite concrete 
construction, with reflection resistant slant- 
ing display windows. 

The Wickersham jewelry store has been 
under family management since it was 
started 53 years ago. Proprietors Walter 
and Charles Wickersham have been great 
factors in the economic background and 
development of the store. 

According to Charles Wickersham, presi- 
dent of the firm. his father, C. W. Wicker- 
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sham, originally opened the store in 1901. 

In a full-page advertisement in the 
Bakersfield Californian announcing the 
formal re-opening of the store, old photo- 
graphs showed graphically the progress of 
the several stores operated by the company 
through the years, starting with the gas- 
light era to the present time. 

“Trends in merchandise carried by the 
firm have shown even greater progress,” 
declared Charles Wickersham. Continuing 
he added: “Fifty years ago most jewelry 
items were considered luxuries which were 
only available to the few. Merchandise 
carried today is a definite part of almost 
everyone’s daily life and must conform to 
the average budget. This store has built 
its progress on the offering of high quality 
advertised brands in all lines, with a range 
of prices suitable to any purchaser.” 








FRANCHISE 
* AVAILABLE 





with a clientele that 
appreciates finer things 
...then you will be 
interested to learn more 


about our unusual 


f Customer-Building 


Yale 





WITH NO INVESTMENT 


Here’s your chance 


to get New Business from 
old customers and New 
Customers for your store. 


Here’s how! 


Write to us for our com- 
plete plan. We will show 
you how to get orders for 
Genuine Steel Engraved 
Wedding Invitations and 
Social Stationery. Our 
work is superfine quality, 
exclusively. No finer in 


the field. 
Be the first in your 


pes me, Cty... write at once 
WILL for our complete 


ECKER pe 


*& CO- 
414 TNlorth 
Twelfth St: 


St-Louis.| Mo 





SINCE 1913 
STEEL ENGRAVED 





SOCIAL AND BUSINESS 
STATIONERY 





*Available to Leading 
Jewelers who have the 
franchise for outstand- 
ing silver patterns. 
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y importers of 
ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Import 
FONDEVILLE & CO., INC. 
Ave. New York 10, N. Y. 
AL. 4-0104 
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WEDGWOOD | 


Borne China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue. New York 3. N. Y. 


HALLCRAFT 
Americas Yastest Sevli 


Dinneware 
— Illustrated Literature Available — 
MIDHURST CHINA CO. 


129 FIFTH AVE. + NEW YORK 3, N. f. 
15-125 Merchandise Mart, Chicago, Ill 

















77 ARABIA CHINA 
Set Compositions 
and Open Stock. 
Ceramic Artware 





= NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 SthAve.,N.Y.10 








Tarnish- Preventive 


SILVERWARE CHESTS 


lined with Pacifie Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Since 1926. 

































LOUIS LENHOFF 


America's Ethical Auctioneer, 
Says Don't Gamble; have been conducting 
Auctions for Retail Merchants the Past 28 Years 
All Over America, No Deal too Large, No Deal 
too Small. 


TYler 6-0439 
3010 W. Chicago Bivd., Detroit 6, Mich. 


MARY RYAN 


225 Fifth Avenue, New York 
Mart, Chicago 
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FURNITURE 
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¢q Harry Green, for many years in the ad- 
vertising business in Southern California, 
is now connected with G. Curtis Sprang & 
Son at 607 S. Hill St., Los Angeles. 

4q Berman’s Jewelry Store, formerly located 
at 854 N. Vermont Ave., Los Angeles, has 
moved into newly remodeled store quarters 
at 810 N. Vermont Ave. 

4 Fred Hanf, formerly of Marion, Ind., has 
purchased Sissons’ Jewelry Store in Long 
Beach, Calif. Mr. Hanf was with Meyer 
& Alexander Jewelers in Marion, Ind., 
for the past 15 years. 

q Wuerker’s Jewelers, who for 59 years 
have been in the jewelry business in 
Southern California, have moved into an 
upstairs store at 649 S. Olive St., in Los 
Angeles. The new store is now operated 
by Adolph K. Wuerker, son of the owner. 
q Gene East, who for the past four years 
has owned East Jewelry on North Lake 
Ave. in Pasadena, Calif., has moved his 
store to 940 Main St., Santa Paula, Calif. 
q After being located at 424 S. Broadway, 
Los Angeles, for 21 years, J. J. Kagan & 
Co. has moved to their own building at 
11814 Ventura Blvd., Studio City, Calif. 
Owners and managers are Mr. and Mrs. 
Irving Niedorf. 





Ney WEST COAST = 


q E. W. Reynolds Co., wholesale jeweler, 
of Los Angeles, has become a wholesale 
member of the American Gem Society 
through the holding of Graduate Membe, 
(wholesale) and Certified Gemologist title 
by Norman A. Smith and C. E. Heighes 
Mr. Smith, formerly instructor at the 
Gemological Institute of America, is in the 
diamond department of Reynold’s [gg 
Angeles division, while Mr. Heighes j, 
manager of the diamond department jp 
the San Francisco division. Paul W. 
Branyen is manager of both the diamond 
and watch departments in the Los Angeles 
division. Reynolds also has divisional 
offices in Phoenix and Honolulu. 

q.A forthright talk on inventory contro] 
was given by Donald H. Craven at the 
fourth session of the Public Relations 
Workshop series held by the Jewelers 
24 Karat Club of Southern California, 
Highlight of the evening was the presenta. 
tion of a prize to Max Strasburg which 
he won recently in the Watch Inspection 
Time Contest, held annually by the Watch. 
makers of Switzerland. Dick Romanelli 
made the presentation on behalf of the 
Watchmakers of Switzerland, with the 
Swiss Consul in Los Angeles as honored 
guest of the club. 





E. S. Lowe Opens Novel 
Showroom in Las Vegas 


E. S. Lowe, Inc., of Nevada, distributors 
of jewelry, giftware and related lines, re- 
cently opened one of the nation’s most in- 
teresting and unusual wholesale showrooms 
in Las Vegas. The showroom is located on 
Main St. in the downtown area of Las 
Vegas where it will serve the jeweler, gift 
shop and souvenir store operator. 





Slapsy Maxie Rosenbloom, now a night club 
star at the Last Frontier Hotel in Las Vegas, 
Nev., offers fashion jewelry to showgirls 
Joan White and Virginia Dew in the new 
E. S. Lowe Merry-Go-Round showroom. 


A real operating carrousel occupies the 
center of the main room. The diameter 
exceeds twelve feet and its color scheme is 
red, white and blue. In lieu of the usual 
horses, lighted showcases “ride” the merry- 





————_—- 


go-round. Additional merchandise is dis- 
played on racks supported by striped poles 
around the perimeter of the carrousel. The 
merry-go-round theme is further carried 
out by wire formed horses on the side 
walls of the display room and by more 
brightly striped poles on which merchan- 
dise racks are suspended. 

The carrousel is powered by several small 
electric motors which revolve it under a 
battery of fixed and moving lights. 





Talk on Color Research 
Highlights AGS Guild Meeting 
“The Problems and Goals of Color Re 


search” was the subject of a discussion 
at a recent meeting of the Southern Cali- 
fornia Guild of the American Gem Society 
held in Los Angeles. 

Speaker of the evening was Lester Ben- 
son, of the Gemological Institute of America, 
who has been making a thorough research 
into the use of color throughout Americat 
industry. He stated that the difficulties 
of accurate color measurement has been 
not only the concern of jewelers but als 
of many men in many other fields. 

Mr. Benson’s talk gave a practical i” 
sight into the problems of color measure 
ment and standardization in various fields 
and their application to the jeweler. His 
address was of especial interest since it 
touched upon everything from techniques 
of diamond grading to window displays 
and interior decoration. 
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March 


79—lowa State Gift Show, Fort Des 
Moines Hotel, Des Moines, Lowa. 

7-10—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

7-10—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

7-11—Parker House Gift Show, Parker 
House, Boston, Mass. 

8.12—-Boston Gift Show, 
Boston, Mass. 

14-17—Heart of America Glass, China & 
Gift Show, Muehlebach Hotel, Kansas 
City, Mo. 

90-22—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Grand Island, 
Nebr. 

91-22—Indiana Jewelers Association, An- 
nual Convention, Lincoln Hotel, Indianap- 
olis, Ind. 

91-24—St. Louis Gift Show, Statler Ho- 
tel, St. Louis, Mo. 

91-24—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

21-24—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

28-20—Oklahoma Retail Jewelers Asso- 
ciation, Annual Convention, Skirvin Hotel, 
Oklahoma City, Okla. 

28-31—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 


Hotel Statler, 


April 


3-5—Kansas Retail Jewelers Association, 
Annual Convention and Gift Show, Lassen 
Hotel, Wichita, Kan. 

4-6—American Gem _ Society, Annual 
Conclave, Hotel Statler, Detroit, Mich. 

4-7—Indianapolis Gift Show, Hotel Clay- 
pool, Indianapolis, Ind. 

11-13—South Carolina-Georgia Retail 
Jewelers Convention, Clemson House, Clem- 
son, S. C. 

21—Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

25-26—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Brunswick 
Hotel, Lancaster, Pa. 


May 


1—Diamond Peacock Club, Annual Din- 
ner-Dance, Hotel Somerset, Boston, Mass. 

1-8—New England Manufacturing Jewel- 
ers’ & Silversmiths Association, Whole- 
salers’ Showtime, Sheraton-Biltmore Hotel, 
Providence, R. I. 

_2-4—California Retail Jewelers Associa- 
tion, Annual Convention, Ambassador Ho- 
tel, Los Angeles, Calif. 

3-4—Wisconsin Retail Jewelers Associ- 
ation, 48th Annual Convention. Plankin- 
ton House, Milwaukee. Wis. 
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Association, Annual Convention, 
Lee Hotel, Winston-Salem, N. C. 

9-l1l—New York State Retail Jewelers 
Association, 45th Annual 
Mark Twain Hotel, Elmira, N. Y. 


Robert 


9-20—Manufacturing Jewelers Sales As- 
sociation, Wholesale Jewelry Buyers’ Mar- 
ket Week, Sheraton-Biltmore Hotel, Provi- 


dence, R. I. 
23-24— West 


Jackson Hotel, Clarksburg, W. Va. 


June 
2-4—National Wholesale Jewelers Asso- 
ciation, 47th Annual Convention, Edge- 


water Beach Hotel, Chicago, III. 
27-28—-New Hampshire Retail Jewelers 

Association, Annual Convention, Went- 

worth-by-the-Sea Hotel, Portsmouth, N. H. 


July 


25-29—National Jewelers Associa- 


tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, Ill. 

25-30—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 
Brack Shops and individual showrooms, 


Los Angeles, Calif. 


August 


8-12—American National 


tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 


9-11—North Carolina Retail Jewelers 


Convention, 


Virginia Retail Jewelers 
Association, Annual Convention, Stonewall 


Retail 
Jewelers Association, Annual Conven- 

















Visit The 


Swiss Industries Fair 
BASEL 


May 8 to 18, 1954 


tae 





Among 2500 firms exhibiting on 
|,3 million square feet, there are 
150 watch manufacturers showing 
the latest styles of Swiss watches. 


Information obtainable directly 
from Legation of Switzerland, 
Washington. Swiss Consulates in 
New York (tel. PLaza 8-2560); Chi- 
cago, Cincinnati, St. Louis, Los 
Angeles, New Orleans, Philadel- 
phia, San Francisco and Seattle. 


Travel information: 


Swiss National Travel Office and 
Swissair, 10 W. 49th St., New York 
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Jewelry Making 





Kor Tradesmen and Craitsmep 


Jewelry making is one of the oldest, most fascinating and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part I1I—Fundamental Jewelry Processes 
(Continued ) 


—_—_ is a cutting action; metal is re- 
moved by an abrasive. Bufhing is a combination of a 
cutting and burnishing action; some metal is removed but 
most is burnished to a high, bright finish. Polishing and 
buffing are very important phases of the jewelry industry 
for it is the glitter or finish of an object that first catches 
the customer’s eye. 

Tripoli and rouge are the two standard compounds used 
by jewelers. Tripoli is a silicon substance while rouge is 
a fine iron oxide. Both are mixed with a grease to form 
bars or cakes which are convenient to handle and apply. 

Tripoli is a fast cutting abrasive compound which is 
used to remove emery marks and fine scratches. When 
used properly, it leaves the metal very smooth but still 
dull in appearance. The color of tripoli is brown; a white 
tripoli is available for platinum. 





File ground for 
dressing laps. 











Pointed Lap 











FIG. 10—Pointed lap and dressing tool. 


Rouge produces the final high color or luster and it 
does this primarily by burnishing the metal. By means of 
the rouge, high surface speed, and heat caused by friction, 


the metal actually flows io fill in minute scratches, thus- 


producing the final lustrous coloring. Gold and silver 
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by MURRAY BOVIN 


rouges are red. Black and green rouges are used for very 
bright finishes. | 

Pumice is sometimes used as a fast cutting compound 
to prepare the metal for tripoli and rouge. Tine powdered 
pumice is mixed with light machine oil, occasionally with 
water, to hold it together. When used, it is thrown w 
against a revolving, closely stitched muslin or felt wheel. 
The pumice mixed with oil or water is known as sand. 
It is graded as follows: coarse—l, medium—1!», fine 


2/0. 


POLISHING AND BUFFING WHEELS 


The popular diameters of the wheels for jewelry are the [ 
3, 4, or 5 inch ones. It is difficult to control larger wheel F 
without damaging fine parts or settings. Smaller wheel | 
than the 3 inch ones are used for very delicate work. | 
Generally, the harder, close stitched wheels are used with | 
tripoli for fast cutting, and the softer, loosely stitched o1 





unstitched wheels are used with rouge. Muslin wheels are 
used with tripoli; flannel wheels with rouge. ; 

Bristle brushes are used to get into corners and crevices | 
not accessible to muslin or flannel wheels. Felt wheels, | 
especially the hard ones, can be used to maintain sharp | 
corners on jewelry, but the results are not as good as the | 
wood laps. Felt wheels can be used with pumice. 5 

The inside of rings are polished with tapered felt or 7 
wood mandrels or with bristle brushes. Sheepskin bul 
are popular for buffing soft metals such as white metal 
jewelry. 


SRS RGR Negra, 


LAPPING AND TRUMMING 5 

Lapping is the term for polishing on firm wheels | 
usually wood. Since wood will not give under the pres | 
sure of the object being polished (as the cotton, muslil, 7 
and felt wheels will) smooth, flat surfaces with shay 
corners can be obtained and sharp edged step effects ca? 4 
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YOUR STAR in 1954 is Watch 
Repair. It can be a big money- 
maker itself. Besides, it pro- 
motes merchandise sales. Reap 
the greatest profit with the 
BEST equipment. 


More WatchMasters have been 
sold and are being sold than 
all other watch-rating machines 
in the World, combined. There 


must be a reason. There is. 


It's the Best 


Save time on watch repairs and justify 
higher prices with better work, scientifi- 
cally tested. That means a W atchMaster 


Get dependable watch records with an 
instrument that has proven its economi- 
cal operation and long life. That, too, 
means a W atchMaster 


FOR GREATEST 


VALUE 





oc TS TE 








AMERICAN TIME Propucts, INC. 
580 Fifth Ave., New York 36, N. Y. 


Without obligation, I would like 
a WatchMaster demonstration at 
my bench to test watches that I 
have repaired ... and to examine 
its operating advantages and _ its 
quality of construction. 





NAME 








COMPANY 











ADDRESS 





CITY, STATE 
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be achieved. The wheels are made from a close grained 
wood, usually poplar or white wood. They measure from 
1% to 1 inch in width from 2 to 6 inches in diameter. 

The wheels may be dressed (sharpened and shaped) by 
means of wood turning tools; however, the tool shown in 
Figure 10 is excellent for the purpose. It is made from 
an old flat file which is shortened by breaking in a vise 
and it is then sharpened to the shape shown. The dressing 
is accomplished by holding the tool against the wooden 
wheel while it rotates and the wood is thus removed until 
the desired shape is obtained. Since practically all lap- 
ping should be done on the sides of the wheel, the laps 
are pointed with flat or slightly convex sides. The wheels 
are charged with tripoli for polishing and sometimes with 
rouge for coloring, though most coloring is done by 
pressing lightly on flannel wheels. 















































POLISHING PROCEDURE 
Right Wrong 


(f+ 





Start in the center Catch edge by 
and pick object up ~— lowering object. 











FIG. |!1—The proper polishing procedure. 


The inner surfaces of delicate settings and fine pierced 
jewelry can only be polished by trumming with cord or 
twine. One end of the cord is held in a vise and the other 
end in one’s hand. The polishing compound is rubbed 
onto the cord which is then placed through the setting or 
pierced object. The polishing is done by pressing and 
sliding the jewelry back and forth on the cord. 


CLEANING PROCEDURE 


Cleanliness is essential for successful polishing. It 
should be apparent that the wheels must be used with one 
compound and they should not be contaminated by other 
compounds. In large commercial concerns separate ma- 
chines are used for tripoli and rouge. If objects have 
been hard soldered, they must pickled and, as previously 
explained, much of the commercial work is stripped 
before being polished. 

After using tripoli, objects should be cleaned in a hot 
water solution of soap and a few drops of ammonia. A 
jeweler’s bristle brush is used to wash out the tripoli 
from crevices and corners. An old tooth brush can be 
used by craftsmen. Some jewelers use steam under pres- 
sure to remove completely all dirt and the steam also dries 
the jewelry. Craftsmen may dry their jewelry with a rag 
or in boxwood sawdust. 

The same cleaning and drying procedure as above 
should be used after rouge buffing. Chamois skins or pre- 
pared polishing cloths can be used to handle jewelry 
objects after they have been polished and washed. 

It is faster and better to remove deep scratches with a 
file and file marks with emery paper than it is to attempt 
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to remove them by polishing. 

The top of the polishing wheel must turn towards the 
operator. The objects to be polished are held below the 
horizontal center line of the wheel in the position shown 
in Figure 11. 

Chains are best polished on a flat piece of wood around 
which the chains may be wrapped. A nail or hook may 
be attached to the wood to hold one end of the chain. 

Avoid holding objects too long in one position, other. 
wise undesirable grooves may be formed. It is best to 
turn or move the metal quickly while polishing. 

Cleanliness is important. Wash the object after using 
both the tripoli and the rouge in a hot water solution 
of soap and a few drops of ammonia. 

The external surface of jewelry objects can be treated 
chemically to procure several practical and interesting 
finishes. These finishes are usually applied to silver or 
copper and ocasionally to gold jewelry. 

Objects to be treated are first polished with tripoli and 
rouge; however, much craft work may be prepared for 
the chemicals merely by rubbing with fine emery cloth 
and steel wool. Cleanliness is essential. After polishing, 
remove all traces of the compounds by brushing objects 
in a hot water and soap solution that has a few drops of 
ammonia added to it. 

For antique (bluish-black) finish on silver and copper, 
the chemical used is potassium sulphide, commonly called 
liver of sulphur. The solution, the most popular and 
easiest to prepare, is made by dropping a one-quarter 
inch cube of the chemical into a pint of hot water. Drop 
the object into the solution and remove it when it turns 
bluish-black. If the finish did not take in spots, clean 
those spots with steel wool and return object to the solu- 
tion. The finish can also be applied by dipping steel 
wool into the solution and then rubbing the solution and 
finish onto the object. 

When the desired color has been obtained, wipe the 
object with a rag until it is dry. Then with dry, fine steel 
wool, pumice powder, or on the buffing machine, tone the 
object to get bright contrasting spots. 


ANTIQUE FINISH ON GOLD 
The easiest way to get an antique finish on gold is to 


dab the gold with iodine. When the desired color, blue 
to black, has been obtained, wash off the iodine, wipe 
dry, and then tone the gold object by polishing or with 
fine steel wool. A boiling solution of sodium hyposul- 
phite and lead acetate may also be used. 

The bright dip for copper and brass is very corrosive 
and should be handled carefully and use sparingly. It 
consists of equal parts of a mixture of concentrated sul- 
phuric and nitric acid. Add the sulphuric acid to the 
nitric. To this add a little table salt—one-quarter tea- 
spoon to a quart of acid. Allow the solution to cool be- 
fore using. 

Drills are sized several ways; by numbers, fractions, 
letters, metrically. The number system is the one used 
most often by jewelers. The drills in the number system 
run from number one, the largest, to number eighty, the 
smallest. 

The exact spot to be drilled must be centerpunched or 
marked. This may be done several ways: with a spring 
center punch, an awl, or an engraving tool. The spring 

(Please turn to page 199) 
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“They Pay For Themselves By Precious Metal Recovery” 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 


Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 











By efficiently handling all day- 
to-day production requirements 





By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 





The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from .harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


AO ae Mh RTE 


aw 





es 


Tees Se eas Fe? atbeke abe Pe 











4 
$ 
| 


Write for free detailed bulletin showing 
various models and prices. No obligation. 


MODEL L 119. Needs only 18 x 29 inches floor space. Runs MODEL A. Needs only 2 x 4 foot floor space. Top produc- 





so quietly it can't be heard. Ideal for small shop, light tion machine for all classes of jewelry and small silver 
work or restricted space. Has '/; H.P. polishing motor for LEIM iy BROS work. Accommodates two wheels or buffs up to 8”. Dust 
wheels or buffs up to 6”. Also '/, H.P. interior motor, suc- «INC. hoods, with electric light sockets. Available with 1 H.P., 
tion fan and dust collector. Adjustable dust hoods have 171 Clisleits Sireet, Newerk4;N. i. 220 volt motor. Two dust collecting cabinets permit 
electric light sockets. Suction system may be used with r separate collection of gold, platinum or other valuable 
your polishing motor. Plugs into standard 110 volt outlet. dust for recovery. 

















CRYSTAL-CLEAR STYRENE SINCE 1887 
SNAP-IN HINGE BOXES BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 


10" long B.T.S. course, and will be mailed you, free: 
° i for it. 
63 wide write 
od , B.T.S. graduates pass any State Board ex- 
1%, high aminations, or the Certified Master Watch- 


maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L. 894 veterans. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Write for free book! Your Future and Our 





Useful for holding small parts, mate- 


rials, findings, etc. Shown, |8-com- School— 
partment #166. Available in many to an eenane SCHOOL 
other sizes and arrangements. Send Lancaster, Pa. 


— ’ ’ rs 
Ma ; 





for Catalog and Price List. 


John J. Bowman, 


Colonial Moulded Plastics Co., Inc. pai | 
Main S#. North Oxford, Mass. n ul 


Charles Ezra Bowman, 
Registrar 
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WORKSHOP 


HOW SHALL I-? 


PIERCING ONYX—For a job of repairing a French 
clock case, we have to drill several holes in a slab of 
onyx stone. What kind of a drill is to be used for this? 
(Question No. 6331) O. G. 


Answer—lf you had this job to do frequently we 
would recommend for it a diamond-charged tube of 
copper that would quickly pierce the onyx stone. But as 
you probably have the job to do only occasionally, you 
could do it with a drill made by filing a 3-sided pyramid 
point on a piece of steel wire; hardened and tempered to 
pale yellow color, and used with turpentine to lubricate 
the drill. This would work reasonably quickly. Drills of 
any diameter can be made up of this form easily to suit 
the requirements for each job; whereas to prepare a 
variety of diameters of diamond charged drills, would be 
a matter of considerable expense, hardly justified for 
occasional use. 


ING SIZER—We recently sold a ring sizer, an attach- 
ment to clamp on the shank of a ring that is too 
large, which acts like a spring between the ring and the 
finger. The sizer is stamped 14K. The customer complains 
that the skin of her finger where the sizer contacts it, 
becomes discolored. What do you advise? (Question No. 
6332) S. K. 


A nswer—This question turns up rather frequently in 
the jewelry trade. Among the reasons for the discoloration 
that have been discovered by study of some of the cases 
are (1) the wearer of the ring working at something that 
deposits dust or dirt which the ring rubs into the skin; 
(2) some condition of the skin by which the perspiration 
contains some chemical element that produces the dis- 
coloration, in combination with the metal of the ring; 
(3) the metal itself of the ring, or in your case of the ring 
“sizer”, being of low karat gold—even possibly mis- 
marked as a higher karat metal. 

What to do about the matter in each of these three 
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QUESTIONS 
AND 
ANSWERS 





cases, is perhaps obvious, although we should add that in 
any case like number (2) a physician, a skin specialist, 
might be consulted about a remedy. 


~. agerrers STAINLESS STEEL—We have a job to 
do, soldering some stainless steel table knife blades 
into their handles. Please tell us exactly what solder, and 
flux, to use for this job. (Question No. 6333) D. K. 


Answer—tThe firm of Handy & Harman, 82 Fulton 
St., New York 7, N. Y., makes several fluxes sold under 
the trade-names “SIL-FOS”, “EASY-FLO”, and “EASY- 
FLO #3”, together with solders appropriate for use with 
these fluxes, one of which would no doubt be just right 
for the particular job you have to do, in soldering stain- 
less steel to other metals. As there is a difference in the 
behavior of these fluxes and colders, and one or other 
of them would be most suitable for your job, we suggest 
that you write to the firm named, and describe the job; 
or send a specimen of the knife blades and handles to be 
soldered, to H. & H., and ask them to send you the flux 
and solder that will do best, in your particular job. 


REVENTING TARNISH—Would there be anything 
objectionable in preventing tarnish on sterling silver- 
ware in stock by lacquering it? (Question No. 6334) 


M. C. 8. 


Answer—Lacquer is appropriate for silver-plated 
hollowware and novelties, but not for sterling silver goods 
of any description. In use, sterling silver articles need to 
be polished more or less often; in fact, many of the 
hostesses of fine homes seem to consider this a desirable 
household rite, rather than a thing to be avoided. Perhaps 
the periodical restoration to brightness of dulled house- 
hold silverWare, renewing its beauty, has a charm that 
offsets the labor! Even if lacquered, this coating becomes 
scratched, or peels off in places; and a lacquered silver 
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surface does not have exactly the beauty of color of un- 
lacquered silver. It seems to us better to follow, in the 
jewelry store, the same idea as prevails in the home. 

Tarnishing can be reduced by keeping sterling in silver- 
ware showcases. Any of the evaporating substances— 
naphthalene, camphor—that counteract tarnishing fumes 
in the atmosphere or preparations for this purpose may 
be bought from silverware manufacturers. 


_— RESTRINGING—We are adding the restring- 
ing of pearl and other bead necklaces, to our shop 
services. Please inform us what kind of cord is best to 


use, and how to do the stringing, including making knots 
in the cord. (Question No. 6335) L. S. 


Answer—As to the type of cord, this is specially pre- 
pared of silk, nylon, etc., bought either in continuous 
lengths, or in cut lengths with the ends stiffened for 
“threading” with a bristle, or wax, or wire. Your supply 
hcuse can advise you on kinds and prices of cord. If the 
necklace is of assorted graduated sizes of pearls, it is well 
to use a grooved stick of wood to lay the beads in, assorted 
as to diameter, for convenience in stringing. Drive a pin 
or brad into the bench-top and tie one end of the cord to 
this. Then pick the beads one at a time from-the grooved 
stick, and thread them on to the cord. There are three 
different ways to knot the cord: (1) The beads touching 
each other, without knots between them; (2) five or six 
beads at each end with a knot tied in the cord between 
the beads; (3) a knot tied in the cord between each of 
all of the beads. In tying these knots, form a rather loose 
knot in the cord; thrust a needle held in a pinvise, through 
the knot; and while tightening the knot, press it with the 
needle down against the bead to make close contact with 
the bead. Use this method also to tie double or triple knots 
to the rings of the clasp-fittings for the necklace. 


REENWICH CIVIL TIME—What do the initials 
G. C. T. mean, on the dial of a Hamilton 16 size 
pocket watch? The watch has a black dial with white 
numerals and was bought as war-surplus material after 


World War II. (Question No. 6336) M. B. 


Answer—The initials “G. C. T.” on the dial of a 
Hamilton 16 size watch with sweep-seconds hand, mean 
“Greenwich Civil Time.” This is to differentiate from 
sidereal time, used in astronomy. Greenwich Civil Time 
is mean solar time on the meridian of longitude passing 
through the British Royal Observatory, located at Green- 
wich, England. This is the basis used for Standard time, 
which by agreement varies according to longitude (loca- 
tions east or west of Greenwich) of places, or “time 
zones, around the world. 


LOCK REPAIRING BOOK—Would like advice on a 

good practical book on clock repairing. Not so much 

on theory or designing clocks, but more about the prac- 
tical angle of the subject. (Question No. 6337) M. J. 


Answer—One of the most practical books ever pub- 
lished on clock repairing is “The Modern Clock,” by 
Ward L. Goodrich, which until recently had become a 
scarce item after its earlier editions had become sold out, 
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and second-hand copies were sought at rather high prices. 
But this book is now obtainable in a reprinted edition. 
It is mainly about American clocks. It is offered by our 
Book Department, postpaid in U. S. A. or Canada for 
$5.00. 

Another practical book, dealing more with others than 
American-made clocks, is “Modern Clocks—Their Design 
and Maintenance,” by T. R. Robinson, an English author. 
The price, postpaid, from our Book Department, is $3.00. 


OUR STRIKE MECHANISM—We have been asked 

to bid on installing the mechanism for striking the 

hours on a large old ship’s bell that has been given to a 

school here. From what firm or firms could we get pro- 

posals and bids for doing such work? (Question No. 
6338) M. W. 


Answer—We suggest that you write to these firms: 
Stromberg Time Corp., 105 Lafayette St., New York 13, 
N. Y.; Seth Thomas Clocks, Thomaston, Conn.; Howard 
Clock Products, Inc., Waltham, Mass. It should help 
toward getting definite information, if you would send 
with your inquiry some data on the interior form and 
dimensions of the tower or building where the bell is to 
be placed, etc. This information, sent each of the firms 
named, would save time in arriving at the next step, which 
would probably have to be a personal visit to the school 
for an exact survey of the problem. The preliminary cor- 
respondence may pin the matter down to some one of the 
firms, as the most suitable one for this particular job. 





Jewelry Making 
(From page 196) 


center punch is easy to use: merely press down on it at 
the desired position. The awl is pressed firmly and ro- 
tated slightly where desired. The engraving tool, a dia- 
mond or lozenge one, is rotated where desired to form 
the mark for the drill. 

Holes may be drilled by means of a hand dzill, a drill 
press, or a flexible shaft. The hand drill is the least 
desirable method for commercial work. When using a 
drill as small as No. 60, care must be taken not to press 
too hard to avoid breaking the drill. In spite of its short 
comings for professional work, amateur craftsmen will 
find the drill satisfactory for much of their work. To in- 
sert the drill, place it in the chuck, hold the chuck firmly 
with one hand and with the other hand turn the handle 
clockwise to tighten the jaws of the chuck. 

For commercial jewelry, a small high speed drill press, 
the speed of which can be controlled by a rheostat, is 
desirable. Most work to be drilled is placed on the drill 
press table, and raised by a lever to the rotating drill. 
The object to be drilled may be held in one’s hand, and 
the hole is drilled by pressing the object up against the 
rotating drill. This method permits one to drill holes 
in curved objects that would be difficult to drill otherwise 
with a drill press. 

The flexible shaft is indispensable for professional 
jewelry work. With it, one may remain seated at the 
work bench. The accuracy, speed, and versatility of the 
flexible shaft more than repays its initial cost in a short 
time. 


199 








Manufacturer's 


N ( W \ of Products --- Promotions «--« Personnel 





New Fiex-Let Display 
For Women's Cuff Links 
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A new fashion display on women’s cuff 
links is now available to jewelers from the 
Flex-Let Corp. A permanent window mer- 
chandising unit has been created for the 
firm’s new line of women’s cuff links in- 
troduced to the trade last December. 

Eight pairs of massive, golden links are 
set on a rich velvet background. A full 
color fashion illustration features the new 
long sleeve, French cuff man-tailored shirt 
that is in vogue for ladies. 

The unit is free with cuff link orders 
of 12 pieces or more from the firm at 580 


Fifth Ave., New York 36, N. Y. 





Benrus Presents Watch 
To Martha Raye 





The Benrus Watch Co. has presented a 
Benrus “Elegance” wristwatch to Martha 
Raye in recognition of her great success 
as star of NBC-TV’s “All Star Revue,” 
which Benrus co-sponsors. 

She is shown in the picture admiring 
her watch, while Oscar Lazrus, left, and 
S. Ralph Lazrus of Benrus look on. 
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Community Ad Program 
Uses New Type of Ad 


Illustrated is one of the striking new 
advertisements in Community’s spring cam- 
paign. Ads in this promotion will feature 
illustrations by Jon Whitcomb, which will 
offer a new approach to the “young love” 
theme. However, copy is also slanted to 
sell the important older market. 

The Community ads are different in that 
they are featuring a new “headless” tech- 
nique in the Whitcomb illustrations. 





Community’s spring advertising program 
was announced by Harley H. Noyes, vice- 
president and director of advertising, 


Oneida Ltd. 


New Hermes Engraving Reports 
New Use for Its Machine 


Jewelers accustomed to using the New 
Hermes “Engravograph” for the engraving 
of watches and other jewelry items are now 
employing the machine for a new and 
lucrative field of income, the manufacturer 
reports. 

Jewelers are now engraving advertising 
specialties in the shape of lighters, fountain 
pens and various novelties requiring large 
quantity work. Orders generally come from 
local businesses whose salesmen distribute 
good will gifts to customers. 


New Hermes will supply master tem- 
plates for any trade mark or organization 
insignia. Further information is available 
from New Hermes Engraving Machine 
Corp., 13-19 University Place, New York 
3, N. Y. 





Universal Motion Display 
Revolves Coffee Cups 
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Universal’s seemingly magic illusion of 
cup after cup of coffee revolving in thin 
air is the new “Coffeematic Shopper 
Stopper Display,” shown in the photo. 

Space around the Coffeematic is provided 
to set up other Landers, Frary & Clark 
products. The display is counter sized, 
being 38 in. long, 14 in. wide by 25 in. 
high and it is sturdily built for long service. 





Jacoby-Bender Display 
For "Golden Coin" Bands 
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Jacoby-Bender is offering a new display 
that features four J-B watchbands created 
especially for round watches. The bands 
look like gold coins overlaying each other 
and are called “Golden Coin” watchbands. 

The photo shows the “Golden Penny” 
model at the top, and it is yellow gold 
filled and retails for $8.50. Three men’s 
bands are underneath and are also gold 
filled. The “Wellington” retails at $9.50. 
The “Golden Coin” is $9.95, and the 
“Golden Shilling,” $10.95. All prices are 
rs a oe 
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Motion Display for Elgin's 
"Million Dollar Look" Campaign 


The Elgin National Watch Co. has de- 
signed a 20 piece display kit to carry out 
the theme of the “Million Dollar Look” 
campaign, the Elgin springtime promotion. 

A motion centerpiece is featured in the 
display, and springtime colors and a de- 
signers motif make a background for the 
glittering gilt lettering and the moving, 
gold-encrusted dollar sign. 

The display is offered in three ways. 
Kit “A” is the motion display offered free 
with purchase of 30 or more Elgin “Million 
Dollar Look” watches. Kit “A-1” comes 
at $9.95, with an order of less than 30 
watches, and is the same as “A.” Both 
kits include a “Displa-Mobile,” a motion- 
in-air display. Kit “B” is without the 
motion unit, but comes with a Displa- 
Mobile. It is free with an order of eight 
“Million Dollar Look” watches. Prices 
start at $33.75 for these watches. 





Newspaper mats are also offered to the 
jeweler, Folders, with minimum order of 
250, are available at a nominal cost of 
% cents each plus a flat $2 imprinting 
charge. 

This Elgin spring promotion also cele- 
brates Elgin’s 90th anniversary. 


Special Compact Assortments 
Offered by American Beauty 


American Beauty, a division of the Illinois 
Watch Case Co., through its wholesalers, 
will promote assortments designed especi- 
ally for jewelry stores for the first six 
months of 1954. Each assortment contains 
free display material. 





American Beauty assortment No. 3885, 
shown in the picture, consists of 14 com- 
pacts, with total retail of $68.50. Presenta- 
tion tray is free. 

Assortment No. 2400 has 12 compacts, 
with a total retail of $24, and a free 
presentation tray. 
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United States Testing Co. Approves Bulova "Waterproof" Watches 





The United States Testing Co., Inc., 
Hoboken, N. J., has announced that each 
Bulova watch designed to be waterproof 
has been subjected to rigid scientific tests 
(which exceed government standards) to 
determine that each watch is fully water- 
proof. The Bulovas now bear the firm’s 
“Seal of Qualty.” 

The picture illustrates a phase of the 





Bulova waterproof test. The testing com- 
pany’s project engineer, working with 
a Bulova technician, checks results of 
waterproof test just conducted. Once the 
pressure of 40 pounds per sq. in. in test 
chamber is evacuated, any leaks in the 
watch case, crown or crystal would be 
shown by a rising column of air bubbles 
(in the chamber behind the Bulova clock.) 





Gruen Offers a New 





An illuminated Gruen “Autowind” dis- 
play features unusual activity. As shown 
in the picture, focal point is the round 
mirror where three watches mysteriously 
“float” over the glass without any apparent 
source of motion. 

The display is luxuriously styled in 
dubonnet and powder blue velvet with 
golden trim. 


Goldstein-Gerson Buys 
Model Ring Company 


Goldstein-Gerson, manufacturers of ring 
mountings, has purchased all tools, dies 
and merchandise of the Model Ring Co., 
which has retired from business. Goldstein- 
Gerson will continue to manufacture the 
Model line, which consists of 14K gold 
earrings, scarf pins, emblem goods, pendants 
and rings. 

Further information can be had from 
the firm at 130 W. 46 St., New York 36, 
N. Y. 





Columbia Awards Ring 
To 1954 Mrs. America 


Mrs. America of 1954 has been presented 
with a Columbia “Tru-Fit” diamond ring 
worth $500 by Axel Bros., Inc. This year’s 
Mrs. America is lovely Mrs. Erna Snyder 
of Kutztown, Pa., who won the title at the 
annual contest held at Asbury Park, N. J. 

Seymour P. Sadev, sales manager for 
Columbia diamond rings, made the presen- 
tation. Each year the Mrs. America winner 
receives a diamond ring. This year the 
Mrs. America Committee selected a Colum- 
bia ring. 


Croton’'s Presentation Box 
Features Unusual Design 





Croton Watch Co.’s new presentation 
box is shown in the picture. It features 
a sloping top and unusual angles which 
show the watch to its best advantages. The 
watch is not sunk into the bottom of the 
box where it cannot clearly be viewed. 

The color scheme of the new box com- 
bines rich shades of red, gold and green 
with lighter shades of green and gray. 
Satin and velvet are used on the inside. 


201 








Kreisler Offers Ceramic Poodle 
With Purchase of Watchband 





The Jacques Kreisler Mfg. Corp. is offer- 
ing a new smartly designed “poodle” pack- 
age to every customer who buys the 
“Circlette,” one of the firm’s new watch- 
bands for women. 

As shown in the picture, the poodle is 
designed as a boudoir ornament. It is 
three inches high and is a white ceramic 
poodle, which has around its neck a dainty 
pink ribbon. 

Kreisler offers four Circlettes, the one 
shown retailing for $11.95, and having 
oval links set with navets in Austrian 
crystal or ruby red stones. The other three 
retail at $9.95: all prices include tax. 


Action Display Case 
By U. S. Time Corp. 

An action counter display case for its 
Timex “Marlin” and “Sportster” wrist 
watch models is being offered by The 
United States Time Corp., 500 Fifth Ave., 
/~ ta ee Os 
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As shown in the picture, the case dis- 
plays Timex models in various styles and 
price ranges, and also shows the watches 
under water and shock tests. Taking power 
from an ordinary light socket, the two 
watches in the center alternate in moving 
up and down, one watch being dunked in 
a jar of water and the other dropping on 
a small anvil. 

231 in. long, 20% in. high and 14% in. 
wide, the case is provided with lock and 
fluorescent light. For a limited time only, 
the case goes to dealers with purchase of 
the watches. 
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Two Edixa Camera Outfits 
Announced by Wirgin Brothers 


Wirgin Brothers Camera Works, 705 
Bronx River Rd., Bronxville 8, N. Y. has 
announced two new “Edixa” flash camera 
outfits. They include 20 pieces of photo- 
graphic equipment containing the popular 
Edixa camera model “A,” with F3.5 lens 
and the Edixa model “B,” with F2.8 lens, 
plus Eveready Sportsman carrying case 
and flashgun bulb adaptor. The outfits 
are packaged in a four color gift package. 
They are specially designed for black and 
white color photography. 

Retail prices are $49.94 for the “A” 
outfit, and $59.95 for the “B.” Edixa camera 
outfits are distributed by Camera Specialty 
at the same address as Wirgin. 


Alsan Announces 
The "“Alsan-Lock" 
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Hy Frackman, president of Alsan Mfg. 
Co., has announced the introduction of 
“Alsan-Lock,” a new idea in interlocking 
bridal sets. It is invisible and an integral 
part of the mounting itself, as shown in 
the photo, so that rings may be worn 
separately without disclosure of the lock. 
The firm says it is simple and completely 
foolproof. 

Alsan interlocking bridal sets are avail- 
able only through authorized wholesalers. 
Information may be obtained by writing 
to the firm at 62 W. 47 St., New York 
sm. Yt. 


New Jewelers Lathe Microscope 
By Pacific Transducer Corp. 


Pacific Transducer Corp., 11921 W. Pico 
Blvd., Los Angeles 64, Calif., has an- 
nounced a new jewelers lathe microscope. 
It ds a new wide field microscope of me- 
dium power and has been designed speci- 
fically for jewelers and the production 
of small parts. 

It can be attached to any make of jew- 
elers lathe for inspection of the work in 
operation. It provides fixed magnification 
of either 20X or 40X, with or without 
reticle. The microscope swings out of 
work’s way without losing focusing ad- 
justment. It also features fine focusing by 
means of rack and pinion. 











A "Time" Display 
For Telechron Clocks 





A permanent type display for Telechron 
electric clocks has been announced by 
R. Woodward, marketing manager. 

Shown in the picture, it is called the 
“Time” display. holds up to four kitchen 
and five alarm clocks, takes only one square 
foot of space, and is suitable for aisle 
tables as well as windows and counters 
because it holds clocks on both sides. 

The display sells for $12.75 and the 
dealer receives at no extra cost the new 
“Swirl” model $3.98 kitchen clock in red 
and two “Dorm” model alarm clocks. 


John Oster Conducts 
Portable Mixer Campaign 


A portable mixer campaign, running 
through March 31, by the John Oster Mfg. 
Co. will highlight the Oster 420 De Luxe 
portable mixer, packed in a self-selling 
four color display box. 

The new mixer, retailing at $19.95, has a 
new feature called “knee action.” The 
beaters, which move up and down, auto- 
matically adjust to bowl contours. 


Tie-Tie Gift Wrappings 
Presents Its "Everyday" Line 





Tie-Tie Gift Wrappings (the Chicago 
Printed String Co.) has introduced a new 
1954 “Everyday” line of interesting designs. 
Shown in the picture is a grouping from 
the new line. 

“Turn of the Century” wrapping ex- 
presses Victorian influence and combines 
it with a Happy Birthday wish, in blue, red 
or white. “Just Between Us Girls” is the 
firm’s “shower paper,” showing party cats 
scampering over it. “Polka Dot Garden” 
emphasizes delicate floral sketches. “For 
Her” captures the Early Americana trend. 
“Light Hearted” features petite floral 
colorings. 
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New Display Case 
For Norma Pencils 





This compact Norma display case is 
made of crystal clear lucite and glass with 
silver finished wood trim in a modern 
streamlined style. 

The velvet tray which carries the spray 
of Norma “Multikolor” pencils can be 
lifted out and returned quickly. Space 
for reserve stock is in the base of the 
displav. Mounted on suction cups for 
safety, the display is 9 7/16 in. wide by 
10% in. deep by 7 15/16 in. high. 


Steven Mayer Specializes 
In Unusual Movements 


Steven Mayer, Inc., 580 Fifth Ave., N. Y., 
N. Y., has been made a specialty of odd 
size watch movements. He services jewelers 
with his stock of 33/4, 4/6, 43/4, 5, 5%, 
6, 63/4 and 73/4”. These unusually small 
movements are required in fine watches. 

Problem cases are particularly interesting 
to Mayer and he personally answers jew- 
elers’ letters on them. He has available a 
descriptive folder on unusual movements. 


Reed & Barton's 
Spring Promotion 
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The third unit in a one package, four 
seasonal Reed & Barton Silversmiths pro- 
motion is shown in the picture. It will be 
shipped March 20, to those who took ad- 
vantage of the firm’s offer of four large 
displays, 100 colorful leaflets tieing in with 
each display theme and also newspaper 
mats. 

Called a “Spring” promotion, the display 
shows a selection of Reed & Barton silver- 
ware on a graceful park bench. 
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Karlan & Bleicher Offer 
Expanded, Free Mat Service 


Karlan & Bleicher, Inc., manufacturers of 
Perfect rings and ring findings, has an- 
nounced an expanded and redesigned free 
advertising mat and electro service. The 
firm says that an almost endless array 
of its ladies’ diamond mountings and wed- 
ding ring line is now ready and available 
in this new service. All rings are shown 
fully mounted for illustration purposes. 

The Karlan & Bleicher line of Falcon 
stone rings is also available in the new 
free mat service. Further information is 
available from the firm at 188 W. 4th St., 
New York 14, N. Y. 


“Salesman of the Year" Winners 
Announced by Bulova Watch Co. 





John H. Ballard, president of the Bulova 
Watch Co., has announced the first annual 
award winners of the Bulova “Salesman 
of the Year” competition. The awards took 
place upon the occasion of the firm’s first 
sales meeting in its new headquarters in 
Bulova Park, Flushing, N. Y. 

Ira Cohen and Nat Drobner, two veteran 
Bulova salesmen tied for first place by 
accumulating the same number of points. 

The photo shows, left to right, Jerome 
Abrams, second place winner, shown with 
his prize of a number of shares of stock 
in Bulova; Nat Drobner, shown being con- 
gratulated by John H. Ballard upon re- 
ceiving his plaque and shares of Bulova 
stock; Arde Bulova, chairman of the board, 
congratulating Ira Cohen, who received a 
plaque and shares of stock. 


re 


Electric Housewares Chairman 
Talks on Business Development 


At the January Housewares Show in 
Chicago, G. W. Orr of the John Oster Mfg. 
Co. and chairman of the Electric House- 
wares section of the National Electrical 
Manufacturers Association, said there were 
really only two basic ways to develop busi- 
ness. One way is to take business from 
someone else in your field, which type of 
competition we have all the time. 

The second way is to channel sales into 
your own field from some other fields or 
to create new sales. The purpose of the 
Electric Housewares Industry program is to 
further the second method. 





























Waltham Introduces 
Another New Package 
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A new design package, shown in the 
photo, has been announced by the Waltham 
Watch Co. It features a modern dimen- 
sional motif and is covered with simulated 
sharkskin in smart pepper and salt color. 
The interior is in soft fire red and eggshell 
color. 

The new package will be used on all 
Waltham watches priced below $39.75, 
with the exception of the Waltham $39.75 
19 jewel feature watches which also will be 
displayed in this box. This new box com- 
pletes the re-design of the firm’s packages. 


Kem Plastic Playing Cards 
Will Advertise Nationally 


Kem cards will be advertised nationally 
during 1954, it was announced by Kem 
Plastic Playing Cards, Inc., 595 Madison 
Ave., New York, N. Y. 

Ads are scheduled to appear in the 
Saturday Evening Post, House Beautiful, 
Ladies Home Journal, the American Maga- 
zine, True and Ebony. 

Emphasis will be placed on Kem cards 
being “washable, durable, replaceable and 
suaranteed.” The wide variety of Kem 
designs will also be featured. 


A "Little Tyke" Display 
By Heirloom Sterling 
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Heirloom Sterling has designed a strik- 
ing, new permanent type display for the 
“Little Tyke’s” silverware, shown in the 
picture. 

It is free of extra cost to all dealers 
ordering $100 net or more of Heirloom 
child or baby items. With smaller orders, 
the display may be purchased. 
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Princess Kropotkin Shows Linde Synthetic Gems at Columbia 





At Columbia University in New York, the gemology class of Professor Ralph J. 

Holmes greatly enjoyed a demonstration of laboratory-grown star rubies and 

sapphires. The stars were set in unusual and original pieces of jewelry by 

Princess Alexandra Kropotkin, stylist to the Linde Air Products Co., creators 

of the synthetic gems. Special interest was taken in the Linde star-ruby 

“marble'—a perfect spheroid with perfect asterization at both "poles'— 
shown for the first time at this demonstration at Columbia. 





Gemex Offers Showcase 
Containing 75 Watchbands 


The Gemex Co. offers a handsome port- 
able counter showcase (Unit No. A-26), 
containing 75 of the fastest selling Gemex 
watchbands. It is of modern functional 
design in rubbed solid walnut, trimmed in 
smart wrought iron and gold. 

As shown in the picture, 15 Gemex styles 
are displayed on a pad under a glass 
covered top, and 60 Gemex bands are inside 
in six drawers. 





Retail value of the new unit is $652.40, 
with no cost to jewelers for the showcase 
itself. Re-ordering is made simple through 
an illustration and order number in a slot 
under each watchband. 


S. Lesse & Sons Forms 
L & S Watch Case Co. 


S. Lesse & Sons, Inc., has announced the 
formation of a division known as L & S 
Watch Case Co., located at the firm’s pres- 
ent address, 1316 Arch St., Philadelphia 7, 
Pa. Lawrence W. Sparks has been ap- 
pointed vice-president in charge of mer- 
chandising. 

The division has been formed to manu- 
facture watch cases for diamonds and also 
14K gold and gold filled qualities. A design 
service has also been established and is 
available to both watch manufacturers and 
importers. 
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Spring Mat Service 
By Longines-Wittnauer 


Longines-Wittnauer Watch Co. has an- 
nounced its spring 1954 mat service. It 
includes a variety of sizes and appeals. 
The jeweler who prefers to build his own 
advertisements will find layouts and sug- 
gestions and the necessary elements to 
make special headlines and copy. 

Heading the service are illustrations of 
Longines-Wittnauer watches to be adver- 
tised nationally this spring. Each illustra- 
tion is made with scratchboard technique, 
which is said to give ads more prestige. 


New “Keepsake” Ring Box 
A Raymond Loewy Creation 

The A. H. Pond Co.’s “Keepsake” ring 
box, shown in the picture, was designed 
by Raymond Loewy, and the box is manu- 


factured by the Electric City Box Co., 
Buffalo, N. Y. 





Particularly striking is the edge trim- 
ming in gold acetate to match the Keepsake 
gold signature. This trim is contrasted 
against white and blue velvet pads. It was 
made by the Gomar Mfg. Co., Newark, 
N. J., and this firm metallized the inside 
of a specially extruded hollow acetate 
tubing with gold, thus trapping the gold 
so it never could be marred. 





Swift & Anderson Issue 
Publications on Binoculars 


Swift & Anderson, Inc., 952 Dorchester 
Ave., Boston 25, Mass., has issued several] 
publications on its line of binoculars and 
other instruments. A catalog of its new 
line of weather and optical instruments 
has been published, and is shown in the 
photo. Its cover reads: “A touch of 
splendor and so very useful.” 

A folder for counter or direct mail use 
has also been published. It describes five 
models of binoculars by Swift, ranging in 
price from $45 to $125, prices subject to 
federal tax. 





Another interesting booklet is “The Right 
Binocular for Your Own Use,” which dis- 
cusses what the binocular is and how to 
care for it. 


Eton Jewelry Sells 
Watchbands by Mail 
The Eton Jewelry Co., 56 W. 45 St., 


New York 36, N. Y., is producing a com- 
plete line of expansion watchbands which 





are designed exclusively for and distributed 
directly by mail only to retail jewelers in 
the United States, Alaska and Hawaii. As 
no salesmen or jobbers are employed in 
this method, the firm declares savings are 
passed along to the jeweler. 

Shown in the picture is a watchband 
designed for ladies’ round sport watches. 
It comes on its own portable display card. 
The “Outdoor Girl,” in stainless steel, is 
$2.60 Keystone, and in 1/20 10K gold 
filled is $3.50 Keystone. 


SUC to Undertake 
Television Ad Campaign 

The Standard Unbreakable Watch Crystal 
Co., New York, is launching a national 
television spot campaign to promote its 
“Rocket Cylinder Unbreakable” crystals. 


According to the firm’s ad agency, Friend, 
Reiss, McGlone, all major markets will 


be used. 
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Feature Ring Co. has made available 
for retail jewelers a new small space 
Feature Lock mat service, according to 
Henry Peterson, president of the firm. 

Designed primarily for those jewelers 
who prefer to use small space on a con- 
sistent basis and for rate holders, the small 
mat ads cover a wide range of promotional 
events. 

A copy of the mat service, whose cover 
is shown in the picture, may be obtained 
from Feature Lock wholesalers or from 


the firm at 130 W. 46th St., New York 36. 
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REHcraft Trophy Catalog 
Being Distributed 


The new 32 page REHcraft Trophy and 
Award Catalog is being distributed by the 
A. C. Rehberger Co. 

This latest catolog printed in two colors, 
includes a complete line of models for golf, 
tennis, bowling and all other sports. 

Catalogs are available from the firm at 
2134 N. Magnolia Ave., Chicago 14, III. 


Kaspar & Esh Offer 
"Add-A-Link" Display 


1008 Grass 000 18SEC OTIS 9 px ; 
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Shown in the picture is a new display 
by Kaspar & Esh for the firm’s “Add-A- 
Link” diamond bracelet and attachment. 
Also on the display are the matching bridal 
pairs, which the firm offers in the same 
style as the Add-A-Link bracelet. 

Copy on the display reads: “Beautiful 
Bridal Pairs with a Grand Future,” and 
“Now you can own a thrilling diamond 
ensemble that can be matched perfectly 
at any time with a glamorous Add-A-Link 
Diamond Watch Attachment or Diamond 
Bracelet.” 
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Holmes & Edwards Holds 
Spring Silver Sale 


The Holmes & Edwards division of the 
International Silver Co. has announced a 
spring silver sale, to take place during 
April. 

Set combinations offered are a 57 piece 
service for eight and an 81 piece service 
for twelve, with choice of either mahogany 
or blonde drawer chest. Patterns available 
include Romance, May Queen, Spring Gar- 
den and Danish Princess. Lovely Lady is 
available upon request. 

The 57 piece will retail for $79.95, regu- 
lar value $110. The 81 piece will retail for 
$115, regular value, $145.25. Both prices 
include chest. 

A variety of promotion will aid in the 
sale. Nationally, Holmes & Edwards will be 
participating sponsor on “Your Show of 
Shows” on NBC-TV, Saturday, March 6 
and 20; April 3, 10, 17 and 24; May 1, 15 
and 29, 


Complete Line Catalog 
Issued by Byard F. Brogan 





Byard F. Brogan, Philadelphia, has issued 
a colorful catalog of the firm’s line. Com- 
plete descriptions, lavishly illustrated with 
many photographs, are in the catalog on 
diamonds, mountings, fancy diamond 
mountings, star rings for men and women, 
matched wedding rings, plain and engraved 
wedding rings, diamond wedding and guard 
rings, men’s rings, pearl rings, and cultured 
pearl jewelry. 

The Brogan patented necklace clasp, 
promotional displays and jewelry modern- 
ization are also in the catalog. 


Elgin American Offers 
Free Items with Merchandise 


Elgin American is offering to the jeweler 
special assortments for the first six months 
of 1954. Valencia Elgin American necklace 
assortment No. 2445 has nine necklaces at 
a retail price of $62.75 plus tax. A $4.50 
retail strand comes free with this assort- 
ment. 

Another is Valencia earring assortment 
No. 865 with eight pairs of earrings, with 
a retail of $19.50, plus tax. A $2 earring 
is free. 

These assortments are available at Elgin 
American wholesalers. 








Wadsworth Display Features 
The “DuraPower" Mainspring 





This display was especially created for 
the announcement of the use of the Elgin 
National Watch Co.’s “DuraPower” main- 
spring in its line of Wadsworth watches. 

It is distinguished by eye-catching colors 
combined with a moving red arrow point- 
ing to the watches on display. It is suit- 
able for either window or counter use. 


Sheffield's Louis Farber Is 
Hess Brothers Award Winner 


Louis Farber, president of The Sheffield 
Silver Co. (made in the U. S. A.) has 
received an award for his silver plated 
Chafing Ensemble in the Hess Brothers 
Third Annual Versatility in Design Com- 
petition. He was the silverware winner in 
this competition. 

This Chafing Ensemble cooks two cas- 
serole dishes at once or keeps two hors 
d’oeuvres piping hot in its divided Pyrex 
liner. 


Glycine Salesmen's Kits 
Receive Good Response 





The Emil Leichter Watch Co., has an- 
nounced that the salesmen’s kits for all 
its Glycine salesmen have received a very 
favorable response from dealers. Each kit 
consists of a leather portfolio and presenta- 
tion assembly. 22 pages graphically illus- 
trate the Glycine and Good Housekeeping 
Seal of Approval campaign for 1954. 

The frontispiece is shown in the photo 
and has a big picture of the Glycine watch 
with the Seal of Approval attached. A good 
portion of the presentation kit is devoted 
to the mailing and display end of the 
promotion. 
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JESSE HINDIN 
Bulova 
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HERBERT DAUB 

Bulova 

Emanuel Hochman, vice-president and 
general sales manager of the Bulova Watch 
Co., has announced the appointment of six 
new sales representatives. Herbert Daub 
will cover the Bronx territory in New 
York. Jesse Hindin will cover Minnesota 
and Wisconsin. Herbert R. Kane has 
Connecticut and Massachusetts. Vince 
Musac has been assigned to New York, 
Maine, Vermont and New Hampshire. 
Morton J. Smit will cover Idaho, Mon- 
tana, Utah and parts of Oregon and Wash- 
ington. Sidney A. Vine will cover west- 
ern Texas. 





VINCE MUSAC 
Bulova 


HERBERT R. KANE 
Bulova 
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SIDNEY A. VINE 
Bulova 


> 


MORTON J. SMIT 


Bulova 


Reed & Barton has announced a number 
of sales staff changes. Paul Storm, Jr., 
will cover the northern half of Texas and 
part of New Mexico. Robert Allison 
will cover Oklahoma, Arkansas, northern 
Louisiana and the Texas panhandle. Clyde 
Howard will travel southern Texas and 
southern Louisiana. Thad B. Reese, Jr., 
will cover southern Indiana, southern Ohio, 
southern Illinois, Kentucky and part of 
West Virginia. Craig Francis will cover 
New York and Pennsylvania. Carl 
Stewart will travel Michigan, northern 
Ohio and northern Indiana. 
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News of Personnel 








R. H. Whidden, sales vice-president, 
Sheaffer Pen Co., has announced the pro- 
motion of Jack Asthalter, formerly east- 
ern sales manager, to merchandising 
manager. 

Lowell F. Halligan, vice-president 
(sales) of the Hamilton Watch Co., has 
announced the appointment of Louis E. 
(Lou) Williams as salesman in Dallas, 
Texas. 





PAUL W. BEARD 
Telechron 


LOUIS WILLIAMS 
Hamilton 


Paul W. Beard has been appointed 
Kansas City district manager for Telechron 
electric clocks, it was announced by Rus- 
sell T. Woodward, manager of marketing 
of Telechron. 


Irving Gerbert, president, the Maxwell- 
Phillip Co., N. Y., N. Y., has announced 
the appointment of Oliver C. Graham 
as sales representative for the firm’s line 
of buffet serving accessories. Covering the 
southeast, his address is P. O. Box 2266, 
Palm Beach, Fla. 


——_____-_—~ 


Richard A. Romanelli has been ap- 
pointed west coast merchandising repre- 
sentative for The Watchmakers of Switzer- 
land, it was announced by Paul A. Tshu- 
din of The Watchmakers of Switzerland 
Information Center, Inc. 


RICHARD 
ROMANELLI 


Watchmakers of 
Switzerland 


Volupte, Inc., has announced two new 
sales representatives. Malcolm Miller 
will be representative in Arkansas, Louisi- 
ana, Oklahoma and part of Texas. Rich- 
ard D. Ruane will cover the midwest, 
including North and South Dakota. 

















A. Cohen & Sons has announced two 
appointments to its sales staff. Burt Skoy 
will cover San Francisco, Oakland and 
Nevada. Herman Beck will cover Ala. 
bama and parts of Georgia, Florida and 
South Carolina. 


Clark & Coombs Co., Providence, R. I, 
ring manufacturer, has announced the ap. 
pointment of Harry E. Beatty, North 
Hollywood, Cal., as representative on the 
west coast. 


Harry L. Crissey, 1206 15th St., Den. 
ver, Colo., has been appointed represen- 
tative for the mountain states by Selwyn 
Jewelry Co., costume jewelry manufac. 
turers, Minneapolis, Minn. 


Charles S. Davis has joined the sales 
staff of the Eterna Watch Co., it has been 
announced by Max Templehoff, sales man- 
ager. He will cover Ohio, Pennsylvania, 
Delaware, Maryland, the District of Co- 
lumbia, West Virginia, Kentucky and Vir- 
ginia (Arlington County). 





é 
CHARLES S. DAVIS HARRY CARSON 
Eterna-Matic Gruen 


Abraham S. Braude, vice-president in 
charge of sales, Gruen Watch Co., has 
announced that Harry Carson has been 
named district sales manager of all terri- 
tory west of the Mississippi River. 





Westinghouse Introduces 
1954 Line of Fans 


A new window fan featuring twin blades 
with exhaust capacity to change the air in 
a four room house in 60 seconds highlights 
the 1954 line of electric fans announced by 
W. B. Massenburg, fan manager, Westing- 
house electric appliance division. It is 
model C-6000 and its suggested retail price 
is $99.95. 

An addition to the popular Riviera series 
is the Riviera “15” fan. It is a ten in. 
model featuring “air injector rings” and 
“air jet vanes.” It has two speeds and can 
be tilted and locked in any direction, or 
mounted as a wall bracket fan. $39.95 is the 
suggested retail price. 
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POWER 





Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


THE JEWELERS’ 


It contains an invaluable wealth of information essential to 


Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. 3 00 

More than 4500 word-and-term definitions, many of them at 7 

clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 





ORDER 





AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 
Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A limited quantity 
available 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 





THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


Money order ........... is enclosed 
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Special Notices 


‘Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 

Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
2S words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclesed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 


letters of re d 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 








DISCOUNT salesmen; top flight. Address 
“A., 316,” care J C-K. 





BOOKKEEPER, expert, thorough knowl- 
edge of every phase of jewelry business, 
top record. Address “‘V., 21,” care J C-K. 





SALESLADY (jewelry) part time: long 
selling experience; excellent references. 
Tel. AC 2-0957, New York. 





INSIDE credit jewelry salesman; one of 
the very best in the business. Address 
“B., 349,” care J C-K. 





SALESMAN, retail experience; Saturdays 
only; jewelry line for 15 years: New 
York City Metropolitan area. Call WA 
3-3324, evenings. 





JEWELER and setter, first class, 25 
years’ experience, desires position in re- 
tail store; can give best of reference. 
Address “K., 236,” care J C-K. 





PAWNBROKER-manager, 20 years New 
York City experience; can set up new 
store; will invest; will relocate. Ad- 
dress “G., 337,” care J C-K. 





FIRST class jewelry repairer and en- 
graver, some stone setting: long ex- 
perience ; best references. Address “H., 
323,” care J C-K. 





SALESMAN-manager, 40 years of age, 
nine years’ experience in retail jewelry 
and credit business; New York City or 
South. Address “L., 304,’ care J C-K. 





EXPERT polisher, lapper, plater, wishes 
position production and hand made gold, 
gold filled and platinum. Address “G., 
328,” care J C-K. 





MANAGER - salesman, single, excellent 
floor personality ; gemologist ; all phases 
credit operation; relocate; resumé on 
request. Address “P., 308,” care J C-K. 





JEWELER-engraver-diamond setter, 25 
years better class retail stores, desires 
change; prefer high class retail store, 
yx ed West. Address “V., 313,” care 








WATCHMAKER, 25 years’ experience; 
desires steady job; close timing, ex- 
perienced on automatic winders and 
complicated watches. Address “M., 238,”’ 
care J C-K. 





JEWELER, 10 years’ experience on plat- 
inum, gold; can do light special orders 
and repairing; no setting; wishes posi- 
tion; moderate salary. Address “L., 
330,°° care J C-K. 





CREDIT jewelry store salesman or man- 
ager. 29 years old, married; six years’ 
experience; Southern California loca- 
tion preferred; salary open. Address 
“Pp., 240,” care J C-K. 





REPUTABLE diamond expert, mature, 
healthy male, veteran; experienced and 
personable; available for 10 years ser- 
vices; $75 for five days. Address “‘J., 
272,’ care J C-K. 





WATCHMAKER, 36 years old, 15 years’ 
experience, nine years on present job; 
must move to warmer climate due to 
child’s health; Florida preferred. Ad- 
dress “M., 286,” care J C-K. 





YOUNG woman, experienced in general 
office work, special order department, 
billing, typing, clerical, merchandising, 
etc., in costume and gold jewelry. Ad- 
dress “R., 214,” care J C-K. 





ENGRAVER; experienced, monograms, 
inscriptions, etc.; go anywhere but pre- 
fer mild climate; salary must be at- 
tractive; samples, references furnished. 
Address “J., 297,” care J C-K. 





POWERFUL jewelry salesman: late for- 
ties; successful, intensified experience; 
seeks responsible job finer Manhattan 
store; very finest reference; employed 
now. Address “C., 317,’ care J C-K. 





DISPLAY salesman available reputable 
Manhattan showroom; admirably ex- 
perienced jewelry boxes, trays, show- 
case systems; consider occasional local 
Pee trips. Address “P., 213,” care 





DIAMOND setter, manufacturing jeweler, 
25 years retail store, trade shop experi- 
ence; fine platinum and gold, setting, 
repairs, and special order work ; age 42; 
married ; now employed, wishes change, 
retail store only; references. Address 
“., 113," care J Cok. 





COMBINATION man; first class watch- 
maker who ean engrave, set stones, 
jewelry repair and light special 
order work; Georgia, Florida only. 


Address “B., 225,” care J C-K. 





ENGRAVER; 25 years’ experience, letter- 
ing and monograming silver and fine 
jewelry, desires permanent connection 
high class retail store: South or South- 
west. Address “T., 312,’ care J C-K. 





CREDIT store manager, thoroughly ex- 
perienced all phases retail operation, 
desires connection near New York City; 
responsible, matured; now employed. 
Address “A., 248,’ care J C-K. 





DISCOUNT salesman seeks’ responsible 
job in reputable showroom; successful 
intensified experience diamonds, watches, 
kindred lines: highest unit sales guar- 
anteed. Address “C., 100,” care J C-K. 





A really good, experienced watchmaker, 
good producer, good tools and Watch- 
master; best references: prefers con- 
nection in or near Western Virginia. 
Address “K., 2892,” care J C-K. 





MANAGER; 25 years’ thorough experience 
all phases credit jewelry business, de- 
sires permanent connection with repu- 
table firm; presently employed; age 46, 
married; California preferred. Address 
“Dy o11, Care J C-K.. 


WATCHMAKER, reliable, family man, 29 
accustomed to high grade work, desireg 
responsible position in or near Log 
Angeles, June or July; H.1.A. certified 
master certificate. Address “V., 244” 
care J C-K. 








MANAGER, 28, top-notch salesman, seven 
years’ experience in all phases of re. 
tail credit jewelry, selling, collecting 
displaying, advertising ; married; if yoy 
need a good man, don’t look further 
Address “K., 364,” care J C-K. 








WATCHMAKER, also assist with retail] 
sales; 20 years’ experience ; middle age: 
neat; good references; full details in 
first letter; prefer Arizona, Colorado or 
— Address “B., 288,” care J 

“KA. 








STORE manager, with 20 years of inten- 
sive experience, will accept top salesman 
position for opportunity to return to 
Newark, N. J. or Westchester County, 
New York territory. Address “T., 343,” 
care J C-K. 








TOP salesman and executive, liquidating 
own retail jewelry business, desires af- 
filiation with retail establishment, 
Georgia or Florida; will also consider 
road position for Southern States. Ad- 
dress “H., 296,” care J C-K. 








COMMERCIAL credit executive to jobber 
or manufacturer; completely equipped; 
forwarding, legal forms, etc., graduate 
in business law and collection law and 
collection practice; minimum _ $8,000 
year. Address “F., 146,” care J C-K. 


GEMOLOGIST, young, graduate Ameri- 
can Gem Society, desires position with 
fine cash store in Southeastern States, 
or willing to invest with proper person; 
know watchmaking, engraving and stone 
setting. Address “K., 340,” care J C-K., 








WATCHMAKER, 39 years old, fast and 
dependable: 20 years’ experience in high 
grade watchmaking; can take complete 
charge of repair department: pleasing 
personality and finest references; will 
relocate anywhere. Address “F., ” 
care J C-K. 





GENERAL manager, excellent background 
in credit jewelry business; buying ad- 
vertising, promotions; 20 years’ experi- 
ence; now employed in the above ca- 
pacity by six store chain doing seven 
figures; will relocate. Address “L., 
2238," J C-K. 





SALESMAN-manager, married: seeking 
new connection, presently employed; 
thoroughly experienced in every phase 
retail credit jewelry operation; present 
salary over $10,000; finest references; 
will relocate anywhere. Address “E., 
227,” care J C-K. 





WATCHMAKER-jeweler-engraver, mar- 
ried; 32 years old; eight years’ experi- 
ence at bench; graduate of accredited 
horological engraving and jewelry 
school: desires any position in jewelry 
field ; Southern California preferred, but 
will consider other offers. Address “D., 
226,’ care J C-K. 











BOOKKEEPER, F. C., office manager 
(female) 15 years’ experience, 10 years 
in jewelry chain stores; exceptional 
ability proven background; accustomed 
to heavy volume and responsibility; ex- 
cellent recommendations: Manhattan or 
Queens. Address “Y., 348,” care J C-K. 
or phone Boulevard 1-8430. 





DIAMOND man; 27; single; six years 
buying, selling, assorting experience 
with diamond importing house, desires 
permanent position with established 
house as buyer or assistant buyer; ex- 
perienced in handling single cuts, melee 
and sizes; excellent references. Address 
“L., 331,” care J C-K. 





MANAGER, salesman, 24 years’ experi- 
ence in all phases jewelry business, man- 
agement, sales, credits, merchandising, 
window trimming and promotions; mar- 
ried, 43 years old; desires to re-locate 
with a more aggressive company, South, 
Southeast, Southwest, or West prefer- 
red. Address “K., 298,” care J C-K. 








208 


THE JEWELERS’ CIRCULAR-KEYSTONE 








MANAGER, wants proposition with a 
future: 20 years retail credit and cash 
jewelry experience, buyer, salesman, 
window trimmer, advertising and pro- 
motion; interested in connection with 
high class firm; married, 39 years old, 
pleasing personality; finest references ; 
will move anywhere. Address “G., 271,” 
care J C- 








AMBITIOUS, capable, young man, vet- 
eran, married, thorough knowledge 
jewelry business, experienced merchan- 
diser, presently employed; excellent 
educational background, energetic, per- 
sonable, responsible, conscientious; fin- 
est references; desires opportunity. Ad- 
dress “W., 127,” care J C-K. 








TOP notch manager-salesman desires per- 
manent connection with reputable firm; 
A-1 references, neat, personable, ex- 
perienced in every phase retail credit 
jewelry store operation; if you desire a 
man who can add the necessary talent 
to your store, don’t fail to answer this 
ad. Address “B., 2982,” care J C-K. 








TOP flight manager-salesman, 18 years’ 
experience aS manager - supervisor - 
owner; complete knowledge of credit 
chain store operation, including jewelry 
concessions in department stores; age 
48, married; fine appearance; New 
York, Pennsylvania or Southeastern 
States preferred; complete resumé on 
request. Address “A., 187,” care J C-K. 





RETAIL manager, experienced in all 
phases of credit jewelry business; full 
understanding of promotions, advertis- 
ing, buying, credit, etc.; presently em- 
ployed in Washington, D. C. area in 
above capacity, doing upwards of $600,- 
000 vearly; married, 40, one child; pre- 
fer South. Address “N., 366,” care J 





REPAIR Department, or watch sales 
manager, age 48, 31 years’ experience in 
best stores; 12 years with last employer 
as department head; excellent watch- 
maker ; best reference, good appearance, 
married, sober, steady and good mixer: 
prefer South or Southwest; salary to 
—s position. Address “A., 224,” care 





RETAIL manager; 25 years’ thorough ex- 
perience in every phase of chain credit 
jewelry stores; top salesman, knows 
diamonds, promotions, credits, collec- 
tions, advertising and displays: best of 
references and good appearance; prefer 
North or South, but would consider 
bordering States of either. Address “B., 
318,’ care J C-K. 


GEMOLOGIST; associate member Ameri- 
can Gem Society; manager, salesman ; 
desires position with high grade estab- 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem testing and _ identifica- 
tion; special order work; window dis- 
play: over 25 years’ experience. Ad- 
dress “S., 120,” care J C-K. 











SALESMAN, manager, heavy independent 
and chain experience Midwest, wishes 
to relocate in or near New York: thor- 
oughiy experienced advertising display, 
credit, merchandising; 39, tall, well 
built, distinguished appearance: sacri- 
fice immediate earnings for opportunity ; 
will be in New York March 1-15. Ad- 
dress “B., 253,” care J C-K. 








GENTLEMAN, well known for many 
years among manufacturers of 
jewelry and _ silverware; personal 
contact with tops using precious 
metals ; capable salesman, publicity; 
references the best. Address “E., 


269,” care J C-K. 


—— 





CHAIN store owner, overburdened: hire 
this man as your assistant and key 
man; extensive jewelry background, di- 
rect working knowledge, sales, collec- 
tions, promotions, stock merchandising 
and control, purchasing, advertising and 
display, store supervision and manage- 
ment; makes own decisions: now em- 
ployed in similar capacity. Address “B., 
249,” care J C-K. 





DIAMOND assorter, diamond ring pro- 
duction, bookkeeper, office man- 
ager, mail orders, showroom sell- 
ing, 12 years’ experience, seeks 
position with aggressive New York 
diamond and/or ring company. Ad- 


dress “E., 353,” care J C-K. 





MR. CREDIT jeweler; can you use a 
right hand man; diversified experience 
in credits, collections, sales, etc.; pro- 
motion minded, good window dresser, 
five years’ managerial background, also 
business college course graduate; young, 
energetic, and ambitious; married; wil- 
ling to relocate; presently employed in 
ar ae capacity. Address “K., 303,” care 





MANAGEMENT or future manage- 
ment; excellent references and 
capabilities; Bradley watchmaker, 
jeweler and engraver; graduate 
gemologist; ll years’ experience; 
young family man; salary, or salary 
and commission. Address “G., 322,” 


eare J C-K. 





ARE you fed up with excuses, lack of 
sales volume; weakness in management 
might be your problem; modern credit 
store management, credit department 
sales promotion plans, advertising and 
display can correct your problem; my 
25 years’ experience in credit retail 
jewelry stores, plus willingness to prove 
increase in sales is offered at a vearly 
salary $8,000, plus percentage on in- 
crease; Mid-Central or Southern Cali- 
fornia location preferred. Address “W., 
245,” care J C-K. 





CAN you use a man who has 27 years’ 
experience in the jewelry business; one 
whose vast experience covers every 
phase in the manufacturing of jewelry 
from the raw finding to the finished 
product; one who knows how to mount 
merchandise; can take care of special 
orders, able to bill out orders, and 
understands diamonds by quality, color 
and perfection; wishes connection with 
a wholesaler or manufacturer: Metro- 
word area. Address “F., 321,” care 





A 14 YEAR top manager in a chain 
organization; volume brought up 
from $200,000 to $750,000; recog- 
nized one of the best in managing, 
selling, training of salespeople and 
promoting; interested in organiza- 
tion as manager or supervisor; a 
resumé complete on request; will 
be available 30 days after agree- 
ment. Address “W., 283,” care 
J C-K. 





TOP-flight general manager; 20 years’ 
thorough experience in installment 
jewelry business; buyer, general 
manager, advertising, promotions, 
credit and collection; was _ with 
chain of 12 stores, volume running 
into seven figures; at present em- 
ployed in above capacity; best of 
references and fine appearance; 
will travel anywhere. Address “K. 


329,.”? care J C-K. 





SUCCESSFUL, 36 year old executive (17 
years’ thorough experience in install- 
ment jewelry business) interested in a 
change; seeking a permanent, secure, 
responsible and good paying position 
with large progressive retail jewelry 
operation; can provide only the best 
references with past employers and re- 
sponsible men of the trade; have di- 
rected the purchasing, merchandising, 
sales, advertising, sales promotions, and 
proper training of sales personnel for 
two jewelry chains, both doing over one 
and one-half million annually; prefer 
Eastern location but may consider other 
location only if proposition is good: 
starting salary $12,500 plus bonus and 
—— Address “L., 275,” care 











Lines Wanted 











WEST Coast salesman desires factory 
line fine jewelry in gold and platinum; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 








SALESMAN, established following better 
jewelers, desires manufacturers’ lines 
selling direct; New Jersey, New York 
City, Long Island. Address “E., 351,” 
care J C-K. 





SALESMAN ; fine gold jewelry following 
in New York; will also travel between 
Washington and Boston; age 32, mar- 
ried; want established firm. Address 
“J., 302,” care J C-K. 





SALESMAN, covering Midwest, New En- 
gland; 20 years’ experience all lines; 
wholesalers, jobbers, chain stores, credit 
stores, fine retailers; drawing account. 
Address “A., 262,” care J C-K. 





WEST Coast factory representative de- 
sires platinum cases, attachments, ear- 
rings, bracelets, set and unset; must 
be top quality; commission basis; ref- 
erences. Address “G., 2948,” care J C-K. 





MANUFACTURER®Y’ representative, cov- 
ering New Jersey and surrounding area, 
desires small non-conflicting and com- 
petitive side line, to be sold to chains 
and well rated retailers. Address “‘J., 
339,” care J C-K. 





SALESMAN, covering Midwest territory 
for top mounting house, wants non- 
conflicting second line; have good fol- 
lowing among wholesalers and large 
retailers. Address Circular 292, Room 
1420, Heyworth Bldg., Chicago 2. 





SALESMAN, desires manufacturer’s line 
selling to jobbers and wholesalers only ; 
commission basis with drawing; South, 
Southeast and Southwest territory; 
zood references; well experienced. Ad- 
dress “R., 309,” care J C-K. 





SALESMAN, top-notch, well established, 
respected and well known throughout 
the industry, desires to represent repu- 
table concern to the better jeweler; New 
Jersey, Long Island, Metropolitan Area. 
Address “C., 350,” care J C-K. 





LINES wanted; well acquainted and 
experienced, calling on the best 
rated jewelers in Southwest; a pro- 
ducer. Address “R., 241,” care 
J C-K. 





GOOD established salesman, with big fol- 
lowing to high class stores, department 
stores and jobbers, is looking for gold 
jewelry, w. pearls, platinum and white 
zold watch cases, fine gold filled jewel- 
ry lines; top references. Address “T., 
219,” care J C-K. 


SALESMAN, with Chicago office covering 
the Midwest, calling on wholesalers and 
premium jobbers, open for a good rhine- 
stone line, boxed or bulk; must be well 
established concern; can handle vol- 
ume business. Address Circular 293, 
Room 1420, Heyworth Bldg., Chicago 2. 








WANTED: small novelty items: inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise: have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K 





WE are open to represent a line to 
the wholesale jewelry trade in all or 
part of the West Coast and the 
South; all replies held confidential. 
The Lewy & Goodman Co., Leonard 
B. Lewy and T. Leonard Goodman, 
29 E. Madison St., Chicago 2, Ill. 





a 


FOR MARCH, 1954 


209 











(Continued from page 209) 





LINES WANTED—Continued 





MANUFACTURERS’ representative, with 
Los Angeles office, can give you power- 
ful representation in the West; well 
established, with strong following 
among department stores, specialty 
shops, and well rated jewelers; now 
representing top prestige, nationally 
known houses; desires additional lines 
from established firms. Address “M., 
365," care J C-K. 





MANUFACTURERS’ representative; 20 
years following among wholesale 
jewelers, military, and costume job- 
bers in Pacific Coast and Mountain 
territory, desires non - conflicting 
line, on commission, Address ‘“‘J., 


41.” care J C-K. 





TOP notch sales representative avail- 
able at once; one of the outstand- 
ing names on the road; 30 years 
selling to the jobbers, credit stores, 
discount houses, large retail stores 
and department stores; most power- 
ful connections in the country; de- 
sires gold lines, watch lines, promo- 
tion merchandise, etc.; if you have 
a strong line this is an excellent 
opportunity; commission basis. Ad- 
dress “E., 201,’ care J C-K. 








Side Lines 








SALESMAN, to carry a fine line of 14K 
brooches, pendants and bracelets, and 
a very fine line of hand made mar- 
casite jewelry: commission basis. Ad- 
dress “N., 239,” care J C-K. 





SALESMAN, with retail following, to 
feature full line of religious jewelry; 
competitively priced ; commission basis; 
territories open: West Coast, Midwest. 
Address “F., 294,” care J C-K. 





SALESMEN, to represent importer of 
high quality line; costume jewelry, 
flatware, ice tongs, sugar tongs, and 


nove!ty items: commission. Address “N., 
212,” care J C-K. 





SALESMAN, carry side line ladies’ un- 
mounted diamond watch cases, and at- 
tachments in 14K gold and platinum; 
all territories open. Address “‘A., 252,” 
care J C-K. 





SALESMAN, calling on wholesalers and 
jobbers in New York and Eastern Ter- 
ritory, for popular priced line of die 
struck bridal sets; commission basis. 
Address “‘C., 264,” care J C-K. 





SALESMEN; promotional line of easy to 
sell costume jewelry, terrific values, 
watch attachments, filled lockets, used 
with other lines as door opener; $1 to 
ae: retailers. Address “V., 344,” care 





MANUFACTURERS’ representative ; qual- 
ity line imported stainless steel flat- 
ware to be promoted; competitively 
priced: good commission; state lines 
carried, territory. Box 18,878, Los An- 
geles 19, Calif. 





SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10k 
and 14k gold to the jobbers and large 
large chain stores: commission basis; 
man for Chicago, also man for Pacific 
Coast. Address “D., 289,” care J C-K. 





SIDE line; you can earn 15% selling 
jewelry displays, trays, boxes, etc.; 
world’s largest selection; established 
customers. William Korn & Co., 17 Elm 
St., Buffalo, N. Y., or Merchandise Mart, 


Dallas, Texas. 
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SALESMEN wanted to carry a short line 
of fine diamond and baguette mounted 
rings and wedding rings to the better 
retail stores; all territories open; com- 
~~ basis. Address “H., 204,’ care 
J C-K. 





SALESMAN, to carry established manu- 
facturers’ well known line of 14k gold 
earring-mountings; also a new attrac- 
tive line of men’s sterling silver tie bars 
and cuff link sets; most territories open. 
Address “H., 362,” care J C-K. 





SALESMEN, to represent leading manu- 
facturer of silverware chests; must have 
following with retail jewelers and sil- 
verware buyers of department stores; 
commission basis; state territory and 
give full details. Address “G., 295,” 
care J C-K. 





SALESMAN, with established following 
in Midwest, to carry 14K bridal sets 
and platinum rings to jobbers and 
chain stores; commission basis only; 
could carry side line; opportunity for 
~~ man. Address “F., 327,” care 





SALESMAN, one for Pacific Coast, and 
one for Middle West, to carry as a side 
line, to fine retail trade, old established 
manufacturer’s line of ladies’ and men’s 
high grade 14K gold jewelry and novel- 
ties; commission. Address “E., 267,” 
care J C-K. 





SALESMEN, to carry nationally adver- 
tised line of jewelry display fixtures; 
liberal commissions; excellent. terri- 
tories still available. Write full par- 
ticulars to, Morton Pelzner Displays, 
a" Taraval St., San Francisco 16, 

alif. 





SALESMAN, to represent a manufactur- 
ing jeweler with a non-conflicting line; 
wedding rings, mountings, diamond 
rings, emblems, etc.; fast selling line; 
strictly commission basis; state terri- 
by Al you cover. Address “Q., 266,” care 





SALESMAN, with following in the silver 
departments and jewelry stores, West 
Coast territory; we are manufacturers 
of sterling silver gift items, photo 
frames and Florentine jewelry; liberal 
commission and protected territory. Ad- 
dress “A., 287.” care J C-K. 





SALESMAN, with non-conflicting line, to 
the better retail stores, to carry a fine 
line of ladies’ diamond set rings also 
mountings, moderately priced; the above 
make is noncast, but stamped and hand 
finished; strictly commission basis. Ad- 
dress “H., 301,’ care J C-K. 





SALESMEN, with good retail following, 
to sell ladies’ and men’s birth stone 
rings, diamond dinner rings, crosses, 
cuff links and tie holders, in 10k and 
14k gold; state territory you are cover- 
ing and references; drawing against 
commission. Address “G., 300,” care 





SALESMAN wanted, with following 
among wholesalers, material houses, 
chain jewelers, for high quality, low 
price watch band line in the Mid- 
West and Southwest territory; all 
replies confidential. Address “D., 
251,” care J C-K. 





WELI. known manufacturer of mount- 
ings, wedding rings, princess and cluster 
rings, etc, selling to wholesalers, job- 
bers, chain stores and large users, has 
opening for an aggressive, well estab- 
lished and known salesman in this field, 
who can produce volume business; ter- 
ritory West Coast with established trade 
throughout; reply and give full details 





in first letter. Address “G., 203,” care 
7 (aa. 

SALESMAN; outstanding loose dia- 
monds, platinum, gold mounting 


firm selling to best stores interested 
in side line salesman; only one with 
proven record will be considered; 
state all details fully which will be 
kept in strictest confidence. Address 
“B., 310.”’ care J C-K. 











NATIONALLY known manufacturer 
of fast selling 14K charm bracelets 
and discs, at prices to meet all com. 
petition, desires salesmen with large 
following among retail jewelers and 
department stores over various terri- 
tories; give particulars in first let- 


ter. Address “M., 211,”’ care J C-K, 


JEWELRY salesmen, experienced, to sel] 
the better retail jewelers, department 
stores and credit stores ; well established 
manufacturer of gold filled, sterling 
silver and rhinestone rhodium finished 
costume jewelry; car necessary; com. 
mission basis: Michigan, Pennsylvania, 
Ohio, Indiana, New England States, 
South Eastern States, Illinois, Louisi- 
ana, Mississippi, Missouri, Texas; write 
full history first letter; replies treated 
—— Address “Y., 284,” care 














Help Wanted 





————_ 
——___. 


WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,’ care 
J 








——$——__ 


WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





COMBINATION jeweler, stone setter and 
engraver for 100 year old firm; steady 
employment. R. C. Green’s Son, Potts- 
ville, Penna. 





JEWELRY repairman, capable, experi- 
enced ; permanent year around work in 
retail store: good salary; references 
required. Address ‘“H., 338,’ care J C-K. 





WATCHMAKER, capable of close timing 
on all grades and makes of watches; 
give full information and salary wanted 
in first letter. Brock’s, Inc., Rome, Ga. 





COMBINATION watchmaker-jeweler, in 
leading jewelry store in small city in 
Northern New York State. Address “K., 
73,”” care J C-K. 





EXPERIENCED watchmaker, able to re- 
pair high grade Swiss watches, calendar 
watches, and chronographs; permanent 
position; Southwest United States. Ad- 
dress “E., 292,” care J C-K. 





JEWELRY repairer, stone setter and 
plain engraver; excellent working con- 
ditions in one of Eastern North Caro- 
lina’s better jewelry stores. Address 
“E., 193,” care J C-K. 





WANTED: combination watchmaker-en- 
graver, in established jewelry business: 
good location, living conditions and 
schools. Write, Phillip’s Brothers, Inc., 
Lynchburg, Va. 





SALESMAN-assistant manager, for fine 
cash credit jewelry store in Rutland, 
Vermont; excellent salary and fine liv- 
ing conditions. Freeman-Hascal, Rut- 
land, Vt. 





JEWELER on special order work, also 
able to do some stone setting and with 
ability of taking charge; good future; 
give full information. Address “Z., 256,” 
care J C-K. 








JEWELER, with 10 or more years’ ex- 
perience, with a thorough knowledge of 
special order work; fine job for a man 
with ability; give information in detail. 
Address “J., 255,” care J C-K. 


ED 


YOUNG man, preferably from small Mid- 
west city, with some sales experience, 
retail jewelry store; permanent. Wil- 
liam Crow, Third Floor University 
Bldg., 910 16th St., Denver, Colo. 








SALESMAN: established following New 
York and New Jersey, New England, 
for well known gift-silver novelty line; 
drawing plus commission; write de- 
tails Address “D., 192,” care J C-K. 





THE JEWELERS’ CIRCULAR-KEYSTONE 








Ss SMAN, for Ohio, Michigan, Indiana 
and Kentucky, for prominent manutac- 
turer of sterling silver and silver plated 
hollowware ; salary or commission. Ad- 
dress “H., 234,” care J C-K. 


—— 
'ELER, with some good ideas in pro- 

i new models of various designs ; 
a fine opening for such a mechanic; 
when making reply give full particulars. 
Address “F., 258,” care J C-K. 

es 

SALESMAN. experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 

















SALESMAN, with real sales ability, for 
credit jewelry store in one of Connecti- 
eut’s leading cities; good opportunity ; 
state complete details and salary de- 
sired. Address “F., 202,” care J C-K. 








SALESMAN, for credit and cash jewelry 
store in Vermont; must know window 
trimming and promotions; give age, 
marital status, references and experi- 
ence in first letter. Address “F., 229,” 
eare J C-K. 








STONE setter, with Knowledge of doing 
special order work; fine opportunity for 
the right capable man; state experience, 
age and where in the past employed ; 
strictly confidential. Address ‘“T., 257,” 
care J C- 





———— 


WANTED; salesmen to carry wedding 
ring line; handle as side line to retail 
jeweler ; Middle West and New England 
territories open; send references with 
application. Address “T., 281,’" care 
J C-K. 





SIDE line; Southern territory open; man 
now calling on watch material stores 
to carry additional items as side line 
for old established reputable manufac- 
turing firm; write in complete con- 
fidence. Address “K., 273,” care J C-K. 





SALESMEN, West Coast, Southern States, 
with good following, for better retail 
stores, fine line of imported jewelry; 
high commission: non-conflicting side 
line acceptable; reply full particulars. 
Address “R., 279,” care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
State age, experience, salary expected, 
Pima letter. Address “R., 2165,” care 





JEWELRY salesmen, to call on retail 
jewelers and discount houses: silver 
plated, sterling hollowware and fine En- 
glish import lines available; some terri- 
i. open. Address “L., 115,” care 


SALESMEN; established territory; ex- 
perience essential to sell the world’s 
largest selection of jewelry displays, 
trays, boxes, etc.; high commission. 
William Korn & Co., 17 Elm St., Buf- 
falo. N. Y., or Merchandise Mart, Dal- 
jas, Texas. 








SALESMAN, having following among bet- 
ter department, specialty and jewelry 
stores in Pittsburgh, Northwest and 
Southwest territory, to represent a fine 
manufactured rhinestone line. Encore 
ie ale Co., 36 E. 23rd St., New York, 


a 


SALESMAN, with good following, wanted 
for New England and Eastern States 
by European manufacturer's representa- 
tive; high quality line imported jewel- 
ry; straight high commission; state full 
particulars in first letter. Address “N., 
277,” care J C-K. 


ee 


WATCHMAKERS (fully experienced) 
write in confidence stating age, experi- 
ence, and starting salary desired; se- 








cure future; pleasant working condi- 
tions; swell co-workers await the right 
men. 


Contact, Ed Freed, care Alpert’s, 
Jewelers, Elmira, N. Y. 





JEWELRY 








SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions; refer- 
ences. Address “R., 2622,” care J C-K. 





WEST Coast salesman, wanted by estab- 
lished ring manufacturer to carry fine 
line of mountings in gold and platinum, 
mounted and unmounted, also onyx and 
signet rings; must have following; no 
objection to non-conflicting side line. 
Meyer Siegel, 704 Market St., San Fran- 
cisco, Calif. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of stone 
set rings; must have experience and 
folowing in the open territories; one 
—QOhio, Michigan, Indiana, Illinois; two 
—Texas and adjacent ; good opportunity 
with a top line; state full particulars. 
Address “C., 61,’’ care J C-K. 


SALESMEN, with good retail follow- 
ing, wanted by well known manu- 
facturer of diamond set, bridal sets 
and ladies’ 14kt dinner rings; we 
have excellent territories open. Ad- 


dress “C., 291,” care J C-K. 








salesmen; New York manu- 
facturer seeks two top men to cover 
West, Midwest, South, Southwest terri- 
tory with following to the better retail 
and department stores, to carry exten- 
sive fast selling line ladies’ 14k jewel- 
ry; non-conflicting line ok; commission 
only ; give full particulars. Address “S., 
280,”" care J C-K. 





SALESMAN, with following among 
wholesalers in the Middle West, to 
carry established line of ladies’ gold 
and platinum ring mountings. Ad- 
dress Teitelman-Danziger, Inc., 55 


E. Washington St., Chicago, IIl. 





EXCELLENT opportunity; established 
manufacturer of quality costume jewel- 
ry, popular priced, with active accounts, 
has opening for ambitious salesman, 
with following, in West North Central 
States; resident of Minneapolis, Minn., 
preferred; also for New York, New 
Jersey and Pennsylvania. Address “J., 
205," care J C-K. 





SALESMAN wanted; calling on retail 
stores; largest line of fine scarab 
jewelry; 14K and gold-filled; trade 
marked, advertised and weil known; 
competitively priced. Address “‘E., 
135,” care J C-K. 





OLD established diamond ring house has 
two territories open for salesmen with 
established following; no aspirants; 
liberal drawing account against com- 
missions; liberal commissions; New 
Engiand and Mid-West territories open : 
our men know of this ad; all informa- 
tion kept in strict confidence. Address 
“D., 265,” care J C-K. 





A-1 watchmaker; permanent position; 
sober, reliable, experienced in close 
timing of railroad work; Florida 
East Coast, old established cash 
store. John K. Shacklett, New 
Smyrna Beach, Fla. 





WANTED; experienced jewelry man who 
knows jewelry business from A to Z: 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 
promotion; no other man need apply; 
position open in North Carolina, with 
permanent position for the right man. 
Address “H., 198,” care J C-K. 





SALESMAN, for Denver and surrounding 
territories; excellent opportunity for 
conscientious man; we are manufac- 
turers of diamond engagement ring 
sets, wedding rings, watches and at- 
tachments, in gold and platinum; lib- 
eral commission; non-conflicting line 
acceptable; all replies held confidential. 
Address “V., 282,” care J C-K. 
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SALESMAN, for New England and 
New York State including New York 
City and environs; extensive dia- 
mond and colored stone ring line; 
drawing against commissions; state 
experience in confidence. Address 


“J., 324,” care J C-K. 





WANTED; assistant manager, for our 
watch and jewelry department, with 


knowledge of catalog-compilation; per- 
manent position; all correspondence 
will be held strictly confidential. Ad- 
dress replies to, Alfred J. Krower, 
Leonard Krower & Son, Inc., Whole- 
sale Jewelers, P. O. Box 330, New Or- 
leans 9, La. 





SALESMAN, with established following 
calling on retail jewelers and jewelry 
departments, department stores, to carry 
a line of infants’ and teens jewelry, 
sterling, gold filled and 10k on straight 
commission basis; territories open Mid- 
West, South Eastern and West Central ; 
give full resumé when replying. Ad- 
dress “‘A., 347,” care J C-K. 





A REAL honest to goodness watchmaker, 
one who is capable of taking complete 
charge of watch repair department with 
unlimited opportunities; must know all 
phases of watchmaking and be very 
capable; salary no object if you are 
the person we are looking for. Address 
reply to, Colony Jewelers, Monroe at 
Central, Toledo, Ohio. 





THREE men needed ; one aS manager, two 
as assistant managers; must be of top 
calibre and have excellent references ; 
swell, secure future is waiting here for 
the right men; write in confidence to 
Ed. Freed at Alpert’s Jewelers, Elmira, 
N. Y.; state the starting salary you de- 
sire, full employment record, any other 
information you deem advisable. 








| 
| 


ENGRAVER wanted, first class man by 
trade shop; all the work you can do; 
one who is capable of making $125 per 
week, or more; no dull times; air-con- 
ditioned shop; living conditions favor- 
able; no housing shortage; city of 400,- 
000; apply at once. Phone, write or wire, 
Lowell Hay’s Jeweler, Three Sisters 
Bldg., Memphis, Tenn. 





BUYER for costume jewelry department 
in independent department store; pre- 
fer someone now employed as an as- 
sistant in similar department; write to 
Mr. W. A. Lemburg, Personnel Manager, 
Myers Brothers, Springfield, Illinois; 
give resumé of education, training, and 
work experience in first letter as well 
as personal qualifications; please state 
salary requirements. 





SALESMAN for substantial diamond 
and colored stone ring line, to cover 
Denver West for old established 
New York house; commission with 
drawing account; reply in confi- 
dence. Address “L., 325,” care 
J C-K. 





EXECUTIVE position available; one of 
the largest furniture department stores 
in Northeastern Ohio has opening for 
buyer-manager of jewelry and traffic 
appliance departments; this position 
will pay approximately $16,000 an- 
nually; applicant must have experience 
in both selling and buying; must be 
able to furnish top references. Please 
reply to, “‘Y., 246,” care J C-Y. 





JEWELRY; large Chicago wholesale 

house desires services of experienced 
young man as assistant to buyer and 
department manager; future as- 
sured for right man; state age, ex- 
perience, salary; replies held strictly 
confidential. Address Circular 291, 
Room 1420, Heyworth Bldg., Chi- 
cago 2. 





(Continued on page 212) 
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HELP WANTED—Continued 





SALESMEN wanted, experienced only to 
the retail jeweler, to sell a well estab- 
lished line of dresser sets, music boxes 
and sterling silver items; territories 
open are West Coast and Southwest, 
also New England and Metropolitan 
area ; men living in territories preferred ; 
can carry one short non-conflicting line ; 
drawing against commission; state full 
experience in first letter. Pereline Mfg. 
Co., Inc., 1261 Broadway, New York, 
N. Y. 





SALESMAN, aggressive, wanted for 
Midwestern States by importer of 
fast moving quality jewelry; excel- 
lent opportunity for individual who 
has following in better stores, will 
take over 300 accounts; attractive 
commission; write full history. Ad- 


dress “P., 278,” care J C-K. 


SALESMAN, to cover Pennsylvania, Ohio, 
Indiana, Illinois, Michigan and Wiscon- 
sin; top drawer salesman wanted by old 
established manufacturer of gold and 
platinum diamond bridal sets: semi- 
mounted mountings: gent’s rings; em- 
blem rings; diamond watches and at- 
tachments, ete.; drawing account to the 
right man with established following ; 
a wonderful opportunity. Address “G., 
361,” care J C-K. 








SALESMAN, excellent opportunity for 
high calibre man to take over estab- 
lished territory in Virginia, West 
Virginia, _ Kentucky, Tennessee, 
North Carolina, and South Carolina, 
calling on better retail jewelers and 
department stores; all replies con- 
fidential. Address “B., 143,’ care 
J C-K. 





COSTUME jewelry salesman; Michigan 
and Indiana open for stimulating origi- 
nal rhinestone line, sold to retail out- 
lets; guaranteed-for-life, profit-building 
values made by 32 year reliable manu- 
facturer; 12% commission, protected 
territory, established accounts; prefer 
resident acquainted with department, 
jewelry and better specialty shop buy- 
ers; give full particulars first letter. 
Ralph Singer Co., 656 N. Western Ave., 
Chicago 12, Ill. 





WONDERFUL opportunity for gentle- 
man, experienced manager of suc- 
cessful jewelry store, in Southern 
city; we want top notch man and 
we are willing to pay commensurate 
salary; must be top salesman, mer- 
chandiser, and have general stock 
accomplishment; write us good, full 
letter your history. Address “J., 


363,” care J C-K. 





SALESMAN: Texas and Oklahoma: we 
have a well accepted and extensive line 
of sterling silver hollowware available 
for these two States; we have many 
established customers among jewelers, 
department store buyers and _ whole- 
salers and are seeking a strong man 
who can hold our present volume and 
add to it; this is a real opportunity for 
aman who really travels the territory ; 
we have no objection to a non-conflict- 
ing side line: commission basis. Ad- 
dress “S., 216,” care J C-K. 





SALESMAN, with a good following, 
wanted for highly styled Lucien 
Picard watches, also men’s fine 
14K gold cuff links and _ ladies’ 
jewelry for following territory: Ala- 
bama, Arkansas, Georgia, Kentucky, 
Louisiana, Mississippi, North Caro- 
lina, South Carolina, Tennessee, 
Oklahoma, Texas; residence prefer- 
red in area. Address “B., 263,” 
eare J C-K. 





TERRITORIES being rearranged; we 
have openings for three or four 
top-notch salesmen with outstand- 
ing reputation and wide experience, 
to carry America’s outstanding dia- 
mond ring line; you will have draw- 
ing account, outstanding promo- 
tional aids, good territory; give full 
details of your background by let- 
ter to, W. F. Sebel Co., 315 W. Fifth 
St., Los Angeles, Calif. Mr. Sebel 
may be in New York City March 7 
or 8 at the Savoy Plaza. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H., 1737,” care J C-K. 





SALESMEN accumstomed to big earn- 
ings, with currently active retail 
following in the Midwest, Ohio, 
Michigan, Indiana, to represent na- 
tionally known manufacturer with 
promotional line of Lloyds rings, 
Fidelity rings and First Lady rings 
firmly established in your territory; 
the most complete line of diamond, 
wedding and stone rings in America 
(see our ad page 59) exclusive 
representation in your protected 
territory; detailed replies held con- 
fidential. Write, Phil Polishook. K. 
Polishook & Son Corp.. 216 E. 45th 
St., New York 17, N. Y. 


For Sale 


Stores, Stocks and Businesses 








FOR SALE, jewelry store in Miami, Fla.: 
exceilent location. Address “G., 196,” 
care J C-K. 





LONG established jewelry store, Central 
Connecticut; excellent reputation: $35,- 
fe inventory. Address “G., 230,” care 
J C-K. 





FOR SALE; old = established, fully 
equipped jewelry manufacturing plant 
in uptown district, New York City: 
good opportunity. Address “W., 346,” 
care J C-K. 





JEWELRY store, established 22 years, 
New York City (Yorkville Section) ; 
good repair business: retiring. Address 
“F’., 194,” care J C-K. 





SMALL jewelry store in heart of North 
Park, San Diego, Calif.: stock and fix- 
tures, around $4,000; illness. Address 
“Y., 315,” care J C-K. 





MODERN equipped. store at Balboa 
Island, Southern California; excellent 
for watchmaker; reason for selling: ap- 
proximately $15,000. Address “D., 268,” 
care J C-K. 





MANUFACTURING jewelry business; 
complete equipment, tools, dies, stones 
and findings; Central Indiana. Address 
“W., 222,” care J C-K. 


JEWELRY store, fully equipped Shop: 
excellent location center of town; fing 


stock and fixtures; sell lock, stock ang 
barrel. Address “D., 352,” care J C.K 





aie 


FOR SALE; modern jewelry store ; Mosler 
vault. clean stock and fixtures; in exee)}. 
lent New York City location; will gey 
with or without inventory. Address “Pp 
358.” care J C-K. ; 





Et rr. 


SMALL jewelry store, modern shopping 
center near San Francisco; five year 
lease, low rent; clean stock, major watch 
lines, excellent repairs; approximately 
$10,000. Address “L., 209,” care J C.K 








MODERN jewelry store, ideal for man ang 
wife, plenty of repairs, clean stock 
name brands; good West Texas town: 
$13,500; no reasonable offer refused: 
age and health reason for selling. Ad: 
dress “‘T., 243,” care J C-K. 








EXCEPTIONAL opportunity to buy a sue. 
cessful wholesale diamond, jewelry and 
watch business; in Philadelphia over 49 
years; wonderful reputation and a rea] 
money maker: owner wishes to retire. 
Address “D., 200,’ care J C-K. 





SMALL jewelry store, corner location in 
new atomic center, Southeastern Ohio: 
population normally 40,000; will double 
for next four to five years; price about 
ras terms. Address “E., 319,” care 








FOR SALE; old established jewelry store 
in South’s fastest growing town, near 
the world’s largest Marine base; 100% 
location, recently remodeled inside and 
out; clean stock. Address P. O. Box 
356, Jacksonville, N. C. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health: city of about 40,000, in 
Ohio. Address “J., 2436,’ care J C-K. 





SMALL jewelry store in suburban area of 
20,000 population in Asheville, N. C.; 
established seven years; _ inventory, 
$6,000; annual repair, $6,000; low rent, 
with or without material; possibilities 
unlimited; approximately $8,000 will 
handle. Address “‘C., 250,” care J C-K. 





FOR SALE; credit jewelry store in Day- 
ton, Ohio; 1945 inception in best credit 
location; will sacrifice now; $50,000 
book account, $30,000 inventory clean, 
$20,000 furniture, fixtures and supplies; 
lease available to 20 years at $750 per 
month. Address “V., 220,’ care J C-K. 





WATCH repair, jewelry and gift : modern 
shopping center suburban to Hartford; 
low rent, good lease, large store; repair 
department covers overhead and salary ; 
excellent for watchmaker and wife; 
$5,000 will handle. Address ‘“K., 208,” 
care J C-K. 





ESTABLISHED jewelry store Washington 
State: new building, modern fixtures and 
lighting, very clean stock and desirable 
lease; excellent location in main shop- 
ping center of lower Yakima Valley; 
approximately $20,000 will handle fix- 
tures, inventory and equipment. Ad- 
dress “Y., 223,” care J C-K. 


— 





FOR SALE: jewelry store carrying lead- 
ing lines: established six years; did 
$35,000 volume in ’53; A-1 location in 
West Texas, irrigated farming section; 
merchandise, fixtures and Neon sign 
priced for quick sale; inventory approx!- 
mately $7,000; Neon, fixtures $1,500. 
Address “W., 314,’’ care J C-K. 








GREAT opportunity: large, modern cash 
jewelry store 18 x 86; 100% location in 
Metropolitan area; air conditioned; six 
o’clock closing; long lease: all standard 
lines; 42 years established, 25 years in 
same location: owner wishes to retire 
for deserving rest; will take $40,000 to 
$50,000 to handle. Address “N., 306,’ 
care J C-K. 


ed 
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JEWELERY store; successful credit store 
established over 50 years; prime Ja- 
maica location ; national brand lines; 
will sell inventory and fixtures, name 
and accounts optional ; ten year lease in- 
eludes heating and air conditioning ; 
ideal for chain or experienced individual 
with minimum $150,000 cash capital. 
Frederick May & Co., Inc., 1440 Broad- 
way, New York 13, N. Y. 





—_-:-: 


LISHED jewelry store, top loca- 
a good credit and cash business, 
modern fixtures and equipment; low 
inventory; approximately $8,000 ac- 
counts receivable and large paid-up file ; 
other interests force sale; total price 
for accounts receivable, stock, fixtures, 
equipment, etc., $17,500; will work with 
responsible party_on terms. Address 
“Calif 189,” care J C-K. 








OLD established jewelry store in thriv- 
ing Texas city; top location, 55 
years in business; catering to high 
class clientele, and finest lines rep- 
resented; profitable, prosperous 
business, but must sell account of 
illness; approximately $100,000 to 
handle. Address “‘H., 173,” care 
J C-K. 





——— 


JEWELRY and loan business in down- 
town Dallas, Texas; same location over 
30 years; have other interests; loans in 
excess of $25,000, which produces in 
excess of $12,000 to $15,000 annually; 
in addition merchandise sales approxi- 
mately $50,000 annually; staple inven- 
tory; diamond stock out of loan for- 
closures; will take $50,000 to $60,000 to 
purchase loans, merchandise, book ac- 
counts and fixtures; books open to bona 
— prospects. P. O. Box 1845, Dallas, 

exas. 





FOR SALE; high type jewelry store, one 
of the most beautiful modern jewelry 
stores in this area, located in a town of 
about 3,000 in the center of the Bright 
Leaf Tobacco Belt in North Carolina; 
a $40,000,000 DuPont Plant has recently 
been built just nine miles from here; a 
rare opportunity for an energetic watch- 
maker or an older jeweler who wants to 
make a change; inventory can be re- 
duced to suit buyer: other interest, rea- 
x: for selling. Address “G., 233,” care 





REPUTABLE cash jewelry store, estab- 
lished 86 years; Plainfield, N. J.; 
48,000 people, shopping center for 
over 400,000; fine central location 
in heart of city, between four banks ; 
low rent; average yearly receipts, 
$85,000; inventory, $65,000; sev- 
eral exclusive lines; must retire be- 
cause of health. Address “C., 191,” 
care J C-K. 


For Sale 


Tools, Equipments 





a 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 


a 





SAFE (modern) approximately 7’ high, 
guaranteed perfect, with jewelers’ draw- 
ers. $200. Lafayette Service Co., 426 
Te Ave., Brooklyn, N. Y. St. 














Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





PARTNER-salesman wanted, experienced 
in semi-precious and synthetic stones, 
for established firm doing $150,000 to 
$200,000 business a year. Address “M., 
305,” care J C-K. 





SEE page 185 Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 


Mich, 





JEWELRY department available, Sara- 
toga Springs, 100% location; space 
availability flexible; must operate as 
major outlet. Write, Saratoga Appli- 
ance, Saratoga, N. Y 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
1S. 





IS your business stymied for need of 
capital or proper sources of supply; 
want to overcome this and begin to 
make real money; a high grade manu- 
facturer has a simple plan of great in- 
terest to ambitious retail jewelers. 
roar in confidence to, “S., 242,’ care 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





MANUFACTURER of high grade jewelry 
and many years established, desires a 
partner or will sell outright; if a part- 
ner, must have mechanical ability or 
knowledge of jewelry; when answering 
state the amount of capital able to in- 
vest; give information in detail as to 
age and ability as a producer. Address 
“U., 254,” care J C-K. 


MANUFACTURER of diamond rings 
and mountings, long established 
concern, desires partner; must be 
first class salesman with following; 
amount of investment secondary 
importance; wonderful opportunity. 


Address “F., 299,” care J C-K. 





AUCTION sales conducted in a dignified 
manner or the new method action sale; 
no license or restrictions in conducting 
action sales; 30 years’ experience; full 
particulars on request; an outstanding 
Pacific Coast organization to serve you. 
Wire or write, S. Amster & Associates, 
512% So. Main St., Los Angeles, Calif. 
602 Mission St., San Francisco, Calif. 








CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references ; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 





V. C. KELLEY, Auctioneer; we did it 
again; just sold out Hugh Connelly & 
Son, Detroit, Michigan; inventory over 
$100,000; a sell-out to the bare walls 
including lease and fixtures; if you 
want the best auction service and top 
dollar for your stock, write or wire me 
today and I pledge you a most suc- 
cessful sale. V. C. Kelley, 7322 N. 

Ridge Ave., Chicago 45, III. 





NEED cash; want to retire; reduce 
stock; our proven method of con- 
ducting a flat sale or auction has 
always proven successful and profit- 
able; we have letters from satisfied 
jewelers to that effect. For immedi- 
ate action contact, Harry Schechter 
Sales Service, 2 W. 47th St., New 
York City 36, N. Y. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N.Y. 
Tel.: Lynbrook 3-8044, 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
erations; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





(Continued on page 214) 
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BUSINESS OPPORTUNITIES —Cont. 








DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone Pl. 7-4693; 
See page 127 for additional details. 





iomet 


AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 








Wanted to Purchase 








WANTED; used 75 ton Zeh & Hahnemann 
precussion press: give full details first 
letter. Address “E., 66," care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





ESTABLISHED store wanted with name 
lines ; Central States, preference to Illi- 
nois: consider partnership: replies con- 
fidential. Address “L., 237,” care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





WANTED; jewelry store in small, fast 
growing Southern community; must be 
established; state full particulars; re- 
plies confidential. Address “R., 79,” 
care J C-K. 





ATTENTION pawnbrokers, credit stores; 
we can pay highest prices for clean, 
late model wrist and pocket watches, 
because we are one of the largest direct 
users in the country; estimate or check 
by return mail; large lots preferred. 
Bonded Jewelry Co., 33 So. Lexington 
Ave., White Plains, N. Y. 





WE pay cash; send us your surplus jew- 
elry stock; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
silverware, scrap gold, or any other 
jewelry ; acknowledgment of your ship- 
ment same day by phone; our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References Union Plant- 
ers Bank, Memphis, Tenn. 


WATCHES wanted; any quantity; all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc. correspondence invited: 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg.. Houston 2, 


Texas. 




















CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and _ jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn, 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers’ Trust 
Co., N. Y. Frank Pollak & Son, 
since 1905, 72 Bowery. New York, 
N. Y. Phone Canal 6-2854. 











Watch Work, etc., for 
the Trade 








WATCH repairing, over 20 years’ experi- 
ence: timed on Watchmaster. F. W. 
Muerch, 2439 Andover Rd., Columbus 
21, Ohio. 





SPECIALIZING in repairing, chrono- 
graphs and all types of watches: all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





ONE week’s service; one year guaranty: 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
Lowey, 48 W. 48th St., New York 36, 
N. Y. 





FAST, dependable, economical watch re- 
pairing ; free pickup and delivery service 
50 mile radius New York City; insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 





EXPERT watch repairing on all types of 
watches; one week’s service; one order 
will convince you; price list on request. 
Hunt Jewelers, 3106 W. 63rd St., Chi- 
cago 29, IIl. 





BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


A FINE watch repair service for the 
better stores; complete satisfaction 
assured. Birk’s, 25 E. Washington 
St., Chicago 2, Ill. FR 2-1612. 








COMPLETE costume jewelry and bead 
re-stringing service; stones replaced; 
watches, chronographs, calendars re- 
paired by graduate horological engi- 
neer: limited accounts. Wrona Co., 
Monument Square, Woonsocket, R. 





TWENTY-FIVE years’ experience in 
fine watch-repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy; service price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 


HIGH grade watch repairing; chrono. 


graph and _ self-winder specialists 
also rebuilding and casing of 
watches; fast service at reasonable 
prices; all work fully guaranteed. 
over 40 years’ experience. Martin 
Cohn, 15 W. 47th St.. New York 
19, N. Y. 
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Special Order Work and 
Repairs for the Trade 














PHOTOGRAPHY on gold, silver, or plati- 


num; book locket miniatures our spe. 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 








COMBAT discount houses with service; 


promote pearl restringing, new clasps: 
rush your trial orders; monthly billing; 
nationwide service. Barbara Muller, 75 
Main, East Hampton, Conn. 





SPECIAL 


order estimates and designs 
cheerfully submitted free on monogram 
jewelry, rings, pins, earrings, belt buck- 
les, tie pins; 50 years of dependable 
service. Capital Mfg. Co., 15 W. 47th 
St., New York City. 





CAST finding or platinum rings as- 


sembled, polished, set, engraved and 
rhodium plated on premises for the 
trade only; prompt service guaran- 
teed; Holmes protection. F. & L. 
Jewelry Co., 56 W. 45th St., New 
York 46, N. Y. 





STONE 


encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 
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To Let 


TT 
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NORTH light office: opportunity for job- 


ber, diamonds, watches. Tel. JUdson 


2-2836, New York. 








SPACE for rent, 665 


Fifth Ave., New 
York, for fine watchmaker, or office for 
dealer, ete.; references required. Ad- 
dress “K., 206,” care J C-K. 








CASTING shop for rent, fully equipped, 


modern machines for casting gold and 
platinum jewelry; references required. 
21 W. 46th St., New York City. Circle 
5-4264. 
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Miscellaneous 


ee 











JEWELRY factories moved, and set_up 


complete. Mike Krasilovsky, 426 La- 
fayette Ave., Brooklyn. ST. 3-1918. 








WATCHMAKERS'’ 





JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave. 
Davtona Beach, Fla. 
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ABOUT TRADE DIVERSION—What Would You Do? 


During recent years we have received a steady 
flow of letters from jewelers complaining of the 
damage being done their businesses by the vari- 
ous forms of trade diversion. 

Recently the rate of these letters has increased. 
So has the intensity of the expressions. 

Many of these communications suggest that 
we (JC-K) should “do something” toward cor- 
recting the present deplorable conditions and 
the trend toward worse. Some, a small minority, 
seem quite bitter that we have not, as they put it, 
“come out” with a corrective campaign on the 
subject. 

We are flattered. Not that so many think we 
may have the answer—but that so many look 
to JC-K for leadership on a trade issue of such 
great importance. (Perhaps they remember what 
was accomplished by our campaign on PX’s 
during the Congressional investigation of *49.) 

Now there is only one reason we have not 
offered a program to eliminate the trade di- 
version of products traditionally distributed 
through jewelry stores. We haven’t been able 
to design the program. 

This doesn’t mean we haven’t sought it. Our 
interest in this is as keen as the combined in- 
terests of every retail jeweler. For, unless there 
exists a healthy retail jewelry trade operating 
under a system of individual private enterprise, 
there exists no need for this magazine’s services. 

So, what have we done? First of all, we are 
producing, each month, more and better material 
to help the jeweler who wants to help himself. 
That is our first obligation. 

To do that requires that we not only know 
what is going on in the trade at the moment but 
also the degree and the speed of trends so we 
can produce intelligent and helpful material for 
release in the future. 

So, we talk (and listen) to retailers. We 
call upon (and are visited by) manufacturers. 
We advise (and are counselled bv) wholesalers. 
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And invariably the question of trade diversion 
comes up. 

For, wholesalers and manufacturers are just 
as concerned, yes as “worried,” about the situ- 
ation as are retailers. If you question this, just 
consider the essentiality of a healthy system of 
individually operated retail outlets for the na- 
tional manufacturer of watches, silverware or 
diamond rings. Think what it cost the leading 
firms in just these industries to build up their 
present system of retail outlets. Think how they 
shudder at the thought of ever being at the 
mercy of a distribution system made up of dis- 
count houses or monster distributors. 

Your manufacturers are concerned. They 
would like to know the answer to how they can 
aid in the strengthening of the retail jeweler. 
This we believe! 

So here we are, you retailers, your whole- 
salers, your manufacturers and your JC-K— 
all in the same boat. 

Where are we going from here? How can we 
pull together in greater harmony toward less 
troubled waters? How can we revitalize the tra- 
ditions of warm friendship and genuine honesty 
that characterized our mutually profitable in- 
dustry through the years? 

I wish you would write me. Tell me what you, 
as an individual, think should be done—and 
by whom. 

Write me what you believe would reverse the 
current trend toward “irregular” outlets selling 
jewelry store items. Your thoughts will be 
welcomed. 

Let me hear from you . . . today: 


Mecceshel A Aree 


Editor 
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100 E. 42nd St. 
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Looking for a sales lift, starting now? 


Let these fine old "1847" patterns... 
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AMBASSADOR 1920 ; ARGOSY 1926 


MARQUISE 1932 LOVELACE 1936 
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ANCESTRAL 1924 | | , SILHOUETTE 1929 





multiply your set sales of these 
NEW patterns! 


_ RE-ORDER service in silver- 
plate history! First time your 
customers can re-order best-selling 
patterns of years past! 


It’s set to draw record traffic, build 
even more confidence in your “1847” 
line, give you a natural selling 
“opener” for new sets. 

Big ad support! Two announce- 
ments on “My Favorite Husband” 
(CBS-TV) and in March Ladies’ 
Home Journal. Tie-in promotion aids 
available through“ 1847” menor from 
1847 Rogers Bros., Meriden, Conn. 


FIRST LOVE ) ADORATION 


1847 





1847 ROGERS BROS. 


America’s Finest Silverplate A product of The International Silver Co., Meriden, Conn. 





Another great COMMUNITY merchandising special 


YOUR CUSTOMERS SAVE ‘27% 
on this CELEBRATION OFFER' 


60-piece service 
Reg. value $97.40 
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60-Piece Service Includes 
8 knives 8 forks 
8 salad forks 8 butter spreaders 
8 soup spoons 2 serving spoon; 
1 butter knife 1 sugar spoon 7 ed . 
16 teaspoons lor just a limited time only, your customers can own 
this Special Celebration Offer dinner service for 8, for 


the price of a service for 6! 16 extra pieces of famous 
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SS —. Eee 


Community worth $27.45 at no extra cost! And you 


’ 
THEY'LL SEE IT IN LIFE! You know how ; a eee Se . 
COMMUNITY advertising in LIFE moves mer- can offer this exciting special Just in time for Mothers 
chandise! That’s because more than 24 million , ; 
| , | Day and during your biggest bridal season. too! Avail- 
readers see this great magazine every week! m7 
ee, Re Ce te le ee 7 . : oe 
Wat h for the April 26 is: ug with a big full able in all five patterns! Your franchised Communitv* 
pare, full-color cover ad. lt will help you make y 
this new celebration offer your greatest spring 


promotion and profit builder! 


wholesaler is ready now. Order a full stock today. 


COME ALONG WITH 





See pages 12, 13 for the merchandis- f/ 


ing aids you'll need, 


-- « THE FINEST SILVERPLATE 


\OEMARKS OFF 














